AGAIN AHEAD, with THE MOST 
SALABLE TOOLS IN America 
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UNION'S 1936-37 SALES — THE HIGHEST IN OVER 40 YEARS® ' 
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93? - 38 OUTPUT OF ALL U.S. MANUFACTURERS 
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In our 1937 - 38 season, covering the sharp- 
est business recession in U. S. history, UNION 
dealers not only enjoyed one of the three best 
years in over 40 years of selling tools, but 
actually increased our final monthly volume 
over the previous June record by over 20%. 








Here is proof of the puddin’ — proof that 
modern, streamlined tools and streamlined 
sales helps make every year a good year for 
UNION dealers. 


Before you order farm and garden tools or 
shovels, ask your UNION jobber to show you 
our 1939 PROFIT PLAN, with important new 
items and even better aids for selling the most 
salable tools in America. 


THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices: New York City, Baltimore, Los Angeles, San Francisco, Seattle 














Where Neighbors Meet! 





The farm and town are bound together 
by a thousand deeply rooted ties 


@ You own a farm—or rent one. 


You buy many things—and have 
many other things to sell. 


You deal through your nearest trad- 
ing center—probably ship from there 
—bank there—buy there—and meet 
you. neighbors there—on both sides 
of the counter. 


And one of these neighbors is the 
local Republic dealer. Part of his 
job is to sell Republic fence, barbed 
wire, steel posts, roofing, siding, and 
other Republic Products. 


But that és only part of his job. He is 
our direct contact with you. He knows 


you and your family. He knows your 
problems. He knows how you buy 
—and what you like. And the other 
part of his job is to tell us these things 
so that we can serve you better.’ 


Republic has invested millions of 
dollars in special plants and equip- 
ment for producing special steels 
and steel products for the farm. 


An Agricultural 


at lowa State College—to help us 
serve agriculture more efficiently. 


But the local Republic dealer—the 
man from whom you buy—the man 
whosees you frequently—talks to you 
—knows you—is your neighbor—he 
is the practical adviser that we need. 


We checked him carefully before we 
selected him. And he checked us 
just as carefully before he selected 
the Republic Products which he sells. 
Talk to him about your problems. 
He can help you. 





Extension Bu- 
reau has been set 
up—and a Re- 
search Fellow- 


ship established 











REPUBLIC | 
GALVANIZED ROOFING 
REPUBLIC 

STUDDED “Y™ POST 
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CHANNEL POST 


REPUBLIC 
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REPUBLIC STEEL CORPORATION 


(WIRE DIVISION) 
7850 South Chicago Ave., Chicago, Ill. 


(General Offices: 
Cleveland, Obio) 
Farm products plants 
at Gadsden, Ala., 
and Chicago, Ill. a 











How well do you know 


your local dealer? 
Your Republic dealer is inter- 
ested in you. You should be 
interested in him— for each 
of you helps the other. Plan 
to get better acquainted, 
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Hardware Age, —? every other Thursday by Chilton Co. (Inc. ), Publication office, Chestnut and 56th Sts., 
Y. Entered as second-class = — 24, 1933, at the Post Office at Philadelphia under the Act of March 3, 1 


39th St., New York, N 


$1.00 per year. Single copies lie each Vol. 142 


Philadelphia, Pa. Editorial ons | Ezecutive offices, 239 West 
N 8. 


. (Printed in U. A.) 
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THE MODERN ENTRANCE DOOR 


Efficiently controlled by a YALE Door i *ARMORED FRONT 
. protects the cylinder 

Closer and dependably protected by set dane 

an “ARMORED FRONT cylinder lock, 


an exclusive feature of YALE. 


Sold by all THE YALE & TOWNE MFG. CO. 
HARDWARE STAMFORD, CONN., U.S.A. ¢ 


anadian Division, ST. CATHARINES, ONT 
ok ee 


Look for the name YALE on every LOCK or DOOR CLOSER you use 














- THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. U.S.A. 


OCTOBER 20, 1938 














HARDWARE AGE 





OCTOBER 20, 


1938 





Mrs. Customer doesn’t care whose steel sheets were used in making that 
pail or tub or other product made of sheet steel. She is interested in a 
pail of a certain size—and she wants a pail that will last and give her full 
value for the price she is about to pay. 

But Mr. Manufacturer is interested in the steel sheets—for he knows 
that the quality and life of his product depend entirely upon the quality 
and uniformity of the sheets he uses. 

Realizing this, many fabricators of pails, tubs and various hardware 
products use Republic steels in sheet and other forms. In doing so they 
assure customers of full value, they assure you of customer satisfaction 
and they assure themselves of continued business in the future. 

For years, you’ve sold Republic steels in these products. Why not sell 
the same high quality in the hardware staples shown at the left? They 
are made of the same steels and in the same mills as those items used by 
nationally-known fabricators. 

Ask your jobber for full details on Republic hardware products. If he 
doesn’t stock them, write us for full information and the name of your 
nearest Republic jobber. Republic Steel Corporation, Cleveland, Ohio. 


REPUBLIC STEEL 


BERGER MANUFACTURING DIVISION - STEEL AND TUBES, INC. 
UNION DRAWN STEEL DIVISION - TRUSCON STEEL COMPANY 
NILES STEEL PRODUCTS DIVISION 





REPUBLIC 














































































































































































































to an Ideal 


IGHTSEERS in the city of Washington are 
usually directed to a simple monument of 
stone rising out of the ground some five 

hundred and fifty feet. It is grandly unpreten- 
tious, merely a gigantic shaft, yet its simple out- 
lines express more clearly than volumes the 
regard of a great people for the ideals of a great 
man. It expresses the strength of unswerving 
loyalty to righteous faith. 



























































INCE the birth of Empire LeEvELs, a little 
over four years ago,* we have attempted to 
adhere to a strict program of quality manu- 

facturing as clearly defined as the outlines of the 
great Washington monument. It has been no 
easy task, especially during the tempestuous years 
just past. The temptations to cut quality have 
been great and the deviations we might have 
affected seemed of small importance. But slowly 
and surely our ideal has been shaping itself. Ever 
increasing numbers of Hardware men are help- 
ing us to raise the monument of dependable Level 
accuracy higher and higher into the air. Many 
are kind enough to tell us that the Empire Level 
is the finest tool of its kind in the land. When 
that opinion is universally accorded then we shall 
have realized our ideal. 





\ 


EMPIRE LEVEL Mrc Co. 
MILWAUKEE, WIS. 
MANUFACTURERS OF A COMPLETE LINE OF 
QUALITY LEVELS 


\, 


\ 
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* This Advertisement first appeared in 1922. We have reproduced it regularly each year since as a public mani- 
festation of the ideal that has assisted us in putting our BEST efforts into our products. 
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Trade Mark Registered U.S. Pat. Off. 


we | THE GREATEST TOOL MERCHANDISING 
‘ty sho dow tn Sect “e* HELP EVER OFFERED TO DEALERS . 
Look for 8. . le your protection. Giving you PROFITS instead of mere MARK-UP. 


THE PECK, STOW & WILCOX COMPANY .. . SOUTHINGTON, CONNECTICUT 
; Fine Tools and Sheet Metal Working Machinery Since 1785 
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GET THE 


COW TIE 


& Dog Chains, ACCO Repair Lin 
} month, if you. display them with Assortments, 2-0 Tenso Well and S$ 
he American ‘Cha Chain in 250-ft. cartons. . . . Sell Americ 
> profit by ren indir ¢ when you sell chain. Your customers kno 
es, / Proof ai all the popular American Chain brands. 
Display them and you will make many 
profitable sales. 


ISION 
PANY, Inc. 


/ tded 
can i... CHAIN 
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_—_— STEEL” now comes to you in 
a new design with exclusive features that make selling easy. This is the first 
formal announcement of the new Atkins Speedsaw line (T. R. Roberts patents ) 
but every feature and item has been tested, refined, perfected during the last 
2 years (as “T. R. Roberts Speedsaws”). 

We can promise both you and your customers will find Speedsaw per- 
formance amazing. 

A new style tooth accelerates the cutting of green or dry, hard or soft wood. 
Notice the teeth in groups of two slicers and one planer to a section. The 
action is fast, and easy in ripping, mitering or cutting off. Atkins’ standards of 
heat treating, grinding, balance, handle application and every manufacturing 
detail, have been applied. 

This is a saw you can demonstrate and talk about—and each one you sell. 
with the gauge to properly fit, will speed up sales of others. Write us for 
full details. 


E. C. ATKINS AND COMPANY, 410-S. Illinois St., Indianapolis, Ind. 


OCTOBER 20, 1938 


New 
ATKINS’ 


SPEEDSAW” 
















CERTIFIED SAWS, SAW TOOLS, 
MACHINE KNIVES, ETC 








WON'T CURL 
NOR SPLIT 






— because 
their blades 


are made of 








INGERSOLL PROCESS STEEL 


Pick up any lagersoll Shovel, and you will like its 
fine balance and light weight. Examine it and you 
will see how sturdily it is made, how painstaking 
workmanship has reflected the pride of the men 
who make them. But let these finer shovels get out 
on a tough job, where they have to “take it on the 
nose" ... that's where the real value shows up. 
That's where the, non-splitting, non-curling per- 
formance of the blade shows the stamina provided 
by these blades of TEM-CROSS Ingersoll Process 
Steel. 


This steel is tillage steel produced by the world's 
largest manufacturer of plow discs and harrow 
discs. It is cross-rolled to give an interlocking, 
mesh-grain structure ... then heat-treated to hold 
edge keenness and to resist splitting and curling. 


For extra value, extra service, extra satis- 




























Available in all types and grades. Round or faction, ask your Jobber for Ingersoll Shovels. 
squore points, black or polished finishes. All 5 
Alloy, A and B grades are heat-treated. Write for Catalog and further information. Mail your request to 


our New Castle Plant. Address Dept. H.A. 


INGERSOLL STEEL & DISC DIVISION, new castie, indiana 
Borg-Warner Corporation 
Plants: Chicago, Ill.; New Castle, Ind.; Kalamazoo, Mich. 


INGERSOLL S24 
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“STOP! 
LOOK! BUY!” 
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FREE with carefully-chosen as- 
sortments of fast-selling STANLEY 
“Zig-Zag” and “Pull-Push” Rules 
—the most popular rules in any 
hardware store—these modern, 
permanent display cases are built 
to pull in extra sales dollars! We 
mean it when we say, ‘‘All you do 
is put them on the counter!” The 
deluxe, colorful settings, the richly 
finished rules — and known Stanley 
quality will do the rest. 


I) Visibility, 
toss Protected From 


NOTHING BUT 


STORE-TESTED 
FAST-SELLERS 


INCLUDED 


Stanley ‘‘Zig-Zag”’ Assortment No. 290 
includes handsome counter display 
case, shown at top, furnished free of 
charge. Also the following fast-selling 
Stanley “Zig-Zag” Rules: 

2—No. 06 4 — No. 266 

9 — No. 106 4 — No. 856F 

4— No. 106F 2 -— No. H806 

Retail Value $15.25* 

Stanley ‘‘Pull-Push’” Assortment No. 
291 includes smart, modern counter dis- 
play case shown at bottom, furnished 


free. Also the following fast-selling 
Stanley ‘‘Pull-Push” Rules: 


2 — No. 1266 1 — No. 7366 
2— No. 1266A 4 — No. 6386 
5 — No. 7506 1 — No. 1166 


Retail Value $14.95* 


PUT THEM TO WORK 
FOR YOU NOW! 


ASK YOUR JOBBER 


*Prices slightly higher West of 
Missouri River. 
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LS New Britain, Conn. tf U.S.A. 
STANLEY T00 “THE TOOL BOX OF THE WORLD" 


DIVISION OF THE STANLEY WORKS 









ADD PROFITABLE TOOL SALES sass vouw. 


I T 
PACKAGES 


With Christmas just around 
the corner, it’s time to think 
of gifts. And what better gifts 
for man or boy than Stanley 
Tools — smart, yes; also useful 
and definitely masculine. Here 
are twelve of them in beautiful, 
red and gold window boxes, 
decorated with cellophane rib- 
bons and gift tags. 


No. X620 Hand Drill. Ideal 
for Christmas giving. 4%” Chuck. 
$2.00. 

No. X6386 Direct Reading 
“Pull-Push” Rule. 6' blade. 
$1 <25e 

No. X11144 100 Plus Nail 
Hammer. “The aristocrat of 
hammers’’. 16 oz. $2.00. 

No. X12 100 Plus Nail Ham- 
mer. Popular 13 oz. size. $2.00. 

No. X260 Torpedo Level. 
Rosewood with three glasses. 
$1.00. 

No. X110 Block Plane. High- 
ly finished. $1.10. 

No. X60A “Stanloid’” Chisel 
Set. Three distinctive butt chis- 
els (%4", 34", 1") with composi- 
tion handles. $4.80. 

No. X750A Socket Chisel Set. 
Three butt chisels (14”, 34”, 1”) 
with hickory handles. $3.00. 


No. X22 Try and Mitre 


Square with level and scratch 
ASSORTMENT NO, X] Sucitet"E 
P . No. X2000A Screw Driver 
_, All —_ Y —— $23 60 Set. Four popular sizes with 
ni ed prom © eS = Bren a composition handles. $1.85. 
: : A One each of the above and a beautiful No. X1022 Jack Knife Screw 


at Christmas can be put , J 
= hand colored photogravure display card. Driver. Brand New. Knife fits 


into regular stock by simpl ; 
pete: ribbon pte pit Weight 12 Ibs. in screw driver handle. $1.00. 
tag. No. X420 Electric Soldering 


*Prices slightly higher West of Missouri River. Iron. 50 watts. $2.00. 


Y T 0 0 L S "The Tool Box of the Worl¢ 
S T A i L E New Britain, Conn. U.S. 
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Ask for 
Gilbert & Bennett 


Poultry Netting 


Galvanized Before and After 


Straitline Poultry Fence 


Galvanized Before and After 


Galvanized Hardware Cloth 


In All Meshes and Gauges 
SCREEN WIRE CLOTH 


Pearl Wire Cloth 


2 Copper Wires in the Selvage 


Acme Electro- Galvanized 
Wire Cloth 


Painted Black Wire Cloth 
Copper Wire Cloth 


Light and Dark 


Bronze Wire Cloth 


A, ty Bright and Roman 
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THE GILBERT @ BENNETT MEG. CO. 


GEORGETOWN, CONN. NEW TORK, N.Y. BLUE ISLAND, ILL. 
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STEP UP YOUR PROFITS 
vith MeKINNEY fl 
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FORGED IRON HARDWARES- 





BRINGS McKINNEY QUALITY HARDWARE 
TO EVERY HOME OWNER 


THE STATELY MANSION 


THE MEDIUM PRICED HOME 





THE HUMBLE COTTAGE 


McKINNEY MANUFACTURING COMPANY - PITTSBURGH, PA. 
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PLANTS ALSO AT: 
BRIDGEPORT, CONN. 


SELL MORE CHAIN WITH THE 
NEW CLEVELAND REEL SALESMAN 





Here is an unbeatable combination — the 
handsome new CLEVELAND Reel Salesman 
Display Stand and a fast-selling assortment 
of CLEVELAND CHAIN. It makes chain 
easier to sell and customers want to buy! Put 
the new Reel Salesman to work in your store. 
It is available with any one of the ten popu- 
lar assortments of CLEVELAND CHAIN. 
Call your jobber or write to us for full details. 


POPULAR CHAIN ASSORTMENT 


(No. 80) 

175 ft No. 2/0 ROT OTTO ETe ...BG 
125 ft. No. 3/0 RE PNT: Saisie scene dees BG 
200 ft. No. 3 rea aren BG 
75 ft. No. 2/0 oe OS, re BRT 
100 ft. No. 35 Steel Sash Chain ........... BG 
200 ft. No. 0 Brass Safety 

200 ft. No. 16 Double Jack ....... eer 
Dealers’ Price per Assortment ......cccccccccscesce $30.00 


No. 80-A S&me as No. 80 except substituting one reel 
60 ft. 4%” Proof SC Coil Chain for one reel of 3/0 Lock 


RED SWIVEL 


TRACE CHAINS 


Capitalize on the ever-increas- 
ing popularity of these famous 
traces by displaying them in 
your store regularly. In the 
window or on the counter the 
Red Swivel attracts attention— 
makes sales. It’s a sure way to 
extra trace chain profits. 


Electra 


A complete line of CLEVELAND Welded and Weldiless CHAIN 
Sold from Coast to Coast — Order from your Wholesaler 
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Cleveland, O. 


SEATTLE, WASH. 
SO. SAN FRANCISCO, CAL. 
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THEY LL 
EVERY TIME | 


[Bwars new SELLOPAK individual screw driver pack- 
age gives Irwin drivers a customer appeal no other 
driver can offer. Tests and a survey just completed, prove 
that customers WILL and DO pick out IRWIN individually 
SELLOPAK-ed drivers from any group of non-packaged 
drivers when displayed together. 
IRWIN’S SELLOPAK screw driver package is the most 
modern screw driver sales help on the market and it does 
NOT cost you one cent more. The added touch of color, 
the individual card packing and a sales story on Tested 
Performance for each particular driver, is new and differ- 
ent to those who buy tools. It’s “customer curiosity” that 
makes them pick out the IRWIN SELLOPAK from any 
group and THEY’LL DO IT EVERY TIME. 
Progressive jobbers and dealers everywhere are pushing 
IRWIN screw drivers because they have recognized 
SELLOPAK’S great sales possibilities, quicker turnovex 


and profits. 


* * * * 


Join the big swing to modern screw driver selling with 
IRWIN SELLOPAK screw drivers ... Your jobber has them 
in stock or can get them for you. 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO, U.S.A. 
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SIGNeIT ASSURES 


YOUR CUSTOMERS DEMAND 


QUALITY « SERVICE «© APPEARANCE 
The Complete Sterling Line .. . 


Poultry Netting e Hardware Cloth e Nails, Staples & Brads 


e Woven 
Ornamental Fence ¢@ 


Wire Fence + 


Smooth Wire e Barb Wire 
tee osts * Corn Cribs e Bale Ties a Gates * Stretchers 


NORTHWESTERN STEEL & WIRE COMPANY 


SIncorporated - Northwestern Bark Wire Company -1879 


STERLING, ILLINOIS 
















Modeu 


WRENCHES 


with a 


MASS 
APPEAL 


CRESTOLO Y wrexcs 


HESE modern adjustable wrenches with their lean 
symmetry, better balance and_ extraordinary 





strength instantly appeal to all tool users. 


Forged from Crestoloy steel, they are one-third thin- 
ner than ordinary adjustable wrenches, yet actually 
more than twice as strong. A 10 inch wrench weighs 
less than 13 ounces. 


All Crestoloy Wrenches are heavily chrome-plated— 
heads polished bright and handles specially finished 
to provide maximum “traction” even when hands are 
wet or oily. Seven sizes from 4 to 24 inches—all 
fully guaranteed. Your jobber can supply you. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 


SURE-GRIP FINISH 
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should have called it White Magic. Yet there is no black art about the action of this 
double-action Floor Refinisher. Simple as ABC! Just dissolve this presto-powder in a pail 
of boiling water and lo and behold! before your very eyes is a foaming white solution 


ready to bring youth and beauty to old and ‘work-worn floors. In one operation 





Order from your 
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LIBBEY: OweEns-Forp ( / 


_ IDENTIFIES 











iy SUPERIOR 
FEATURES 


Only the exclusive L-O-F Flat 
Drawing process produces a win- 
dow glass with six exclusive advan- 
tages—three for you... three for 


your customers. 


Millions of home owners are 
familiar with its outstanding char- 
acteristics through many years of 
L-O-F national advertising... They 
will look for the label that identi- 
fies HIGHEST QUALITY. There 
is every reason to standardize on 
L-O-F Quality Glass and leave the 
label on—it is the best-known 
trademark in the industry. 
LIBBEY-OWENS-FORD GLASS 
COMPANY.... TOLEDO, OHIO 


LIBBEY: OWENS: FORD 
GUALIT! GLASS 














MYERS WATER SYSTEMS 
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PUMPS WATER SYSTEMS -MAY TOOLS DOOR 





Winning Hand 
for MYERS Dealers 


Here is a hand that stacks up well with the best of 
them. It’s a consistent winner—a money maker—for 
dealers everywhere. A quality line—a necessity market 
—a satisfactory profit return—the cards are dealt for 
Myers Dealers to cash in during the important fall 
selling season before cold weather sets in. 

In rural and suburban sections—in villages, towns and 
cities—folks realize what running water means in 
health, comfort and convenience. Rural electrification 
branches out. New lines everywhere. Old lines being 
improved or extended. And the market for Myers 
Water Systems expands accordingly. 

Here is a field for year-through business, and the dealer 
who holds a hand such as the Myers line now offers 
usually wins in his locality. 


Ask your distributor or write us 
for new catalog and information. 


THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A. 
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The high quality of Gold Strand builds 
screen cloth sales and creates good will 
for your store. The Gold Strand Measur- 
ing Tape tells you to the inch the amount 
of cloth in any cut roll. Demand Gold 
Strand from your jobber. It combines 
quality and convenience. 
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| AMERICAN WIRE FABRICS CORPORATION 


subsidiary of 


WICKWIRE SPENCER STEEL COMPANY 


- NEW YORK + CHICAGO + WORCESTER * SAN FRANCISCO 
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This Sign Means Business 


rapidly increasing number of bike riders. The 
moral is clear. The more bikes you sell, the more 
bike paths there will be. Now’s the time to double 
your sales efforts. Sell the fun, health, and econ- 
omy of bicycling—now—while the weather is 


A bicycle is a vehicle that can be ridden with 
pleasure anywhere. It’s even more fun to ride a 
bike on a special roadway. Here’s a beauty that 
New York City has just opened—the first of a 
proposed series. Read the sign. It guarantees an 
exclusive path for bicyclists. Equally important, 
it assures you of the ever growing interest in 
bicycling. For America’s first city set aside this 
path and erected this sign in recognition of the 


ideal. Look over your stocks at once. Be sure 
you have a complete supply of models for both 
youngsters and grown-ups. Place your orders at 
once. All signs point to a big fall business. 


HARDWARE AGE 
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VOLUME 
SALES 


Smart merchants are always looking for ways and 
means to improve their business. If that’s your 
idea, then here’s something to think about. 








Painting contractors are good customers. 
They’re the men who land the big contracts for 
painting schools, business buildings, homes, ete. 
Jobs like those mean big orders for paint supplies. 

The typical painting contractor has one well 
known “buying habit”. The first item on his list 
is white-lead. The store that sells him the white- 
lead he wants gets his entire order. 

So here’s the “prescription” for your business. 
Attract the volume buyers by stocking and push- 
ing Dutch Boy White-Lead — undisputed first 
choice of painting contractors for many years — 
America’s No. 1 white-lead. 


And Let Them Know It 
Use Dutch Boy displays in your 


window—inside your store. Pick out 
a good location on your shelves and 
in it line up the Dutch line, every 
item. Such a “Dutch Boy Depart- 
ment” tells painting contractors 
how well equipped you are to serve 


them. It pays! 


DUTCH BOY 


PAINTERS’ PRODUCTS 
NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh ; 
John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 


ALL-PURPOSE 
SOFT PASTE 
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DOUBLE BALL BEARING 


CASTERS 


4 
at j 


Here's the caster that “trades up” quality and profits 
for you. Swivels easier on 26 hardened ball bearings 
(instead of the usual 14), and pays you normal profit 
when sold at a popular price. That’s why it’s the 
leader of the Faultless quick turnover group featured 
by leading retailers from coast to coast. Ask Your 
Jobber or write 


FAULTLESS CASTER CORPORATION 


Dept. HA-10, Evansville, Indiana 
s Representatives in Principal Cities 
Canadian Factory: Stratford, Ontario 


luxe caster at a 
popular price 
Two complete 
rows of hardened 
ball bearings for 
free swiveling 

1%” Ruberex 
(cushion tread) 
wheel for easy 
rolling. No won 

ler it’s a big 
seller 






No. 4735 Ball 




























Bearing Grip Be Pe rs Tea 
er ‘ lady r. No. 5735 —- Ball Wagon and Crib Cushion Chair 
ockite Bearing Plate Caster Ruberex Glide of hardened 
ome Rockite Wheel steel with rubber 
reel. 


insulation 


THE QUICK TURN-OVER GROUP 


SELECTED BY SUCCESSFUL DEALERS AS THE ITEMS MOST FREQUENTLY BOUGHT! 
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csi call for them again, and often in a hurry. The Bethlehem 
red and white label is easy to remember, easy to call for. The bolts make 
friends quickly—nuts fit smoothly, threads are clean and accurate, heads 
and nuts fit wrenches snugly. Customers remember their quality and 
strength, and repeat business builds up. Your jobber can supply you with 
Bethlehem bolts for all your needs. 





BETHLEHEM STEEL 
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National Celebrates another Anniversary! 











37 years devoted to the designing and 
manufacture of Builders’ Hardware 


HROUGH these many years the stride has been ever forward 

toward increasing both the size and the variety of the line 

to adequately meet every requirement of the trade, but always 
maintaining one high standard of quality. 

The regard and esteem which architects and builders everywhere 

hold for National Hardware attest the merit of these fine products. 





No. 55 This particular month is also an opportune time for dealers to 
Storm-Proof Junior Door Hanger 
concentrate sales efforts on 


National 


STORM-PROOF HARDWARE 


—adequate barn door equipment which will success- 
fully combat all the winter weather elements ahead. 


Note the many fine styles and sizes in which this hard- 
ware is made, and also that it is both friction-free and 
trouble-free. Every demonstration of the actual hard- 
ware is most convincing to those who appreciate fine 
mechanical precision and finish. 





sen 6 If your stock does not include this popular hardware, 
Rigid Storm-Proof Door Hanger write for full information now and cash in on the sea- 
vutenind sonable profits that await you! 


National Builders’ 
Hardware is sold 
direct to the retail 
dealer—a_ policy 
that promotes 
quality, service 
and direct selling 
cooperation. 


TO ADJUST MANGER 
OIL BEARINGS 


MOLE 
AND 





No. 77 


Flexible Storm-Proof Door Hanger ; 
Patented No. 88 Adjustable Storm-Proof Door Hanger 




















NATIONAL MANUFACTURING CO., Sterling, Illinois 
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Dealers show 50% to 300% 


(> MORE SALES 
with this Display 


Through your jobber you can obtain one of these CROSS 







metal revolving display stands free with your order for 
CROSS Sterilized TACKS. Dealers everywhere report 
amazing increases in sales, with less work, more profit. Ask 
your hardware jobber about this real offer. Or write us 


for full information. 









“All that money from tacks?” 


“Yes, my son. CROSS Sterilized TACKS not only 
sell themselves, but they lead the customers into a lot 
of sales where there’s real money for us!” 
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TACKS 


W. W. CROSS & CO., INC. - - EAST JAFFREY, N. H. 
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YEARS OF TRACK AND HANGER 
DEVELOPMENT...at a glance! 


Through 50 years of steady develop- 
ment, Richards-Wilcox has created 
the greatest and largest line of Hang- 
ers and Trolley Tracks in the World. 
When you handle this line, of one 
thing you may be assured: there is a 
size to meet all requirements. You 
need never turn down an order for 
lack of the proper sized track and 
hanger for any job. 


And it is better equipment, thanks to 
exclusive, patented features. As an 





example we cite the famous Lock 
Joint—the most outstanding develop- 
ment in trolley tracks. The Lock Joint 
Brackets lock the track ends so tightly 
together that hangers operate smooth- 
ly and silently over the joints. Thus, 
a smooth, continuous and unbroken 
stretch of track of any length is ob- 
tainable. 


Why not learn more about this profit- 
able line? Write us—today? 


Richards-Wilcox Mfg. Co. 





Branches: 





Indianapolis St.Louis New Orleans 


“Quality leaves 
a rat rint™ Los Angeles San Francisco Omaha 


“A MANGER FOR ANY DOOR THAT SLIOES” over 


New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. Cc. 
Des Ww wi P a Kansas City 
Detroit Atlanta Pittsburgh ‘ 1937 


Seattle 


AURORA, ILLINOIS, U. S. A. 





Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 
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The IRUE IEMPER Garden Tool Holder 


Made of steel plate, 6’ x 48” in size, with steel hooks to hold 11 
or more tools. Under each set of hooks is printed the name of the 
tool belonging in that space. Every gardener should have as a min- 
imum the 11 tools shown above and named on the Holder. If he 
does not have them the Holder acts as a constant reminder to buy 
enough tools to fill it. 





@ A place where tools may be kept safely and “out- 
of-the-way,” in garage, shed or barn, is needed by 
every gardener and farmer. 

The new TRUE TEMPER Garden Tool Holder fills 
this need to perfection. Quickly attached to the wall 
or studding with four screws, it holds 11 or more 
tools on sturdy steel hooks, as illustrated. The tools 
are up, “out-of-the-way” where they won’t be run 
over and broken. Furthermore, they cannot be 
knocked or jarred loose to fall net | injure the 
children or the automobile. 


Sells Tools for You 
Each TRUE TEMPER Garden Tool Holder placed 
with a customer should sell more tools for you. It 
not only provides safe, convenient storage for tools 
but constantly reminds the home owner of tools 
needed to make his collection complete. 


Special Offer As a Builder of Tool 

and Garden Supply Business in 1939 

Easily worth $1.50 or more at retail, we are offer- 
ing the TRUE TEMPER Garden Tool Holder to hard- 
ware merchants at a price so low that it may be 
used as a premium to promote the sale of tools and 
garden supplies. For details consult your jobber’s 
salesman, or write us. 


THE AMERICAN FORK & HOE COMPANY 


Makers of Essential Tools CLEVELAND, OHIO 


Usual methods of storing tools, illustrated below—sometimes dangerous— 
never convenient—now corrected by the TRUE TEMPER Garden Tool Holder 


Alfr TRUE TEMPER AE, 
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CONDENSED HARDWARE AGE INVENTORY FORM 


wecnnnnncnnecnncecccseeeseee---- USE THIS COUPON ..............-.------2-22-202- 
























































Actual size of sheets 9% by 12 inches 
over all; writing area 8/7, x I1%, 
inches. Sheets printed on both sides, 
of good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 





Simplify Your Stock Taking with the WHITE 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1, plus 25c mailing charge. As these sheets are 
printed on both sides of good white bond paper, 
this means you really get 400 pages of inventory 
record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


HARDWARE AGE 
239 West 39th Street. New York, N. Y. 


Gentlemen: 

Meme ip. me &............... 2.58 Please send me.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00, plus 
25¢ mailing charge). Also send me.......... Binders (50c each). Send these to me by return mail. 
Gains 3.44.5 axed 5 Gig aienhamed ha EER Na RA CSIR cM I I 55. hhe Fi iscalz en nou sie bee Les ety oa wom lea a 
ADDRESS .... .. I 555 Ese 5 Sa Whee ade bs Feresaros as eaee ee 


it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


HARDWARE AGE 
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THIS MAN SPENDS *300 
ON HARDWARE! 


TED TINKER, maker of the famous 
Penguin that advertises Kool Cigarettes, 
spends an average of more than $300 a 
year for tools, machinery and supplies for 
his workshop. His total investment so far 
amounts to over $3000. 
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e Workshop fans don’t count pennies. Not when it comes to 
spending money for tools and supplies. 


Carborundum advertising in “Popular Mechanics” and “Popular 
Science”, reach thousands of workshop fans, Of course, not all 
of these spend $300 a year. Some spend more... some less. 
But it all amounts to millions of dollars every year. Are you get- 
ting your share of this business? 


Every home craftsman uses abrasive products such as wheels, stones 
or sanding gen Why not make up a window display of 
Carborundum Brand abrasive products and related tools and 
machines? In this way you'll pair up tool sales with abrasive 
products and increase your sales volume on all items. 


Ask your jobber about Carborundum assortments of wheels and 
combination sharpening stones. 


Attractive, sales-stimulating diss CARBORUNDUM 
plays are free with each assortment. ASSASINS Se 2S O2U 52s 


* 
THE CARBORUNDUM COMPANY, NIAGARA FALLS, N.Y. 


Sales Offices and Warehouses in New York, Chicago. Philadelphia. Detroit. Cleveland, Boston. Pittsburgh, Cincinnati, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company) 
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476 CYCLON. 


HEN you show customers the Cyclone 

“Red Tag” and say “It’s Cyclone” you 
pack a whole sales talk into two short words. 
For customers know that Cyclone means good- 
looking, long-lasting hardware products. 

Through more than fifty years of excellent 
service and extensive advertising of the Cyclone 
name, the preference for Cyclone products has 
been soundly and firmly established. 

Put in a stock of these five top-notch hard- 
ware products and try the quick-selling value of 
the Cyclone name. It has worked for others. It 
can work for you. 








EVERY HOME NEEDS THESE PRODUCTS — GET YOUR SHARE OF SALES WITH CYCLONE 


® 
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U-S°S CYCLONE “ret7a7”° HARDWARE PRODUCTS 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 
Branches in Principal Cities 


ArmnIC ne .e . ps . oT an) Q)\ — Fe rES Crem were ; 
PACIFIC COAST DIVISION: Standard Fence Company, Oakland, California | Usp | UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributtl 
. } 


UN@eevr STATES STEEL 
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or planned farming means more 


fence business for dealers who have a 


reputation for handling good reliable fence. For 
farmers today know that fence doesn’t just pro- 
tect farm crops and livestock—it protects farm 
profits. 

Yet most farmers need better fences. Many 
need them to subdivide fields where control of 
rotated crops and grazing can turn waste into 
profit. Many have broken fences, make-shift 
fences, or old stone or rail fences. That’s why it 
will pay you to talk to them about the impor- 
tance of good fence to farm profits. 

Be sure to tell farmers that you have U-S-S 
American Fence and Posts. You won’t have to 
tell them much about quality. They know that 
these products stand rough use, resist rust and 
last years longer than many other types. Farmers 


' 
is Ad 


Most FARMERS NEED NEW Féyc. 





You can get 
this Business with 


U-S°S AMERICAN 





all over the country have proven this to them- 
selves for many years. 

Display fence where farmers will see that you 
have America’s favorite farm fence. Put it up in 
front of the store where it can be seen. Put a dis- 
play of posts with it, too. Then talk about the 
need of good fence for profitable farming and 


you'll see more fence sales come to your store. 


U-S°-S AMERICAN FENCE and POSTS 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


United States Steel Products Company, New York, Export Distributors 





UNITED STATES STEEL 



























SF STEP UP YOUR PROFITS 


[ LL (AML WITH THE 
sae | EAGLE “IMPROVED SCAN-CAN’’ 


| 
& 1% THE NEWEST COMBINATION OF TWO POPULAR OILERS 
ia 

CLEAR vViEW ASSORTM 
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“Improved Scan-Can” transparent oilers now have All sizes are available with straight, bent, and flexible 
Eagle leakproof double seamed bottoms and Eagle spouts. 

reenforced insert type spouts. Special assortments in Sales Maker Display Cartons 
“Improved Scan-Can” transparent oilers are unaffected for window and counter use. 

by oil, gasoline, kerosene, etc. They are resistant to 

pressure, shock and hard usage; in many cases standing Special Assortments Contain 

up under abuse that would destroy ordinary all-metal 


1/2 dozen 1/3-pint with 3” straight spouts 
1/3 dozen 1/2-pint with 5” straight spouts 
1/6 dozen 1/2-pint with 9” bent spouts 


cans. 


“Improved Sean-Can” transparent oilers save time and 
prevent mistakes because users are able to see the 


amount and kind of oil at a glance. Sell faster than Your jobber has them. Order now to take advantage of 
the old fashioned blind types. early sales of this popular new product. 

EAGLE MANUFACTURING COMPANY 

WELLSBURG WEST VIRGINIA 
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NEW CATALOG 


NOW READY 






Every Russell Jennings 
Rit is Hand-sharpened / 


In the manufacture of Russell Jennings Bits, machines are used 
where machines are best, and the experienced eye and hand 
where only these will give the best results. 

Therefore, all Russell Jennings Bits are hand-sharpened and 
then tested in tough hickory! If a bit is weak or contains a flaw, 
we don't knowingly leave it to your customer to find it out. d . 
Where a bit is wanted merely to "make a hole,” such workman- 

ship is not necessary; but Russell Jennings Bits are made to give AUGER BITS 
long, satisfactory service to the craftsmen who expect clean, 
accurate cutting . .. and they do! Selling them to cabinet and 
pattern makers, joiners and stilled amateurs is not only making 
friends, but playing safe! 


THE RUSSELL JENNINGS MFG. se edad CONN. 
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If not at your jobber’s, 
send us his name. 
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WHO DO YOU 
THINK YOU ARE 
~HOUDINI? 
YOU'LL NEVER 
GET THROUGH- 
THAT'S 16-MESH 


RED EDGE 


SCREEN 


| wad 














LET'S GO NEXT 
DOOR-WE CAN 
ALL GET IN- 
THAT COARSE 
12-MESH 
SCREEN CLOTH 
CAN'T STOP US 








sett RED EDGE in tne FINER MESHES 
..the SCREEN CLOTH that PROTECTS 
your CUSTOMERS and your PROFITS 


For the best interests of both your customers and yourself—sell Red GRANDS 
Edge Screen Cloth in the finer meshes. 16-mesh gives a most effective <a 
protection (the U.S. Dept. of Health requires it where malaria-bearing ‘<!et’>-Plsted with zinc) 
mosquitoes are prevalent). Accurately woven from better wire, and ee 
tigidly inspected, Red Edge has no oversize holes, no hidden weak- °" at oe Bronze 
nesses. Its uniform meshes keep out not only flies but mosquitoes and = 2nd Noxide (entique) 
small insects. That's protection plus for your customers . . . an insur- 
ance against annoyance and expense . . . an assurance of comfort and 


health. Sell Red Edge and protect your repeat business and profits. 


Sold to and Distributed by Recognized Jobbers Only 
WRITE FOR RED EDGE SALES HELPS 
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EXTRA a OWER for hunters 
means EXTRA SALES for you! 


Remington ammunition 


has the WALLOP 


hunters want! 


























REPARE now for a record sale of 

Remington shells and cartridges dur- 
ing the fall hunting season. Latest reports 
indicate a plentiful supply of upland 
game and the duck season has been ex- 
tended to 45 days. Now’s the time to 
put your Remington guns and ammuni- 
tion on display. And watch them sell! 





Remington ammunition is made with 
power to spare, with special loads for 
every kind of game. Remington guns are 
made to measure up to the highest stand- 
ard of performance and accuracy. Back 
of both is the most powerful advertising 
campaign Remington has ever run! 


If you haven’t a full supply of Reming- 
ton guns and ammunition, get in touch 
with your jobber zow. Remember, Rem- 
ington makes the fastest selling line of 
aANS MUSHROOM BULLeEY ? guns and ammunition in the world! Rem- 


_ss . , Ny KLEANBORE Say on ington Arms Co., Inc., Bridgeport, Conn. 


N 


cewle Se 
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Pat. 
New York, N.Y. 


Reme 
“LIBERTY BRONZE”. 


jobber. 


assure you satisfied 
%* Multi-strand Patented Selvage with Brand Name, Trade-mark and Foot Numerals. 


ing points... that 
the flexible health glass 
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features of OPAL and LIBERTY BRONZE. 


these features... 


NEW YORK WIRE CLOTH COMPANY 
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500 Fifth Avenue 
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REMOVABLE HARDENED 
STEEL JAW FACES INTERLOCKING 
<P — REMOVABLE 

PIPE JAWS 












D ROLLED 
STEEL SCREW AND 
4 HANDLE 


POSITIVE une 
SCRE 
STEEL COLLAR 
STEEL SLIDE 


| To help dealers meet the demand for vises in the low 
| priced field our RED ARROW line is sold in conjunction 
| with the COLUMBIAN Garage and Household Vises line. 


STEEL ANVIL 
CuT-OFF TOOL 


J a HITE 


® The fast selling, profit making line of COLUMBIAN 
Garage and Household Vises is a “‘natural’’ for dealers. 


For years COLUMBIAN has held the leadership in the 
manufacture of this type of vise. Today, there are over 
two million Columbian Garage and Household Vises in 
the hands of satisfied users. They are known for quality 
and are distinguished by the ‘‘COLUMBIAN RED” finish. 


Dealers are enthusiastic about the Columbian line. They 
know they are quick turnover profit makers. 


ANVIL 
BACK AND HORN 


POSITIVE TYPE 
SWIVEL 
PK BOLT 


See your dealer. Columbian Vises are sold exclusively 


aoa tenes through wholesalers. If your local jobber cannot supply you, 


write us. 











THE COLUMBIAN VISE & MFG. CO. 


9017 Bessemer Avenue - « « 


CLEVELAND, OHIO 



















































JEWEL 
BENCH STONES 


Jewel Bench Stones are made of either alumi- 
num oxide or silicon carbide, in both single 
and combination stones. Available oil filled at 
the factory and specially wrapped for clean 
handling in your store. Every tool user has a use 
for one of these stones. Most home owners are 


unapproached prospects for Jewel Abrasives! 


Other Jewel molded abrasives include 
Grinding Wheels in tool room sizes up to 
8” x 1”, and Shaped Stones in square, trian- 
gular, round, half round and taper round 
shapes for die and tool work. Both Wheels and 
Stones are made in a complete assortment of 
sizes and grits. Wheels are packed in attractive 
individual cartons, labeled for quick selection. 


FLOOR SANDING SHEETS 


come to you pre-cut to fit every “READY-PACK” 


A sales-making counter display for 12 packs 
each of 20 assorted Jewel Biine sheets. 


floor sanding machine. The tedi- 
ous job of cutting to a pattern is 
all done at the factory—more pre- 
cisely than possible by hand. Men 
who do floor surfacing will be 
quick to realize the time and labor 


saving advantages of Jewel ready- 





to-use sheets. Available in two 


SHELF BOX 


Cover stays on to keep contents clean, yet 
single sheets pull out easily. 9” x 11” sheets of 
both Jewel Flint and Jewel Emery are packed 
this handy way. 


abrasives and all grits. Send for 
new folder that tells the correct 
sheet for every machine; the right 


Ask your jobber or write direct for information on 


grit for every job. Write today! our Complete Line of Coated and Molded Abrasives. 


ABRASIVE PRODUCTS 


JEWELOX © JEWEL EMERY © JEWEL GARNET JEWELITE © JEWEL FLINT @© NEW PROCESS 





HARDWARE AGE 


we 











backed by A Solid Selling Points 


BETHANIZED fence has the through-and-through quality 
that puts any product ’way out in front of competition. 
It backs up your own sales efforts with four mighty con- 
vincing sales-clinchers that break down the toughest 
sales resistance. 

Look them over. Study them. See how they have what 
it takes to turn fence prospects into fence customers. 


1. Crackproof zinc coating —Test the bethanized coat- 
ing. Bend it. Twist it. Crush it flat back on itself. Then examine 
the zinc. You'll find it’s still smooth and free from even feather 
cracks. The electrically built-up bethanized coating is actually a 
part of the wire itself. 


2. Coating that defies the weather —The bethanized 
coating is 99.99-per-cent-pure zinc a!l the way through. This 
means maximum resistance to the weather—real lasting power. 


3. No thin spots anywhere — A heavy coating that’s ab- 
solutely even and uniform everywhere is essential to long fence 
life. If the coating is lopsided, if some spots are poorly protected, 
then rust drives its entering wedge and soon ruins the entire 
fence. Perfect uniformity — possible only in the electrically-applied 
coating —is one of the strongest selling points for bethanized fence. 


4. Tried-and-proved dependability — Bethanized wire 
has been in service for five years. It has been subjected to far 
more drastic conditions than could ever be encountered on the 
farm, and it has come through with flying colors. In bethanized 
fence your customers get the benefit of the latest developments in 
coating wire with zinc plus the extra advantage of tried-and- 
proved dependability. 


All bethanized fence is woven of rust-resisting copper- 
bearing wire—a second line of defense against corrosion 
attack. In spite of the extra values in bethanized fence it 
sells at the same price as ordinary fence. 


BETHLEHEM STEEL COMPANY — 
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THIS ROPE BUYER WANTS TO KNOW— 





Why do you say that 
rope quality means 


SAFETY? 


Explain it this way— and make a sale: 


“SAFETY, in Manila rope, is a matter of strength and durability. A rope must stand all 
kinds of strain in use—the straight pull of heavy loads—the internal friction caused 
by bending through blocks—sometimes alternate wetting and drying—and a certain 
amount of surface wear. Now, two things give good Manila rope its ability to stand 
up under hard use—the quality of materials in it, and the care with which it is made. 


“That's why I say that Plymouth Ship Brand Manila Rope is a safe rope. It's 
made of only the best adapted grades of 100% pure Manila fiber — carefully 
cleaned and prepared — spun and laid into the finished product by skilled 
ropemakers. So you get a rope with long resistance to strain and wear —in 
other words, a rope that gives you greater safety under all working conditions.” 





PLYMOUTH 
CORDAGE 
COMPANY 


NORTH PLYMOUTH, 
MASSACHUSETTS, 
AND WELLAND, CANADA 


Sales Branches: 
New York, Boston, Baltimore, 
Philadelphia, Chicago, Cleve- 
land, Houston, San Francisco 
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HAZARD INSULATED WIRE WORKS 
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A COMPLETE LINE OF DEPENDABLE 
WIRE PRODUCTS |... 


Brothers have devoted 
their efforts to the manufac- 
ture of wire products, exclu- 
sively. Strict standards of 
quality have been rigidly 
maintained from the begin- 
ning by producing their own 
steel and drawing every 
length of wire used in their 
versatile line. 

@ Jobber and dealer ac- 
ceptance of every Wickwire 
Brothers item placed in trade 
during these many years is 
conclusive proof of the high 
regard held for these stand- 
ards. To be acknowledged as 
leaders in the manufacture 
of wire products for over half 
a century is a reputation of 
which Wickwire Brothers are 
both proud and vigilant to 
maintain. 

@ The complete line of wire 
products includes rods, 
standard and miscellaneous 
wire nails, staples, barbed 
wire, wire cloth (screen cloth 
—hardware cloth—special 
industrial wire cloth), poul- 
try nettings, wire clothes 
lines, and wire for many uses 
(market, manufacturers’, 
florists’, stitching, etc.). 

@ You may buy or sell with 
confidence whenever you see 
the famous Cortland fabel. 
It means goods behind which 
the enviable reputation of 
Wickwire Brothers stands 
securely. 


WICKWIRE BROTHERS 


© 0O ewe D- NEW yO RAK :: U.S.A. 
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HELLER NUCUT OFFERS 


Wore He fer the Mon 


USERS KNOW IT—YOUR SALES SHOW IT! 


Fite Users nowadays are finicky about the files they buy. “Good enough 
for the purpose’ just doesn’t go. Today the demand is for a file that stands 
up to the work with never a let-down when the pace gets tough—a file 
that cuts clean, fast, true, better. 
HELLER NUCUT is the file for your customer. Its faster-cutting ability 
and steady on-the-job performance bring him back to you again and again 
with the comment “we like the Nucut Files you sold us. Re-order coming 
through”. In a NUCUT, your customer gets more file 
for his money — you get more business and a reputation 
as a distributor of quality products. 
There is a HELLER NucuT protective sales policy for 
your territory you ought to look into. Write us. We SELL 
shall gladly send you complete details. THE FILE 


HELLER BROTHERS COMPANY, NEWARK, N. J. with the 
Plants at Newark, N. J. and Newcomerstown, Ohio WHITE TANG 


HELLER NUCUT “WAVY TEETH” FILES 


5 PAT NO 2.027.039 
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REA BETWEEN THE LINES 
OF STEEL TRAPS / 





LONG SPRING UNDER SPRING 


BLAKE & LAMB 














Right now, hundreds of thousands of trappers are getting ready to 





harvest the nation’s crop of raw fur. These active customers will visit 




















hardware retailers to compare values in quality and price, with those O: 

offered by the mail order houses. And at stores where BLAKE & LAMB J 

are on display—such comparison will prove to the definite advantage of 

the local hardware dealer. Cash in right now on this competitive edge! One 
he’s 
J& 





Ask your jobber for Blake & Lamb the Steel Trap of the hardware trade and 


that 





it ey 


THE HAWKINS COMPANY s 


AMERICA’S OLDEST TRAP MANUFACTURERS Prox 
SOUTH BRITAIN, CONNECTICUT info 
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| FRANK —I'M BACK FOR MORE 
OF THAT J&L FENCE 
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One sale leads to another when you feature 


J&L WIRE PRODUCTS 


Once a customer has used J & L Barbed Wire and Woven Fencing 


he’s pretty sure to be back for a repeat purchase. He knows that 
J&L Barbed Wire on the Safety Grip Spool is easier to handle 
and easy to “stretch”. And he has proved to his own satisfaction 
that the quality steel wire used in J&L Mastercraft Fence gives 
it extra strength, durability and long life. 

So make satisfied customers now. Stock and sell J & L Wire 
Products. Write your J & L distributor, today, for complete 


information on J & L Wire Products. 


JONES & LAUGHLIN STEEL CORPORATION 


AMERICAN IRON AND STEEL WORKS 
PITTSBURGH. PENNSYLVANIA 


E MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 
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| PHOENIX SASH CORD — A firmly 


Fwe Outstanding 
~ CLOTHES 
LINE 


VALUES , 


S| 
ee 8 if 
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WH ALE CLOTHES LINE — Made of 


twisted yarn—not loose roving 


braided, smoothly finished 


sash cord. Made originally for hanging win- 


dows, it is also a most durable, strong, and 
satisfactory clothes line. Will stand the strain 
of a heavy wash in a strong wind, is not affected 
by weather like common lines and is long- 
wearing over pulleys. Made of good yarn 


— Whale will outwear cheaper cords. Whale is 
all-cotton yarn and contains no “loaded center” 
or other adulteration frequently found in cheap 


clothes line. You can honestly recommend 


throughout, stretched and glazed. Phoenix 
Sash Cord is the most profitable line you can 
sell—the most economical for customers to buy. 


Whale as a good strong clothes line at a low 


price that assures you rapid turnover. 


SEND FOR FREE BOOKLET — To assist dealers in increasing profits in clothes lines, we 
have prepared an illustrated booklet, “How to Sell Clothes Line.” This interesting sales aid 
describes manufacturing processes and answers questions customers expect your salesmen to 
know. Write for a copy. 


OTHER CLOTHES LINES — In addition to Phoenix and Whale we make a variety of other 
clothes lines to meet every requirement for price and quality. In reasonable quantities, we can 
furnish any kind of solid braided, hollow braided or twisted lines. 
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RED BRAND STORY No. 


Sure is good steel in this RED BRAND 
fence, Tom . . . specially made in Key- 
stone's own mills. 


Umm. What's special about it? 





You bet! And here's a sample of the 
wire. Bend it. See—it's springy and 
tough, and yet it's easy to splice. 


Say—that IS good wire. Maybe I'll 
try some of your RED BRAND fence! 





- - and Story Number 
Three will appear 
next month 












Well—its got 20 to 30 points of copper 
in it—lasts twice as long as steel without 
copper. 


Is that so? 





It has what it takes 
to make Fence Sales 


Your customers are out after value. They want to 
know WHY the fence you sell is any better than some- 
body else’s . . . and just what it’ll do for them. 


When you sell RED BRAND, you have all the 
answers. This fence IS different from others in many 
very definite ways: The special Keystone copper- 
bearing steel—the patented ‘“Galvannealed”’ zinc 
coating—the compact, tight Keystone way of weav- 
ing—the full generous weight, height and accurate 
spacing. . 


And on top of it all—you have the exclusive red painted 
top-wire marking, which is immediately recognized 
and respected everywhere. RED BRAND gives you 
a big advantage in getting fence business. Why not 
take it on? Write for particulars. 


KEYSTONE STEEL & WIRE CO. 
DEPT. P PEORIA, ILLINOIS 


Rey esx AWD 6 Fence 
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Winter is the time when farmers 


and householders take care of the 
1001 odd repair jobs that have 
piled up during the summer. 





Winter is the time when home 


craftsmen again take up their 
tools after vacation distractions. 







"GREENFIELD" 
TWIST DRILL 
SETS 










Winter is the time machinists 
and mechanics are busy. 


Winter is the time when busi- 


ness is most active with many 
metal working plants. 





** ** OK 


Winter is the time to sell Small Tools. 


Display your stock of these popular 
“Greenfield” Small Tools, so that you 
will benefit from the steady demand for , “LITTLE GIANT" 

this quality line. SCREW EXTRACTORS 


Setanta AS 
G R E E A] F | e L D TA e & REPAIRMAN'S TAPER REAMERS 


DIE CORPORATION 


GREENFIELD, MASS. 











BURRING 


- REAMERS i 
Detroit Plant: 2102 West Fort St. nal 
Warehouses in New York, Chicago, Los Angeles and San Francisco ¢ 
in Canada: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ont. PIPE STOCK / 
AND DIE SETS 
The 
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SIHEAT TREATE 


a FOR MAXIMUM PROTECTION AGAINST 
CHIPPING AND SPALLING 
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CIENTIFIC practices and specialized machinery the maximum protection against chipping or spalling 
are used in the manufacture of Warren Tools. . . . the real test of tools. In selling them you gain 
? They are made of controlled steel, forged to a precision, customer confidence and its accompanied profits. 

and heat-treated by craftsmen in the industry. Through Write for your catalog and prices now, and fill in 
these specialized manufacturing methods, you have your stock with Warren Tools. 


WARREN TOOL CORPORATION 


WARREN e OHIO 
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Your customers will be quick to understand that the cutting principle of the 
“ENTERPRISE” Knife-and-Plate Chopper makes a whale of a difference in 
food flavor. It cuts meat and food with a true SLICE-CUT instead of tearing 
and squeezing, the way an ordinary food chopper does. Natural juices are 
retained and inexpensive, economical dishes can be prepared and still keep 
their natural, tasty flavor. 


Explain the difference to your customers. You will serve them better and 
make more profit. 


HERE'S WHY “ENTERPRISE” PAYS YOU DOUBLE 


Tell your customer this is 
the feature of “ENTER- Your profit on one “ENTERPRISE” sale is worth over twice as much as your 


PRISE” Choppers that profit on an ordinary food chopper ... and you make still more profit from 
makes food taste better. further sales to the same customers of the popular “ENTERPRISE” attach- 


Show how the forged steel ments and accessories. 


knife revolves against tem- 
reni'sccl pacand ce: fi CASH IN ON CHOPPER SALES 
sharp, clean, SLICE-CUT. The new, compact “ENTERPRISE” Stock Cabinet and Display is the 
MODERN way to sell choppers. It makes it easy for you to show how the 
Enterprise Knife-and-Plate Chopper cuts better . . . produces better 
tasting chopped meat and foods. Two choppers are 
= displayed where they can be operated by interested 
customers. Display of parts and accessories makes 
sales by reminding cust rs of ds. Sliding drawer 
in back provides compact, accessible stock arrange- 
ment for smaller parts. Ask your jobber or send 
coupon below for full details! 








The Enterprise Manufacturing Co., of Penna. 
3rd & Dauphin Sts., Phila., U.S.A. 


J 


HOME -CHOPPED FOODS ARE FRESHER-TASTE BETTER 


1x 


“ENTERPRISE” MANUFACTURING Co. of Penna. 
3rd & Dauphin Sts., Phila., U.S.A. 
Gentlemen: Please send me full details on the new dis- 
| play and dealer plan. 





wares 
COMPLETE STOCK 1 Name 
GENUINE “ENTERPRISE” PARTS | Address 


“ENTERPRI aah | city State 
MEAT AND FOOD CHOPPERS 
: - pn | Our Jobber is 
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Published Every 
Other Thursday 


Editorial and 
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UNIVERSAL Fall Merchandising Plan 


New Values—New Designs—New Display Stands 


iB) 


> UNIVERSAL. 


APPLIANCES 











Twelve Fast Selling Items—each a big value 
at today's prices. Attractive new display 
stand no charge with order for 12 pieces 


Group of Best Sellers shown above 


Bell Signal Toaster 
Automatic Wrinkle-Proof Iron 
Modern Pattern Percolator 
Grecian Pattern Toaster 
Electrovac Coffee Maker 
Empire Waffle Maker 

Heat Indicator Iron 
Sandwich Toaster and Grill 
Pilgrim Pattern Percolator 
Walnut Hill Toaster 
Automatic Wrinkle-Proof Iron 
Walnut Hill Waffle Maker 


E7122 $9.95 
E7866 8.95 
E7626 8.95 
E79312 2.95 
E516 5.95 
E7104 4.95 
E739 3.95 
E8970 7.50 
E7236 5.95 
W8312 3.25 
E786 5.95 
W804 5.50 





Retail Value—$73.80 
Dealer's Cost— 47.25 





Dealer's Profit—$26.55 


ORDER THROUGH YOUR JOBBER 


MANUFACTURED BY LA NDERS, 


FRARY & ona: we 4 NEW BRITAIN, CONN 
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Informal Editorial Comments 





ATLANTIC CITY:- 


Another large joint convention 
of hardware wholesalers and 
manufacturers has come and gone. 
New friends have been made and 
old acquaintances renewed. As 
always, a few veterans are missing 
from the ranks, some of whom 
have passed on. To take their 
places are new faces, some of them 
very young with their active busi- 
ness lives before them. Two presi- 
dents retire and new officers take 
their places in the associations’ 
official executive families. 

Traditional at all conventions, 
there is ample delightful reminis- 
cence—echoes from past gather- 
ings and with them a few smiles 
and some tears. The crowd starts 
to gather a day or two prior to 
the convention’s formal opening. 
The comradeship of reunion 
among old friends moves forward 
at a terrific pace. Folks who have 
not met in a full year seem insep- 
erable in their mutual interests, 
both business and social. Each 
hour brings many more people 
to greet. One wonders how any- 
one can possibly know so many 
persons, remember their names, 
faces and affiliations. And then 
the badges are worn and _ that 
helps out in many an embarras- 
sing situation where Bill has for- 
gotten Jim’s last name and wishes 
to introduce him to others he 
should know. 


THIS ISSUE :— 


In this issue, the Atlantic City 
convention is brought to the entire 
industry—hardly a week after the 
gavels brought the meetings to a 
close. Taxing our every facility 
for publishing, this convention 
story is reasonably complete, lack- 
ing only the salt water tang of 
the bracing ocean air, and is de- 
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livered to our readers as promptly 
as is possible, but unavoidably 
this issue is a few days later than 
our normal schedule. 


FLEXIBILITY: — 


Someone once said: “The only 
permanent thing in life is change.” 
This would make a good general 
text for the theme of the Atlantic 
City convention. Practically all 
speakers stressed the great need 
of adapting business procedure to 
the changes in our social-economic 
trends plus the ever-growing need 
of learning to carry on profitably 
in the face of increasing govern- 








SOUTHERN CONVENTION 
UNDECIDED 


The time and place for 1939 joint 
convention of the Southern Hard- 
ware Jobbers’ and the American 
Hardware Manufacturers’ Associa- 
tions remains undecided, with the 
Southern association favoring the 
proposed boat cruise convention to 
Nassau and Havana. There is some 
talk of New Orleans and possibly of 
some point in Florida. A mail ref- 
erendum vote will be taken among 
members of both bodies, although 
the question is usually decided by 
the joint executives committees at 
the October convention. 











by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


mental regulation and tax bur- 
dens. Never before, in a major 
hardware convention, have so 
many manufacturers and whole- 
salers reported such wide-spread 
labor union difficulties. The hard- 
ware industry (both the produc- 
tion and distribution phases) has 
not previously been subjected to 
unionization programs on any- 
thing like the current basis. It is 
a new experience and to date not 
a particularly pleasant develop- 
ment. The general view expressed, 
on the platform and in informal 
lobby discussions, is that further 
unionization is inevitable and that 
hardware executives must learn to 
operate under organized labor 
contracts. This development will 
have a very direct bearing on both 
costs and efficiency in producing 
and distributing hardware lines 
competitively. Ability to adjust 
ourselves to these changing condi- 
tions will determine our future 
progress as an industry. 


PROGRAM :- 


The wholesalers had a very dif- 
ferent type of program. For three 
sessions members answered pre- 
viously assigned questions relating 
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O in and win . . . you can open the quality Door Closer 
Market with this new revolutionary Lockwood model. 
It has everything to click with your A-1 trade . . . less resist- 
ance to opening . . . extra power . . . longer life . . . depend- 
able closing at any speed . . . easy and permanent adjustment 
. Smart appearance. The Lockwood Ball Bearing Super 
Closer is a rack and pinion type closer with the ruggedness 
of a steam shovel . . . the smooth precision of a watch. It is 
the only surface type ball bearing closer made. The new Lock- 
wood splash chamber ends leakage for good . . . prevents 
trouble. In every way it is a quality item. 
This new Lockwood Ball Bearing Super Closer has the three 
things door closer buyers want. Lets doors open easier . . . 
closes them with greater dependability . . . costs less for 
up-keep. 


Don’t compete with this new, better closer. Sell it! 
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to various wholesaling problems. 


These included a wide variety 


of pertinent topics: management, 
warehouse operations, the five-day 
week, salesmen’s compensation. 
inventory systems, deliveries and 
invoicing and services that whole- 
salers should render retailers. The 
very nature of the precise ques- 
tions, in place of broad subject 
assignments, encouraged reason- 
able brevity in their discussion 
with speakers sticking fairly well 
to their subject. This procedure 
has great merit and many whole- 
salers have freely expressed the 
desire that this type of program 
be continued in the future gather- 


ings of the N.W.H.A. 


FIVE-DAY WEEK :-— 

After each assigned speaker 
completed his offering, the mem- 
bers were invited to offer further 
comments from the floor. The 
“Five-Day Week” received the 
most discussion and seemed to be 
a paramount worry facing hard- 
ware wholesalers. It was felt that 
the new wages-hours laws will 
force a five-day week, which very 
obviously is not a popular devel- 
opment with wholesalers. They 
feel, in the expressed majority. 
that theirs being a business of 
“service of supply” on essential 
goods the working hours might 
better be dictated by the needs of 
their dealer and industrial custom- 
ers instead of by labor-sponsored 
legislation. Several, now oper- 
ating on a five-day week since 
NRA days, told that once the five 
day plan is adopted the dealer- 
customers get accustomed to it 
and that among industrials the 
five-day week has long been in 
force. At that, all but St. Louis 
jobbers reporting on this experi- 
ence told of some compromise 
with the five-day plan-——having 
certain departments open Satur- 
day but closed Monday forenoon 
or of staggering groups of em- 
ployees to provide semi-operations 
on Saturday. The St. Louis 
wholesalers, in all fields, are on 
a five-day week basis and those 
present from that city seemed 
satisfied with the arrangement. 
As suggested by one commentator 
the plan is fine if all competing 
forces are on the same schedule 
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but otherwise “open Saturday” 


becomes a competitive advantage. 


FORTY HOURS:-— 

With a forty-hour schedule 
mandatory in 1940, the straight 
five-day week is undoubtedly the 
best solution, for it is systematic 
and easily understood. Staggered 
hours and other forms of com- 
promise confuse operations and 
the customers. The greatest dif- 
ficulty is that goods shipped Fri- 
days cannot be invoiced until 
Monday, and that will annoy the 
customers and slow up whole- 
saling operations. But if all must 
follow the rule, business will be- 
come accustomed to the arrange- 
ment and adustments will follow. 


SATURDAYS :— 


An interesting slant) on this 
problem was offered by E.R. 
Masback, Masback Hardware Co.. 
Inc.. New York City, who com- 
mented as follows: 

“LT always felt, and | think many 
of the gentlemen in the room will 
agree with me, that on Saturdays. 
(certainly we found it in New 
York) there was always a festive 
spirit. Our young ladies would 
come in dressed to kill. so to 
speak, and try to parade their new 
clothes to the other members of 
the organization, and there never 
was a great deal of work done. 
It was more of a fashion parade in 


For Christmas Sales 








the office, particularly, than there 
was work done, and we have over- 
come that. Seemingly. we are 
getting five full days of work a 
week, and we have lost that festive 
spirit. There seems to be a better 
business spirit throughout — the 
organization.” 


MANUFACTURERS: -— 


The manufacturers had some 
very distinguished speakers whose 
messages were accepted with great 
interest. Their talks in the main 
dealt with the broad economic 
and social problems that beset the 
entire world and all spoke with 
marked authority and understand- 
ing of these problems. Although 
most of the sessions, both of the 
manufacturers and the wholesalers. 
did not start on scheduled time, 
it should go on the record that the 
audiences were attentive and that 
the majority waited through all 
meetings because of their interest 
in the subjects covered and the 
skill of the competent speakers. 


MERRY CHRISTMAS :— 


It does seem a little early to be 
wishing anyone a “Merry Christ- 
mas,” but it is none too early to 
complete your selling and adver- 
lising plans for the Christmas gift 
season. The first advertising gun. 
hacked up with appropriate holi- 
day displays, should be fired the 
Friday after Thanksgiving Day. 
which is November 25, 1938. The 
dealers who plan early and make 
an early start in their displays 
and selling programs will enjoy 
early and profitable volume on 
gift items. Many of the most suit- 
able gift goods are normal stock 
items, needing only the embellish- 
ment of colored crepe paper, some 
holiday wrapping and Christmas 
season atmosphere. The more 
holiday trade you enjoy the mer- 
rier your Christmas. With that 
thought in mind, the next issue of 
Harpwake ACE will feature a wide 
range of practical ideas for at- 
tracting more holiday traffic and 
sales to retail hardware stores. 
Most of these ideas made money 
for some other dealer during the 
1937 holiday season and can be 
used or at least adapted in every 
other hardware store. 
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By ADON H. BROWNELL 


Chapter 36—Advanced Course 


Surface Door Closers 


HILE it is true that there 
W\ are about 20 more chap- 

ters in the Advanced 
Course, it may interest you to 
know that the chapter we are now 
about to study was written after 
all the other chapters had been 
completed. 

There is a special reason for 
this. I have just returned from 
spending my summer vacation by 
calling on a number of the lead- 
ing hardware manufacturers, get- 
ting all the information I possibls 
could on this particular subject. It 
is a most important one in our 
industry. 

Door closers represent a very 
sizeable amount of the money used 
in all types of public buildings. 
Specifying the proper size and 
type of closer is therefore ex- 
tremely important. 





Fig. 1—Cut open model 
crankshaft type closer 


First let me give you a bit of 
the history of door closers, as a 
background for our study. 

The idea was originated by a 
mechanic who was employed as 
carpenter-foreman on the famous 
Trinity Church of Boston at the 
time of its erection 60 years ago. 
This mechanic’s name was L. C. 
Norton. 

The rector of Trinity Church, 
who later became the famous 
Bishop Brooks, was much annoyed 
at the continuous slamming of the 
vestibule doors during the services. 
He took Mr. Norton to task about 
it. Mr. Norton, in a huff, threw his 
tool kit in a closet and slammed 
the door. Quite to his surprise, 
there was no “bang” of the door, 
and, in fact, it did not really 
close completely. 

He immediately began to reason 





out why the door did not bang, 
keeping in mind his problem with 
the vestibule doors. He decided 
that the compression of air in the 
closet prevented the “bang” and 
reasoned that, if he could bottle 
up some air and harness it to the 
door, he could control its move- 
ment and prevent its banging. He 
began to work out this idea in his 
own basement and, with his heat- 
ing furnace for a forge, evolved 
the first successful door closer—an 
air closer. 

In 1893 a Mr. Blount brought 
out the first liquid closer. This 
principle involved the use of liquid 
instead of air as the cushion or 
checking feature to stop the bang. 
So to Mr. Norton and Mr. Blount 
goes the credit for the early prin- 
ciples of surface door control. 

The Blount closer, named after 
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Fig. 2—Cut open model full rack and pinion type closer 
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Fig. 3—Cut open model semi- 
rack and pinion type closer 


the inventor, used the crank shaft 
piston principle which is still suc- 
cessfully used by some leading 
manufacturers today. 

Essentially, a closer consists of 
a powerful coil spring in an upper 
(vertical) cylinder, connected with 
a piston which moves back and 
forth in a lower (horizontal) 
cylinder filled with liquid. Open- 
ing the door “winds up” the spring 
and the energy thus built up oper- 
ates to close the door when the lat- 
ter is released by the person pass- 
ing through. In order that the 
door shall close smoothly, without 
slamming, the force of the spring 
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FUSIBLE 


is offset somewhat, and controlled, 
by the checking action, which is 
provided by the regulated passage 
of the liquid from one side of the 
piston to another through small 
apertures or “ports.” 

The crank shaft principle has 
its piston operated by a crank 
which transmits the spring power 
to the checking device in much 
the same way as the pistons in an 
automobile are moved. See Fig. 1. 








by means of dual valves, much bet- 
ter door control is possible in the 
crank shaft type closer. 

In the earlier closers all springs 
were, in general, of the flat ribbon 
type of spring, tightly wound up 
and banded around the outer cir- 
cumference. With this type of 
spring the checks were handed. 
In later years a spring was de- 
veloped which is rolled out from 
round rod stock that makes it a 











Fig. 4—Holder arm 
closer friction 
arm type 


This principle did not permit 
full checking action for the entire 
swing of the door. In the earlier 
closers the door was controlled 
about 45 degrees, since that time, 
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Fig. 5—Fusible link 
holder arm closer 
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very flexible spring, universal in 
its action. This type of closer has 
become quite popular because it 
reduces the necessary stock to be 
carried, and, particularly for over 
the counter sales, eliminates the 
necessity of knowing the hand of 
the door when selling the closer. 

Particularly on schools, there 
came a demand for a closer that 
would control the door all the way 
and from the demand developed 
the closer known as full rack and 
pinion type now made by many 
leading manufacturers. 

This principle employs a single, 
double-headed piston with its cen- 
ter section geared directly to the 
spring shaft. See Fig. 2. In this 
type action the piston travels in 

(Continued on page 128) 
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TURN TO PAGE 60 FOR THE 
COMPARATIVE CHART OF 
LIQUID DOOR CLOSERS. 
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LIQUID DOOR CLOSERS 
*=Crank Shaft Type 
Rack and Pinion Type 


Sizes A 
2 
“. & 
cc D 
“cc E 
“ec F 


CLOSERS AS ABOVE--HOLDER ARM 
e=Friction Type 
== Plunger Type 


CLOSERS AS ABOVE--FUSIBLE LINK 
= Underwriters Approved 


$= Not Approved 
Sizes B 


“ ¢ 
“ Dp 
“ & 
“ F 


HOSPITAL ARM CLOSERS 3 point 
Sizes B 


“e : 
ai D 


COUPON BOOTH CLOSERS 
Sizes A 


sé B 
é Cc 


TELEPHONE BOOTH CLOSERS 
Sizes A 


oe B 
“ee Cc 


BRACKETS FOR DOOR CLOSERS 
Soffit Type 
Corner Type 
Flush Type 


P & F. Corbin 


Mfg. Co. 


oar WN Fe 


te tt te H+ $+ 


1018 
102 = 
103 = 
104 8 
105 = 
106 = 


523 

524 
Note—Can furnish 
§ type to order 


2 point—-3 point 
423,723 
424-724 


101%, 
1023, 


25 
26 
27 


2 ¢ 
6 8 8 £8e as 
oOo zs - a2 a 
Qa © 2 Soe 
os =< F-| ~ 2 
ee 36885 $8 
A Pa WORSE ZO 
an * At 
$2 * Bi Bi 
33 * G2 cz 
-_* Di Dt 
35 * Et Ef 
F ft 
AHA e 
HB32 e BX Holder Arm | BHA e 
HB33e CX " si CHA e 
HB34e DX ‘* “ DHA e 
HB36e EX we - EHA e 
FHA e 
HB32FL § 
HB33FL § CFL Style 
DFL | 5° and 
Note—-Sizes B and C only EFL | style 
FFL 3§ 
HR32 
HR33 C—Hospital 
D— Hospital 
B—Coupon 
C—Coupon 
B-—-Telephone 
Soffit Soffit Soffit 
Corner Corner Corner 
Flush Flush Flush 


On all brackets be sure and specify size closer to be used with these numbers. 
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Copyrighted 1938 by Hardware Age, 239 West 39th 
St.. New York City. Published in the October 20, 1938, 


issue of Hardware Age as part of the editorial series 





“Taking the Mystery Out of Builders’ Hardware” 
. B 
L-C-N § S 3 £ ° ® 
° I 2 < io oO c 
° ES zm &§ = a 8 z 
av 1 o =] pa = = _ 
3 } o - s = 3 eB. a a .. 2 a 
p oP rs '@) o x= 5 77) = ° S ° 5 x vn 
5 3B = ey rae © BO ze 
£3 Zr Sep S ¢£ ee B ep 5 © wm 5 
3% 35 se 8 5G ge gS é chin ae 
Zw oc ae O00 Oe xe >a >a 
A-110 f he 643-1A * 1 A* 41-A { 21 7 24 * 
B-110 { 2* 643-2B * 2 A _ 42-B { 22 Ta. * 3 * 
C-110 3 * 643-3C * 3 B ig 43-C { 23 73 * 13,* 
D-110 t .* 643-4D * 4 c D* 44-D{ 24 74 * 14 * 
E-110 { 5 643-5E * 5 D E* 45-E t 25 75 * 15 * 
F-110 tf 6 * 643-6F * 6 E F* 46-F t 7 * 16 * 
Leaf Spring and 
Roller Type 
A-115 e 5le 643-1A-HA e A-1e 41-AH e 1710-1171 @ ilii-e-iilis 
B-115 © 52 643-2B-HA e 2HA A-HA B-1e 42-BH e 172 e-1172@ 112 ¢-11128 
C-115 e 53 @ 643-3C-HA e 3HA B-HA C-1e 43-CH e 173 e-1173 = 113 e¢-11138 
D-115 e 540 643-4D-HA e 4HA C-HA D-1e 44-DH e 1740-1174 1140-11148 
E-116 e 550 643-5E-HA e 5HA D-HA E-1e 45-EH e 175 e-1175;— 116 e-1115j= 
F-115 e 56 e 643-6F-HA e 6HA E-HA F-1e 46-FH e 
C-114 - 53FL*§ 3FLHA § B-FLHA § C-1F 44CL 173F 1173F § 
D-114 54FL § 4FLHA § C-FLHA § D-1F 45CL 174F 1174F § 
E-114 55FL § 5FLHA § D-FLHA § E-1F © 46CL 175F 1175F § 
Also 6 size Also E size 
42Dg 2 point 3 point 
D-113 053 43Dg H113 H1113 
3 point 054 HC 44Dg H1ii4 H1114 
HD 
1B 11 41AM 
B-112 2B 12 42AM CB172 
43AM 
B-111 
42BT TB72 
10 84 Soffit 13 3 127 61—61 201 201 
11 083 Corner 10 1 or 2 128 52—52 261 261 
12 85 Flush 14 4 129 5353 241 241 


EDITOR'S NOTE:—While every care has been taken we assume no responsibility for correctness of these comparisons furnished by 


the manufacturers. The comparative data has been furnished, in each case, by the individual manufacturer, and as published here 
has been approved by them. 
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(Photo by New London Day) 


Here’s what happened to the Eaton & Wilson Co., New London, Conn., when 
the storm hit that city. Business is now being carried on across the street. 


How the Hardware Trade Was Affected by the Recent 


HURRICANE AND\ - 


Described by members of the hardware 


industry who were eye witnesses to 


events which occurred last September 


HENEVER floods and 

\ \ storms devastate parts of 
the United States, the 
hardware industry responds quick- 
ly and nobly to the needs of the 
damaged areas. The recent hurri- 
cane and floods which hit New 
England, parts of Long Island 
and other parts of New York 
State, brought with them much 
damage to hardware manufac- 
turers, wholesalers and _ retailers 
and created a tremendous number 
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of rush orders for emergency 
equipment—shovels, axes, saws, 
lamps, lanterns, rope, electric 
flashlights and batteries and 
numerous other items. Hardware 
firms shipped merchandise by 
truck to areas where the railroad 
lines were out of commission. 
Many concerns which were not 
themselves flooded were without 
light and power for days, neces- 
sitating the use of kerosene, gaso- 
line and electric lanterns and 


lamps and much hand labor for 
the moving of merchandise 
through warehouses and _ plants. 
Some firms had ample stocks, free 
of damage but were unable to get 
the needed equipment moving be- 
cause of lack of power, inacces- 
sible roads and other handicaps. 

HarpwareE ACE has been able 
to obtain first-hand accounts, by 
letter from a number of hardware- 
men in New England and parts of 
New York State. Despite the hor- 
rors of the flood and the havoc 
wrought by fires in some sections 
all of these letters show optimism 
and a real fighting spirit as well 
as thankfulness that the damage 
was not greater. 
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Particularly interesting were 
the experiences of H. T. Potter, 


‘New York manager for Ames 


Baldwin Wyoming Co., Parkers- 
burg, W. Va., on whose shoulders 
much work was placed in keeping 
ABW lines moving to devastated 
areas. In the days and nights fol- 
lowing the hurricane and its re- 
sultant floods, Mr. Potter was con- 
stantly in touch with his com- 
pany’s plants in Parkersburg and 
North Easton, Mass. “The clean- 
up after the devastation caused 
by the hurricane on the eastern 
seaboard made tremendous calls 
on the hardware industry,” said 
Mr. Potter. “‘As usual, our indus- 
try responded magnificently. All 
phases of the hardware industry— 
dealers, wholesalers and manufac- 
turers, were called upon to tax 
their ingenuity to the utmost to 
furnish the tools that were so 
hadly needed. 

“One serious handicap that had 
to be overcome was that quite a 





number of the hardware manufac- 
turers were themselves in the 
devastated areas. Ingenious meth- 
ods had to be devised to get the 
material and then to ship it to the 
points where it was needed. For 
instance, the Ames_ Baldwin 
Wyoming Co. had, as usual, a 
large stock of shovels at its North 
Easton plant but North Easton 
was without power and for a good 
many days without means of mov- 
ing merchandise out. Therefore, 
it was up to the New York office 
to arrange for shipments from the 
Parkersburg plant and also to pro- 
vide ways and means of getting the 
material to the damaged areas. 
We had contracts which we had 
to fill, despite the flood, and as 
the New York office usually draws 
stock from North Easton, we had 
to change our routine and draw 
on stocks in Parkersburg. We 
cleared 100 emergency orders, 


Torrent rushing through Keene, N. H., on Sept. 21, 1938. The illustration 
above and to the right shows a tree which fell on the main highway 


of Keene crushing three cars in its fall. 


Both of these pictures 


were furnished by Seymour N. Sears, vice-president of The Tucker Co. 
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through New York, in about four 
days. As orders depleted stocks 
in Parkersburg, we started up 
production on those lines and by 
the next day our stocks were being 
replenished. The flood gave me 
the first chance to test the speed 
with which Parkersburg could get 
orders through. 

“Folks called me up at home at 
night and on Saturday and Sun- 
day, so that I had to make fre- 
quent calls to our Parkersburg 
plant to arrange for routing the 
orders to the devastated areas. With 
most of the shipments ordered 
through New York for ship- 
ment from Parkersburg, marked 
‘emergency, everyone gave fine 
cooperation.” 

Mr. Potter was playing bridge, 
in his home, Saturday evening, 
Sept. 24, and had just bid a small 
slam in spades when he got a call 
for an emergency shipment to be 





sent to Massachusetts. “I left the 
table and put through a call to 
Parkersburg at 11:30 and was 
back at the table by 12:05,” he 
said. Despite the complications 
of making arrangements for ship- 
ping the merchandise, I made my 
bid. By 2:15 Sunday morning 
that order was on its way to 
Massachusetts and arrived at its 
destination Monday 
after having used four different 


afternoon, 


motor freight lines and express 
services. 

“When I ‘phoned the North 
Easton plant Sunday morning, 
they told me they were using can- 
dles, kerosene lamps and flash- 
lights for illumination. They 


63 











could not run the plant at the 
time, and although there was a 
zood stock on hand, it was not 
possible to move it out of the plant 
for several days. Later that morn- 
ing I went to my country club to 
play golf, leaving instructions to 
have telephone calls relayed to 
the club house. There was one call 
at the club house just before I 
went out on the course and when 
| returned there were two more 
waiting for me. The service ren- 
dered by the telephone company 
impressed me with the fact that 
we have wonderful means of com- 
munication. One night I got our 
chief clerk at Parkersburg out of 
hed to take care of an order. He 
was at one of the local hotels and 
was one of the best telephone lis- 
teners I ever talked to, because he 
listened to what you had to say 
without interrupting. 

“The New York office continued 
handling rush orders until Sept. 
28. In North Easton we had five 
people on the “phones two regu- 
lar operators and three salesmen. 
The first day after the storm, we 
could not get North Easton as the 
line went out of order at 9:30 in 
the morning. Twice that day | 
had a friend of mine in Boston 
relay messages through to North 
Easton. At times it was impos- 
sible to get a call through to North 
Easton for several hours, so the 
telephone company cooperated 
with me by letting me know just 
when wires would be available. 
The telephone company had _ in- 
structions to relay calls to my 
home, when the office was closed 
at night. When I was unable to 
get the plant in North Easton, the 
telephone company chased up em- 
ployees of the plant at their homes.” 

Charles E. Dudley, president 
and treasurer, Dudley Hardware 
Co., 124 Dorrance St., Providence. 
R. 1., reports the flood came right 
into the store, three feet above the 
sidewalk. Says Mr. Dudley, “At 
about 5 o'clock Wednesday after- 
noon, the water came flowing up 
Dorrance St. and as soon as it 
reached our level, we all escaped 
to the second floor. We stayed 
there until we could get to dry 
land which was about 10 o’clock 
when the waters had receded with 
the tide. Our stock was in a pretty 


o4 


bad mess as the water was four 
feet deep on the first floor. And 
salt water and hardware do not 
mix very well. We are all busy 
cleaning up, and we are also get- 
ting in new merchandise ready 
for regular business. The morn- 
ing after the flood we had a very 
heavy demand for emergency 
tools, such as saws, axes, picks. 
shovels, wrecking bars, etc., on 
which we cleaned out practically 
our entire stock within the first 
or second day.” 


Walter A. Allen, sales manager, 
The Wm. Schollhorn Co., New 
Haven, Conn., writes, “Our plant 
was undamaged and because we 
generate our own electricity. we 
did not have to close down at any 
time. Of course, many of our em- 
ployees and executives suffered 
losses, but nothing very severe. 
Most of us were without electricity 
and telephones in our homes for a 
week or so. As far as our com- 
pany was concerned, the only 

(Continued on page 110) 


R.F.C. Loans Are Available for 
Hurricane and Flood Victims 


fie Reconstruction Finance Corpo- 
ration, through its affiliate the 
Disaster Loan Corporation, announced 
on Sept. 27 that its lending facilities 
would be opened to flood and hurricane 
victims in the New England and Long 
Island areas under authority granted 
by the revised RFC law approved last 
session by Congress. Under this author- 
ization, hardware and other merchants 
can apply to regional offices of the 
Corporation for rehabilitation loans 
provided they have no other means of 
obtaining financial aid. 

By Oct. 8, the Corporation was ready 
to approve the first 15 loans in the 
New England-Long Island area and 
had established nine regional offices to 
serve the afflicted sections. These are 
located in Boston, Springfield, Gardner 
and New Bedford, Mass.; New Lon- 
don and Hartford, Conn.; Provi- 
dence, R. I.; Montauk and Quogue. 
Long Island, N. Y. Officials of the RFC 
expect a rather large volume of appli- 
cations from merchants. 

Such applications are put in the cate- 
gory of commercial loans and cover 
building repairs, replenishing stocks, 
replacing fixtures and similar opera- 
tions. Application blanks, which are 
obtainable at all regional contact points, 
ask for the extent of damage, the use 
to be made of a loan, collateral of- 
fered, three credit references, whether 
applicant can obtain endorser, nature 
of business and other questions. The 
Corporation can exercise rather wide 
latitude in approving loans since there 
are no hard and fast rules as to the 
terms of the loan or the security to be 
required. The law says the Corporation 
is empowered to make “such loans as 
may be determined to be necessary or 
appropriate because of floods or other 
catastrophes” and this is interpreted 
by RFC officials to mean that loans are 
to be made in accordance with the abil- 
ity of the borrower to repay, and to be 
secured where the applicant is able to 
give security. 

Even where the applicant is not able 


to provide security, the application is 
viven favorable consideration if the ap- 
plicant has a good reputation for pay- 
ing debts and if the loan asked for and 
the purpose of the loan appear appro- 
priate. Security may consist of collat- 
eral, personal endorsements, chattel 
mortgages on plant, equipment, 
fixtures, or mortgages upon real estate. 
Obviously, under this arrangement the 
applicant does not have to be a real 
estate owner. Interest on the loan is 
fixed at three per cent but this is 
waived the first four months. Disaster 
loans made in the past have run for 
as long as 10 years. Loans are repaid in 
the manner best suited to the appli- 
cant’s ability and frequently are repaid 
in monthly installments. In the words 
of Jesse H. Jones, RFC chairman, the 
terms and conditions of the loan will 
he fixed as nearly as possible to meet 
the requirements of the applicant, but 
with a view to the loan being repaid 
within a reasonable time. 

The DLC is capitalized at $20,000.- 
000, and about $12,000,000 of this is 
available to handle the New England 
and Long Island disasters or other 
catastrophes during 1938. Individuals 
as well as merchants and manufacturers 
are, of course, eligible for the loans 
provided, as also is the case of com- 
mercial applicants, financial assistance 
is not available through banks or other 
conventional financial sources. 

Since the Disaster Loan Corporation 
was created by Congress in February. 
1937 it has disbursed 6085 separate 
loans aggregating $6,377,364.05. Ap- 
proximately, 88 per cent of the entire 
amount disbursed is currently up to 
date according to repayment schedule 
and RFC officials regard this as an ex 
cellent record. Authority to make fur- 
ther loans expired last December but 
Congress renewed the authorization 
when it amended the RFC law during 
the last session of the 75th Congress. 

L. W. Morrett, 


Washington Representative 


of Harpware AcE 
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OCTOBER 20, 


The Atlantic City Convention 





About 1700 attend joint convention of hardware manufacturers 
and wholesalers in Atlantic City, N. J. Mark Lyons, new presi- 
dent N.W.H.A., and H. B. Wilson, new head of A.H.M.A. Both 
groups endorse National Hardware Week for 1939. Wholesalers 
reaffirm Chicago resolution covering cash discounts, hold new 
type program with members answering prepared questions. 


PPROXIMATELY 1700 
wholegalers and manufac- 
turers attended the At- 

lantic City Convention. This 
total figure for attending in- 
dividuals is slightly below the 
record of the 1937 Chicago meet- 
ing but the number of firms rep- 
resented, in both groups, was 
greater than last year. Head- 
quarters were at the Marl- 
borough-Blenheim, and the dates 
Oct. 17 to 20, 1938. It was the 
forty-fourth annual convention 
of the National Wholesale Hard- 
ware Association and the 
seventy-seventh semi-annual con- 
vention for the American Hard- 
ware Manufacturers’ Associa- 
tion. 

Both groups elected new of- 
ficers. Mark Lyons, McGowin- 
Lyons Hardware & Supply Co., 
Mobile, Ala., succeeds Shannon 
Crandall, California Hardware 
Co., Los Angeles, Cal., as the 
new head of the N.W.H.A., and 
H. B. Wilson, Mathias Klein & 
Sons, Chicago, IIl., succeeds 
Robt. G. Thompson, The Lufkin 
Rule Co., Saginaw, Mich., as the 
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new president of the A.H.M.A. 
Other officers elected are an- 
nounced elsewhere in detail. 

The wholesalers followed a 
new program procedure, having 
a number of members answer 
prepared questions relating to 
more efficiency in wholesale 
hardware distribution, a plan 
which proved very popular and 
highly informative. 

The manufacturers had a dis- 
tinguished group of well-known 
speakers whose messages, deal- 
ing with present-day business 
and social economics; the trend 
of legislation dealing with trade 
marks, fair trade laws, etc., were 
well received. 

The wholesalers reaffirmed a 
resolution passed at the 1937 
Chicago convention which reads 
as follows: 

“RESOLVED, That we reaffirm 
the following resolution which 
was unanimously adopted at our 
convention at Chicago in Octo- 
ber, 1937: 

““*‘Whereas, The vast majority 
of manufacturers recognize the 





fact that the long-established 
terms of the hardware trade 
have been 2 per cent for cash, 
and realize that our members 
must permit their customers to 
make settlement subject to the 
customary premium of 2 per cent 
for cash, and, therefore, extend 
such discounts to whclesalers; 
therefore, be it 

“ ‘RESOLVED, That we hereby 
urge all manufacturers to con- 
form to the widespread and al- 
most universal practice of allow- 
ing wholesalers of hardware and 
kindred lines at least 2 per cent 
cash discount.’ ” 

The wholesalers also approved 
a proposed change in the asso- 
ciation’s Constitution and By- 
Laws dealing with election to 
the executive committee. This 
is given in detail elsewhere as 
iz a special resolution thanking 
HARDWARE AGE for again spon- 
soring the Hardware Age Spe- 
cial, a through train from Chi- 
cago to Atlantic City. 

An appropriate memorial res- 
olution in tribute to the late past 
president A. P. Van _ Schaick, 
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N.W.H.A. President Shannon Crandall, in conference with N.W.H.A. Secretary- 


Treasurer George A. Fernley, who presented his annual report at the Tuesday 


morning session of that association. Mr. Fernley traced the growth of govern- 
ment control of business during the past five or six years, and told of associ- 
ation activities, including dissemination of data on legislation affecting 
business. He outlined the wages and hours law, federal licensing of cor- 
porations, firearms act, social security taxes, Miller-Tydings Act and State 
Fair Trade Laws and told of court decisions concerning various laws affecting 
business. The report in full, printed in booklet form, was distributed at the 


close of the session. 


The American Chain Co., Bridge- 
port, Conn., was passed by the 
manufacturers and is published 
in another part of this issue. 

In joint session the two groups 
endorsed the proposed 1939 Na- 
tional Hardware Week to be ob- 
served May 6 to 13, 1939. This 
declaration reads as follows: 

“Resolved that we, the mem- 
bers of the American Hardware 
Manufacturers Association and 
of the National Wholesale Hard- 
ware Association, in joint ses- 
sion, this nineteenth day of 
October, 1938, endorse National 
Hardware Week and suggest to 
our members that they cooperate 
in every possible manner so that 
the consuming public may be- 
come fully aware of the many 
advantages of purchasing from 
the independent hardware re- 
tailer.” 

In the pages immediately fol- 
lowing are the major parts of 
the principal addresses and dis- 
cussions and other details of 
the Atlantic City Convention. 


N.W.H.A. Adopts Change 
in Constitution and By-Laws 


T the closing Thursday morn- 
ing session, the N.W.H.A. 
considered and adopted a change 
in the Constitution and By-Laws 
as covered on the following re- 
port: 

“The Nominating Committee 
at our last Convention held at 
Chicago, recommended the fol- 
lowing change in the Constitu- 
tion and By-Laws of the Na- 
tional Wholesale Hardware 
Association, which was approved 
by our Executive Committee and 
Advisory Board at its mid-year 
meeting— 

“Article IV, Section E, of the 
Constitution and By-Laws of 
The National Wholesale Hard- 
ware Association, reads— 

“‘The Executive Committee 
shall be elected as follows — 
Three for a term of one year; 
Three for a term of two years; 
Three for a term of three years. 

“Successors to them shall be 
elected at the close of their re- 
spective terms of office, for a 
term of three years.’ 

“It is proposed to add to the 
above Section the following— 

“‘*No Member of the Execu- 
tive Committee after having 
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served a three-year term shall 
be eligible for reelection to the 
Executive Committee for an- 
other consecutive term.’ 

“This change in the Constitu- 
tion and By-Laws to become ef- 
fective with the 1939 election. 


“It is not intended to prevent 
a member serving more than one 
term on the Executive Commit- 
tee, as after the lapse of a year 
from the time that member has 
served his full term, he may be 
again elected.” 





MARK LYONS, SR., AND MARK LYONS, JR. 


of McGowin-Lyons Hardware & Supply Co., Mobile, Ala. To Mark, Sr., came 
double honors. He was elected Chief X of the X Club being a past president 
of the Southern Hardware Jobbers’ Assn. and at the close of the convention 
was chosen as the new president of the National Wholesale Hardware Asso- 
ciation, succeeding Shannon Crandall, who presided during the Atlantic City 


convention. 
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Business Must Adapt Itself 
to a Changing World 





Robert G. Thompson, president, Lufkin Rule Co. Saginaw, Mich., in 
his address as president of the American Hardware Manufacturers’ 
Association before that body's Tuesday morning session. Reviews unrest 
and social and governmental trends with which business men must 
cope. Calls for cooperation between government and business that 
mutual confidence and progress may be accomplished. 





was in a sense the mirror 

of the future. History 
was prone to repetition, and in 
government, business and so- 
cial relations precedents point- 
ed the way. Change and prog- 
ress there have always been, 
but experience still was teacher. 
And then followed this new era 
of world unrest and upheaval 
—and the urge for immediate 
translation of Utopian dreams 
into every-day reality; the 
abandonment of former stand- 
ards and concepts. 

Here in.sour own United 
States we have already wit- 
nessed almost unbelievable 
changes in Federal, state and 
municipal administration; the 
sovereignty of individual states 
has been repeatedly attacked 
and Government continuously 
seeks more complete control of 
every phase of our national 
life. Finance, agriculture and 
labor are already well regi- 
mented under Federal control, 
with industry, health and edu- 
cation well under way. Whether 
politics still are independent 
will be determined in the years 
just ahead. 

On frequent occasions our 
Government has evidenced lack 
of faith in industry, and has 
not hesitated to enact punitive 
measures of one kind or an- 
other to harass many for the 
sins of a few. Yet, now and 
again, business is exhorted to 
“fear not, but be of good cheer,” 
an admonition which most of 
us would be only too willing to 
heed. 


Or upon a time, the past 
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Only recently, an outstand- 
ing business leader, addressing 
an Association meeting, made 
the following plea: 

“It is a question whether 
many business gatherings, 
where practically the whole 
discussion is centered upon our 
political woes, are as helpful 
to us in tackling our next day’s 
work and problems as_ they 
would be if the time were de- 
voted to studying what could 
be done under the conditions 
prevailing. Experts, too, it 
seems to me, cause us a great 
amount of needless anxiety.” 

To the extent that it is obvi- 
ously both desirable and neces- 
sary—just common sense—for 


H. B. WILSON 


every unit of business to con- 
tinuously study what may be 
most advantageously done un- 
der any set of conditions pre- 
vailing, we concur in this plea 
for adaptability, but when con- 
ditions harass and hamper— 
even impede—the progress of 
that industrial recovery so es- 
sential to the public welfare, 
we believe that business organ- 
izations would be remiss if they 
did not discuss, and seek to 
remedy or remove such obsta- 
cles to prosperity. 

It may perhaps be concluded 
that the plea for adaptability 
was motivated by impatience 
with those who persist in whol- 
ly ascribing to the Administra- 





ROBT. G. THOMPSON 


At closing session of the American Hardware Manufacturers’ Association's 

convention H. B. Wilson, Mathias Klein & Sons, Chicago, Ill., was elected as 

president succeeding Robt. G. Thompson, The Lufkin Rule Co., Saginaw, Mich., 
who presided over the session completing his third term in that office. 
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tion the responsibility for the 
severe recession which began 
last fall, and for which, in all 
fairness, business was at least 
partly to blame. 

The same speaker points out 
that in England there is ‘“whole- 
some respect for big business 
and its problems on the part of 
the Government” and concurs 
in a recent plea of Chairman 
William O. Douglas, Securities 
and Exchange Commission, for 
a broad program of coopera- 
tion between Government and 
business. Mr. Douglas described 
the Securities and Exchange 
Commission as “one of the out- 
posts of capitalism” dedicated 
to the “preservation of capital- 
ism by the inculcation of con- 
servative standards.” On the 
basis of its experience, he pro- 
poses that the whole economic 
and social program of the Ad- 
ministration be implemented by 
the cooperation of business 
men, just as the SEC is now 
receiving cooperation from fi- 
nancial and investing interests. 
He would use the “round-table 
technique” to bring this about, 
and repeats the criticisms he 
has uttered in the past of fre- 
quent resort to the courts to 
overthrow legislation enacted 
by Congress. 

Efforts to end the contro- 
versy between Government and 
business and to substitute co- 
operation between them have 
been launched time and again. 
Sometimes the initiative has 
been taken by some adminis- 
tration official, sometimes by 
business leaders, and, on occa- 
sion, by more or less disinter- 
ested intermediaries. The Presi- 





Miss M. B. Francis, American Hard- 

ware Manufacturers’ Association in 

charge of the registration desk with 

Miss Gertrude Busch, convention 
cashier. 


dent himself has urged such a 
program, but the failure of 
these efforts to effect rapproche- 
ment between the Administra- 
tion and business men is. ascrib- 
able chiefly to the absence of 
that very round table approach 
that Mr. Douglas seeks to have 
tried. The proposal for the 
adoption and widespread use of 
this method of contact between 
government and industry is 
both sound and desirable. It 
can succeed, however, only if 
the government, as well as 
business, will cooperate. Con- 
ferences will not yield results 
if they consist merely of sum- 
moning business men to Wash- 
ington to inform them of action 
already taken or determined 
upon. 

Business men, like society in 
yveneral, must adapt themselves 
to a changing world. But it is 
also necessary to keep in mind 
that not every change is for the 
better, and that many innova- 


‘ 


tions now in process will arise 
to plague us unless we modify 
or abandon them in time, just 
as certain of the financial meth- 
ods which characterized the 
New Era of the twenties even- 
tually resulted in the greatest 
crash the country had yet seen. 
Business, as such, prefers busi- 
ness to politics, but certainly 
cannot afford to relax in its 
concern that obvious economic 
errors be rectified. 

The company with which I 
am associated not only joined 
the American Hardware Manu- 
facturers Association in the 
year of its formation, but par- 
ticipated in its actual organiza- 
tion. For thirty-seven years 
that membership has_ been 
maintained unbroken. This con- 
vention marks the thirty-second 
consecutive fall gathering in 
which I have participated as 
one of their delegation, so that 
as an individual I feel qualified 
to bear witness to the value of 
membership. 

I well recall the circum- 
stances of my first attendance 
at an Atlantic City convention. 
As a young salesman my then 
knowledge of trade conventions 
was as little as my interest 
therein. In my territory was 
located an account which we 
particularly desired, but in the 
acquisition of which neither I, 
nor other members of our or- 
ganization, had made the slight- 
est headway. The buyer was a 
good business man and a fine 
gentleman, but exceedingly dif- 
ficult of approach. To land that 
account had become my cur- 
rent ambition, but I little sus- 
pected how soon and by what 

(Continued on page 160) 
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Left to right: 1—Paul J. Polke, Belcher & Loomis Hdwe. Co., John Davey, Russell, Burdsall & Ward Bolt & Nut Co., 





and Stuart J. Russell, J. Russell & Co. 2—Charles C. Wickwire, Wickwire Bros.; N. G. Lipscomb, Cavert & Lipscomb; 
B. W. Brannon, Beck & Gregg Hdwe. Co.; George H. Kennedy, Wickwire Bros., and Tillman Cavert, Cavert & 
Lipscomb. 3—Walter Bromley, American Screw Co.; H. E. Chaffee, J. Russell & Co., and H. O. McCulley, Russell, 
Burdsall & Ward Bolt & Nut Co. 4—R. V. Isham and William Anderson, Sheffield Steel Corp.; A. J. Denniston, The 
Denniston Co.; H. A. Hurty, The Frank Colladay Hdwe. Co.; G. W. Breiel, The American Rolling Mill Co.; Raymond B. 
Jones, Blish, Mize & Silliman Hdwe. Co.; A. F. Larson, Larson Hdwe. Co.; P. M. Burgess and Herbert Dean, Federal 
Enameling & Stamping Co. 5—R. A. Sundvahl, Corbin Cabinet Lock and Corbin Screw Corp.; A. A. Chisholm, W. A 
Crawford and John Fox Wood, Griffin Mfg. Co. 6—G. F. Waterbury and C. B. Aycock, Waterbury Rope Co., and L. G. 
McDonald, Reynolds Wire Co. 7—(seated) John S. Tomajan, The Washburn Co.; Bruce de Nourie, The Positive Lock 
Washer Co., and (standing) Walter A. Allen and Earl Parsons, The Wm. Schollhorn Co. 8—C. R. Swisshelm, Crescent 
Tool Co.; J. A. Warner, Wyeth Hdwe. & Mig. Co., and Roy A. Hoe, Crescent Tool Co. 9—(standing) W. C. Coleman, 
The Coleman Lamp & Stove Co.; L. A. Veasey and R. M. Crumleys, Reed & Prince Mfg. Co. 10—(seated) C. F. Nei- 
mann, The Parkersburg Iron & Steel Co., and W. M. Brezette, Buffalo Bolt Co.; (standing) John T. Mains, American 
Pad & Textile Co., and Charles B. Price, Belknap Hdwe. & Mfg. Co. 11—George Goddard, Seattle Hdwe. Co., and 
William E. Cross, Clemson Bros., Inc. 12—-E. O. McLaughlin and E. H. McGinnis, Union Hdwe. & Metal Co. 13— 
Henry A. Squibbs and W. M. Floto, American Steel & Wire Co.; P. N. Case, Blair Mfg. Co., and J. M. Kennedy, 
Bigelow & Dowse Co. 14—H. C. Hoeflich, Case, Crane & Kilbourne Jacobs Co.; L. B. Marshall, Emery-Waterhouse Co., 
and J. W. McLean, Edwards & Walker Co. 15—George N. Groff, William H. Cole & Son; R. M. Parsons, Stanley Tools, and 
I. S. Dillingham, Bigelow & Dowse Co. 16—Charles Reynolds, Eberhard Mfg. Co.; David J. Gemmell, Cleveland Chain 
& Mfg. Co., and George Ellis 
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There is a Very Definite Place 
for Independent Hardware 
Wholesalers and Retailers 





Shannon Crandall, president, California Hardware Co., Los Angeles, 
Cal., in his address as president of the National Wholesale Hardware 
Association, before that body’s Tuesday morning session, stresses the 
continued opportunity for the independent wholesale and retail hard- 
ware establishments which operate on a sound and economical man- 
agement basis. Comments on the newer problems of business incident 
to current governmental regulation and proposed further control. 








SHANNON CRANDALL 


LESLIE M. STRATTON 


When Shannon Crandall, California Hardware Co., Los Angeles, Calif., retired 

as president of the National Wholesale Hardware Association, past president, 

Leslie M. Stratton, Stratton-Warren Hardware Co., Memphis, Tenn., presented 

him with a gold watch, the gift of the N.W.H.A. in appreciation for Mr. Cran- 
dall’s splendid services as president. 


T has been my pleasure, and I 
must confess a_ profitable 
pastime, to have been en- 

gaged in the wholesale distribu- 
tion of hardware for over 51 
years. 

During that period I have wit- 
nessed many changes in men, in 
merchandise, and in methods. I 
have noted many experiments, 
alleged short-cuts in our distrib- 
ution system—panaceas which 
would solve all of our troubles— 
schemes to enrich us as whole- 
salers — plans whereby whole- 
salers could engage in manufac- 
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turing and in retailing, but 
basically the wholesale hardware 
business is the same now as it 
was in 1887. The only way now 
as it was 50 years ago to con- 
duct our business successfully is 
hard work, persistency, and a 
reasonable exercise of our abil- 
ities and mentality. 

I am more convinced today 
than ever before that in this 
great country of ours there is a 
very definite place for the inde- 
pendent hardware wholesaler 
and the independent hardware 
retailer just as long as each de- 


votes himself to the wise and eco- 
nomical management of his own 
business. 

Today we are confronted with 
many problems. Some of these 
have been with us since our asso- 
ciation was organized, while 
others are a result of the recent 
efforts of our Federal Govern- 
ment to regulate business 
coupled with the immature 
thoughts of amateur brain trust- 
ers to regiment us—and all re- 
quire new thought and study to 
solve successfully. 

I do not wish to convey the 
idea that no governmental con- 
trol should be exercised over 
business, neither would I have 
you think that the limited gov- 
ernmental control exercised 50 
years ago is adequate under pres- 
ent complex conditions; but I 
firmly believe that eventually 
(and probably not in the far dis- 
tant future) reasonable changes 
of a liberalizing character will 
be found necessary in many of 
our laws particularly the _ so- 
called “Anti Trust and Labor 
Laws,” and we will follow in the 
footsteps of practically all other 
commercial nations and—under 
proper supervision that the pub- 
lic may be protected and that 
monopoly will not ensue—laws 
will be enacted permitting rea- 
sonable combinations and agree- 
ments as to output and prices 
and territorial limitations, other- 
wise ruinous competition and the 
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deceits and chiseling that it 


bears leads to failures, consolida- 


tions, mergers, and the hard old 
law of “survival of the fittest’ 
takes its toll in idle plants, idle 
hands, an increase of dole recip- 
ierts, and automatically and 
eventually—monopoly. 

As to our older problems, I 
think it only proper that I 
should pay tribute to the stal- 
warts who formed our associa- 
tion some 44 years ago. The 
work done by those men has had 
a lasting and beneficial effect to 
our own particular section of the 
industry, and to manufacturers 
and retailers as well. Those men 
established standards, customs 
and ethics which have resulted 
in the wholesale hardware busi- 
ness being conducted upon an 
ethical plane—higher, I think, 
than that enjoyed by any other 
major distribution channel. I 
also think this is a fitting time 
and place to pay tribute and ex- 
press our thanks for the wise 
and efficient service rendered us 
by the two secretary-managers 
who have so ably guided us dur- 
ing the long years of our exist- 
ence — namely, “The Fernleys” 
(T. James and George). 

Now, as to our new problems, 
the most important is to secure 
some solution of the steadily 
mounting tax burden which has 
become the nation’s number one 
problem. Combined _ .Federal, 
State, and local taxes have in- 
creased unti# they are equal to 
one-fifth of the national income; 
in some States, particularly 
California, they are in excess of 
this figure—and are_ rapidly 
mounting. This is not a partisan 
question but one which affects 
every businessman in our coun- 
try. It is incumbent upon each 
and every one of us in every 
way to exert our influence to 
obtain a reduction in our govern- 
mental expenditures, for if gov- 
ernmental expenditures continue 
to increase a few more years in 
the ratio they have mounted dur- 
ing the past decade it is pos- 
sible that the “Rock of Taxation” 
may cause the wrecking of the 
governmental ship we have for 
a century and a half been build- 
ing. 

The innumerable new forms of 
taxes which have been enacted 
during the past five years to- 
gether with the older forms of 
taxation which have been mate- 
rially increased have added sub- 
stantially to the expense of 
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wholesaling; and to this busi- 
ness overhead the consumer may 
revolt to such an extent at the 
high prices we must charge on 
account thereof that cheaper 
forms of distribution may take 
the place we now occupy. 

The Social Security Taxes cov- 
ering Old Age Benefits and Un- 
employment Insurance amount to 
considerable now, and will even- 
tually increase to a maximum of 
approximately 6 per cent of the 
entire payroll of a business. 

Then in addition to this very 
real tax burden, most of our 
members have experienced in- 
creases in other items of ex- 
pense. Wage and hour legisla- 
tion both of the national Govern- 
ment and of the various States 
will substantially increase the 
salary and wage accounts of our 
members—and likewise the over- 
head which is already too high 
for safety. 





Another Government activity 
upon which I would like to com- 
ment briefly is the invasion by 
the Government of fields of busi- 
ness properly occupied by pri- 
vate enterprise. Even the most 
efficiently operated businesses 
cannot compete with a govern- 
ment possessing unlimited re- 
sources, freedom from taxes and 
with no obligation to show a net 
profit—and the power of taxa- 
tion to cover a deficit. 

The reports of our association 
indicate that the average gross 
margin of our members over a 
period of years is fairly well 
fixed and where variations occur 
these can be attributed largely 
to appreciation or depreciation 
in the value of inventories and 
increased volumes during so0- 
called boom years. Manufactur- 
ers, for years in suggesting re- 
sale schedules, have provided 
certain margins and they have 





IN MEMORIAM 


Member, 1919-1938 
President, 1933-1935 


Arthur P. Van Schaick 


INCE our last meeting we 
have all suffered a great 
loss. Another friend and dili- 
gent worker for the welfare of 
the hardware industry has 
passed on out of this life. 
Arthur P. Van Schaick was 
one of that group of men whose 
vision and whose deep faith in 
the value of cooperation helped 
to make of our association the 
powerful and constructive factor 
it has become in American in- 
dustry. Unfortunately, because 
of the inexorable laws of nature, 
that group is becoming smaller 
as the years pass. But the mem- 
ory of those men, so faithful to 
the principles in which they be- 
lieved, will always be an inspi- 
ration to us who remain to carry 
on and on whose shoulders now 
rests the responsibility of in- 
creasing the value of the inheri- 
tance we have received from 
those who have gone before us. 
Throughout his career with 
our group, Arthur P. Van 
Schaick was always willing and 
eager to undertake his part in 
the work of our association. And 
even when we honored him, in 
1933-1935, with the presidency 
of the American Hardware Man- 
ufacturers Association, he ac- 
cepted that office simply as an- 
other opportunity to serve our 
industry in which he had already 





THE LATE A. P. VAN SCHAICK 
former general sales manager, Amer- 
ican Chain Co., whose death oc- 
curred June 8, 1938. 


established an enviable reputa- 
tion as a great organizer and an 
able executive. 

We have lost a useful member 
and a great friend. And we bow 
our heads in reverence and re- 
spect to the memory of Arthur 
P. Van Schaick. 





The American Hardware Manufac- 
turers’ Association, Atlantic City, 
N. J., Oct. 20, 1938. 
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been working on the same per- 
centage for so long a period that 
many are reluctant to make any 
change. 

Now with margins more or 
less definitely set, and with ex- 
penses increasing, just how 
should we go about securing a 
net return upon the capital in- 
vested in our business? 

I have given this problem con- 
siderable thought and I do not 
know that I have any solution 
which is particularly new or 
startling, but I can urge two 
courses— 

First —we must continually 
and constantly use every possible 
effort to conduct our concerns in 
an efficient and economical man- 
ner realizing that a reduction in 
overhead expense of 1 per cent 
increases the net profit of the 
business by just that amount— 
and likewise an increase of prof- 
it percentage to the same degree 
has a like effect. 

During the period from 1931 
to 1935, we in our individual 
businesses eliminated every pos- 
sible expense including those 
extravagances which resulted 
from the prosperity of the 1925- 
1929 period, but despite our ef- 
forts to continue to operate eco- 
nomically, we now find our per- 





centage of overhead is increas- 
ing as a result of conditions be- 
yond our control. 

Second—if despite constant 
vigilances our overhead expense 
percentage reaches a figure 
which will not permit us to make 
a reasonable return our invest- 
ment, then we must make such 
changes in our margins as will 
permit us to secure a net profit 
over and above operating ex- 
penses with the consequent dan- 
ger of curtailing demand on ac- 
count of the higher price result- 
ing therefrom. 

Where margins suggested by 
the manufacturers are not ade- 
quate to cover the cost of dis- 
tributing a particilar line we 


should not be at all hesitant in 
drawing the situation to the at- 
tention of that manufacturer, 
firmly and persistenly requesting 
that steps be taken which will 
permit us to secure a margin to 
compensate us for handling the 
merchandise. But we must not 
fall into the error of laying all 
of our misfortunes and short- 
comings on the other fellow—we 
must help ourselves. We must 
get a profit on each transac- 
tion—and where the fault is 
ours candidly admit it and irre- 
spective of the actions of others 
correct our own misdeeds first 
and then we can with better 
grace ask our neighbor to do 
likewise. 





Left to right: 1—R. A. Barth and Ray R. Rehm, Rehm Hdwe Co. 2—Mrs. 
L. C. Davenport and L. C. Davenport, Weed & Co. 3—Robert H. Baker, Fones 
Bros. Hdwe. Co.; Herbert P. Ladds, Sweet's Steel Co., and Richard P. Hendren, 
The E. Ingraham Co. 4—A. B. Matthai, G. C. Davis and A. A. Bernadine, 
National Enameling & Stamping Co. 5--A. G. Roraback and L. H. Weber, 
The George Worthington Co. 6—Mrs. Pearce and W. Glenn Pearce, managing 
director, PASHA. 7—H. C. Kenyon and George H. Halpin, Minnesota Mining 
& Mfg. Co. 8—George E. Dresser and Ben Leve, The Carborundum Co. 9— 
Herbert Hearn, Hearn Hdwe. Co., and Mrs. Hearn. 10—Mrs. Stodder and J. D. 
Stodder, Cyclone Fence Co. 1l—Ernest Estwing, Estwing Mfg. Co.; W. W. 
Ford and John M. Tuthill, The Youngstown Sheet & Tube Co. 12—L. S. Pickup 
and Sheridan McClelland, The Stanley Works. 13—W. W. Rector, American 
Fork & Hoe Co.; H. C. Miller, Kruse Hdwe. Co.; Win Withington, American 
Fork & Hoe Co. 14—E. B. Durell, The Union Fork & Hoe, and W. C. Weaver, 
McWhorter, Weaver,& Co. 15—Mrs. C. G. Ralph. 16—Charles F. Newpher, 
National Screw & Mfg. Co. 17—G. A. Schweitzer, Diamond Expansion Bolt 


Co. 18—Miss Pattie Boyd and R. P. Boyd, secretary, The Old Guard. 
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Prospects for 


Industrial Recovery 





Dr. Neil Carothers, Professor of Economics, and Dean, College of Business 
Administration, Lehigh University, Bethlehem, Pa., discusses, at Manu- 
facturers’ Tuesday morning session, today's business conditions and the 
prospects for industrial recovery. Holds no one knows our present 
business conditions. Traces business history since World War and says 
depressions and recoveries are processes of present economic order 
with recoveries inevitable despite mistakes. 








DR. NEIL CAROTHERS 


HAT is our present busi- 

ness condition? The only 

true and honest answer 
to that that any man may give 
—economist, business man or 
government official—is, “No- 
body knows.” There are strange 
and sinister forces loose among 
our people today. There are 
thoughtful men who see in the 
present situation in America 
the inevitable rise to power of 
some incredible dictator who 
will destroy all that we know 
under the name of American 
life and American business. 
Abroad 300,000,000 people in a 
line from Spain northeast to 
Siberia live under the yoke of 
absolutely merciless, fanatic 
and power-mad dictators in an 
era of fear and blood. 

We have been touched, al- 
though but lightly, with these 
forces. No man knows what a 
day may bring forth. All that 
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I can do for you in these few 
minutes this morning is to bring 
to you the point of view of a 
thoughtful and honest and, I be- 
lieve, outspoken non-partisan 
observer and student of our 
economic situation. 

What is our present condi- 
tion? Bear with me for a mo- 
ment and let me sketch the 
background. We had a World 
War which ate the heart out of 
the capitals of the world, de- 
stroyed the currency systems of 
all nations except our own, 
demoralized and debilitated the 
foreign trade of all the world, 
and made mal-adjustments in 
the relations of capital to pro- 
duction everywhere on earth. 
For a time we lived in a fool’s 
paradise after the war in a mor- 
bid and unwholesome prosper- 
ity created by the inflation con- 
ditions created by the war. Then 
came, after a number of years, 
the inevitable and tragic col- 
lapse in 1929; and there was 
ushered in the most prolonged, 
the most pitiful, the most de- 
structive era of industrial stag- 
nation and social distress our 
modern world has ever known. 

In due time our people, bitter 
from suffering, bewildered by 
hardships, turned to a govern- 
ment that promised to end the 
depression by act of Congress 
—a world depression. In an ef- 
fort to keep that impossible 
promise, that administration 
embarked on a series of the 
most unparalleled and unprece- 
dented experiments that any na- 
tion has ever been subjected to. 


In the total time allotted to me 
this morning, I could not even 
summarize those experiments. 
Let me list two or three of the 
major ones. It established an 
NRA whose purpose it was to 
restrict production, shorten 
hours and raise wages at a time 
when industry was absolutely 





Hotel Claridge, Atlantic City, N. J.. 

which attracted a great many con- 

ventionites, being handy to the 

headquarters and thoroughly mod- 
ern in every respect. 
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Secretary - treasurer of The Old 
Guard, which held an _ informal 
luncheon Tuesday noon, with Vice- 
President Tillman Cavert presiding. 


prostrate and unable to keep go- 
ing on the current rate of wages 
and hours. It established an 
AAA whose purpose it was to 
destroy food and clothing in a 
hungry nation and tax the peo- 
ple to pay a cash bonus for that 
destruction. It established a 
currency system whose objec- 
tive it was to debase the Ameri- 
can dollar, the only sound cur- 
rency in all the world, and 
destroy the gold standard. It es- 
tablished a squandering pro- 
gram whose objective it was to 
pour out lavishly extravagant 
sums. It established an easy- 
money policy whose purpose it 
was to bring down the rate of 
interest below a normal rate of 
return for all capital invest- 
ments. 

What does economics tell us 
about these things, without 
prejudice and also without 
mealy-mouthed evasion? It tells 
us that debasing the currency 
in time of depression does not 
bring recovery, but lays the 
foundation for a calamitous in- 
flation after recovery has gone. 
It tells us that restricting hours 
and raising wages in time of de- 
pression does not create em- 
ployment, but destroys employ- 
ment and intensifies depression. 
It tells us that restriction of 
production prolongs and makes 
more pitiful the destitution of 
the people in time of depression. 
It tells us that an artificial easy- 
money policy does not promote 
investment, but restricts invest- 
ment and lowers the return to 
capital, on which returning re- 
covery must be handled. That 
is what economics tells us about 
these measures. 
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But recovery came anyway in 
accordance with the simple ele- 
mentary laws of economics. It 
came slower in this country 
than it did in others that did 
not try these experiments, and 
it was .much less permanent 
than it was in other countries 
that had not tried these experi- 
ments, but it came. In 1936 it 
took a firm hold, and in the 
early part of 1937 it reached 
the dimensions of an incipient 
boom. Then the tide turned, and 
we find ourselves again in the 
mire of depression with unem- 
ployment on a larger scale than 
it was five years ago, with in- 
dustry stagnant again, with 
commerce anemic, and with fear 
and lack of confidence and un- 
certainty and foreboding uni- 
versal in the financial and busi- 
ness world. 

The depression of last year 
was not an unnatural phenom- 
ena. We were ripe for it, but 
it was intensified in this coun- 
try by very special factors. It 
might well have come indepen- 
dent of governmental policy by 
the very nature of our economic 
system, but there are three spe- 
cial forces I would like to men- 
tion as contributing especially 
to the severity and the length 
of our recession. 


Conditions Abroad 


First of all were the unnatu- 
ral conditions abroad. All of 
Europe was turned into an 
armed camp, with billions of 
dollars that should have gone to 
productive industry turned into 
sterile armaments and_ still 
more sterile standing armies. 
Every nation’s hand was turned 
against every other nation—an 
unnatural suppression of free in- 





dustry in Germany and Italy, 
an unnatural system of eco- 
nomic enterprise in Russia, and 
the whole debilitated and weak- 
ened by the endless taxation of 
the people for military pur- 
poses. There was a war in 
Ethiopia, a war in China, a 
bloody and tragic war in Spain. 
These were a major factor in 
encouraging and_ stimulating 
the natural tendency in a recov- 
ery movement to have a relapse. 

A second factor in our own 
relapse was the fact that recov- 
ery in 1936 went to our heads. 
You business men, starved for 
business, starved for a normal, 
natural outlet for your activities, 
saw in the beginnings of re- 
covery a complete restoration of 
normal conditions. And you 
went a little too:fast. You 
created bottle necks in raw ma- 
terials, particularly in metals, 
which concerns your business. 
There was too rapid a revival 
of installment buying. There 
was far too rapid an increase in 
stock values—security values 
in the Stock Exchange. There 
was too rapid a raising of wages 
in many lines, and, if I may say 
so without offense, there was 
too rapid a restoration of pre- 
depression salaries in some 
lines. It went to our heads, and 
a liquidation of that too rapid 
recovery was a perfectly natu- 
ral thing. 

Finally, the weight of govern- 
mental policies brought on a 
more severe depression. I do not 
consider it fair to say that this 
relapse was caused by our Fed- 
eral Government. I do say that 
it did everything possible to 
bring it on and to make it 
worse after it got here, but the 
causes lie deeper than the mis- 
takes of Congressmen, although 
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the weight of those mistakes 
was a very heavy burden. 

An unwise labor law resulted 
in the most destructive, the 
most ruinous period of labor 
strife in the history of America, 
with hundreds of millions of 
dollars in production and wages 
unnecessarily destroyed at a 
time when they were critically 
needed. An unwise tax law 
hampered and frightened cor- 
porations, especially the little 
ones, all over the nation. A 
squandering policy finally re- 
sulted in a series of appalling 
deficits and a weight of taxation 
on industry unprecedented in 
American history. Endless regi- 


mentation strangled the spirit 
of investments, frightened the 
entrepreneur, and stilled the 
flow of production. Our cur- 
rency experiments ended in 
chaos and left this great nation 
without a semblance of a cur- 
rency system, and with one-half 
the gold in the world buried in a 
hole in Kentucky. No man to- 
day is able to name the money 
system which we have, to de- 
scribe it, or predict its future. 
This added to the fears of infla- 
tion all over the land. An arti- 
ficial easy-money policy reduced 
the return on equities on invest- 
ments, reduced the values of 
life insurance and savings ac- 
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counts for every living person 
in America. These all added to, 
they did not cause, the present 
relapse, which has now devel- 
oped from a recession into a de- 
pression. 

What is the answer? In the 
beginning I told you that no 
man knows, but let me illustrate 
this personally, if I may. When 
this depression began, I was 
asked by publications if I would 
be willing to put into print a 
statement of what I thought 
would be necessary or desirable 
at this point. I took my life in 
my hands and I did. In writing 
and publicly I stated that this 
country could adopt a simple 
economic program; not a single 
rabbit out of a hat in the whole 
thing; not a single economic 
gadget or crack-pot scheme; 
nearly all of it negative rather 
than positive. It was a simple 
program that would restore en- 
terprise and initiate recovery in 
six weeks, and I am going to 
bore you now with a list of the 
planks in that little platform, 
although they are theoretical 
rather than actual in discussion 
under our present Government. 

First, I said I would have this 
Government pledge itself to re- 
store an honest currency—to 
initiate negotiations with for- 
eign countries with a view to a 
permanent stabilization of the 
value of the foreign exchanges 
for the major nations of the 
world, and with a view even- 
tually to the re-establishment of 
an honest, sound gold standard. 

Plank No. 2. I would repeal 
the undistributed profits tax 
and put in its place a simple 
measure whose only objective 
would be to prevent enterprise 
from evading taxation by non- 
payment of dividends. It would 
do no more; it would not penal- 
ize profits or business. 

Plank No. 3. I would amend 
the capital gains tax so that it 
would recognize losses as well 
as gains. I would have the Gov- 
ernment pledge itself to restore 
the administration of relief to 
state and local units, demon- 
strably the only units in our 
time that have any hope of ad- 
ministering relief equitably, 
economically and non-political- 
ly. I would have the Govern- 
ment pledge itself not to pass 
any law governing the wages 
and hours of adult labor during 
the period of depression. I 

(Continued on page 150) 
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Some Present Day Problems 





Norman W. Foy, general manager in charge of sales, Republic Steel 
Corp., Cleveland, Ohio, addressing the Tuesday afternoon session of the 
National Association of Sheet Metal Distributors discusses basic rela- 
tions between producers and distributors of steel products that will 
develop further profitable operations for both factors. 








NORMAN W. FOY 


DISCUSSION of: some of 

our problems presents a 

very broad field for any 
speaker, and one in which each 
individual would certainly find 
something to talk about and 
something probably different 
from anyone else. We all have 
problems. There are some which 
are common to many of us. 
There are some which ccncern 
our industry and there are others 
which affect us personally. 

Before I get into the discus- 
sion, therefore, of some of the 
industry’s problems, let’s talk 
for just a minute about a mat- 
ter that is of immediate concern 
to every person in this room. 
That is the relationship which 
should exist between the sheet 
metal distributor and the sheet 
metal producer. I don’t classify 
this as a problem, because I 
think in the main a very har- 
monious relationship exists. 

We, the producers, and you, 
the distributors, are essential to 
each other. We want to see you 
successful and doing all the busi- 
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ness which you might reasonably 
expect to do. I would like to 
stress at this point the fact that 
Republic has always and does 
now lean heavily on its jobbers 
as an outlet for its products. 
We feel that there is a reason- 
ably sharp lire of demarcation 
beyond which Republic salesmen 
should not go in the solicitation 
of business, on the one hand, 
and beyond which the distrib- 
utor salesman should not go, on 
the other. 

It is our general belief that 
the mills should not be interested 
in L.C.L. business, which nor- 
mally should go to the distrib- 
utor. To discourage the placing 
of unprofitable orders on our 
mills, we have endeavored to 
establish L.C.L. extras and quan- 
tity extras which should divert 
this business to the jobber, who 
is set up to handle it econom- 
ically. 

We know that there are ele- 


ments in our relationship which 
must be more carefully worked 
out to the satisfaction of every- 
one. These elements directly af- 
fect your business and our busi- 
ness and obviously either one of 
us would have a difficult time 
getting along without the other. 
We ask your cooperation, there- 
fore, in working out these prob- 
lems even as we extend to you 
our cooperation in reaching this 
same desirable objective. With- 
out you, our problems would be 
even greater than they are and 
with your help I am sure some 
of our mutual problems can 
eventually be solved to the satis- 
faction of all concerned. 
Fundamentally, anything 
which concerns the steel indus- 
try, anything which hinders its 
progress, anything which stifles 
its development, and which in- 
terferes with its well-being and 
prosperity, is a matter of mo- 
ment and concern to the entire 
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uation, collectively and individ- 
ually. 

The steel industry today is 
faced with problems probably 
greater than have ever con- 
fronted it in its history. Let’s 
segregate some of these prob- 
lems and then talk about them 
briefly. 

To begin with, there is the 
problem of keepiug ahead of the 
demands made upon the industry 
by the users of steel, who are 
constantly presenting new re- 
quirements which make our job 
the more difficult. 

Next, there is the problem of 
keeping abreast with all indus- 
try in our manufacturing facil- 
ities. 

And, there is the problem ot 
securing sufficient new capital 
from time to time to enable us 
to render the service demanded 
of us, to keep our plants up to 
date and to keep our research 
and experimentation on an ac- 
tive, vigorous basis. 

And fourth, there is the prob- 
lem of reconciling our present 
high costs with our present de- 
pressed price levels. 

The first problem which |! 
mentioned is that which arises 
from the constant demand for 
new types of steel and iron to 
meet specialized purposes. There 
was a day, and that within the 
memories of many of us here, 
when steel was steel and iron 
was iron. There was compara- 
tively little variation in the re- 
quired chemical and _ physical 
characteristics. 

Today this condition no longer 
exists. There are literally hun- 
dreds of kinds of pig iron and 
thousands of varieties of steel. 
Each day, users of these prod- 
ucts find themselves confronted 
with fabrication difficulties and 
demands of service which re- 
quire steel having character- 
istics different from those now 
on the market. The result is 
that the steel-maker is being 
confronted with new analyses 
and specifications which only too 
often meet the requirements of 
only one customer. 

The net result of this great 
diversification of our product is 
that while there are more in- 
dividual orders, they represent, 
too frequently, smaller quanti- 
ties. While the multitude of spe- 
cial steels which we must make 
presents its own difficulties. 
there is some satisfaction in 
realizing that it also indicates 
the extent to which steel has 
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penetrated into our every-day 
life. These special steels are 
needed to fabricate a thousand- 
and-one items which were for- 
merly made of other materials 
and which can now be made of 
steel because the industry can 
supply the material which has 
the exact physical and metal- 
lurgical requirements needed for 
that definite purpose. 

I do honestly believe, however, 
that a careful examination of 
requirements would indicate that 
types of steel could be reduced 
very considerably in number 
without in any way handicap- 
ping the fabricator or user, all 
of which would be profitable to 
everyone. Undoubtedly you dis- 
tributors have also been con- 
fronted with this very serious 





situation which must result in 
duplication of inventories and 
anything we can do to restrict 
and prevent further duplication 
will certainly be of profound 
benefit both from your viewpoint 
and from ours. 

This situation leads us nat- 
uraly to the second problem 
mentioned, that of keeping the 
industry up to date from a tech- 
nological viewpoint, and this pre- 
sents a real need for alertness. 
engineering ingenuity and imag- 
ination. When one considers 
that for every employee in the 
steel industry there is an in- 
vestment of approximately $11,- 
500, it will be realized that the 
expense of keeping a steel mil} 
up to date is of substantial pro 
portions. : 
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A continuous strip mill, for 
instance, represents an _ invest- 
ment of literally tens of millions 
of dollars. A large, modern blast 
furnace can’t be built for under 
a million dollars. A hundred 
thousand dollars is just pin 
money when it comes to making 
improvements in a steel plant. 

As a result, the industry is in 
constant need of fresh capital, 
either in the form of earnings 
or of new money. Without it, 
the improvements which are so 
essential, if the kind of steel our 
customers want is to be pro- 
duced, cannot be made. Without 
the continuous mill it would be 
impossible ta.turn out sheets and 
strip to meet many specifications 
f the trade. 

If the steel industry once 
starts to go backward instead of 
forward, this country, instead of 
progressing and making more 
goods for more people, will go 
into reverse, and the necessities 
of today will again become the 
luxuries of tomorrow. 

The steel industry must, if it 
is to exist, take better care of its 
stockholders than it has during 
recent years. Since 1930 the av- 
erage earnings for the entire in- 
dustry have been about 1.5 per 
cent. While it is true that re- 
turns on all investments have 
decreased, the returns of the 
steel industry have gone down 
more than average. There must 
be more inducement for people 
to invest their savings in steel 
securities; otherwise, the indus- 
try, already severely hampered, 
will -find itself unable to finance 
major improvements such as 1! 
have just mentioned. 

Several hundred thousand peo 
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ple of the United States own 
the steel plants of the country 
through ownership of invest- 
ments in them. These owners are 
all sorts of people, including 
great numbers who have a sub- 
stantial part of their savings in- 
vested in this form of security. 
It is obvious that they are en- 
titled to a reward for their 
thrift but that reward can come 
only when conditions over which 
industry has little control are 
changed so that profits can again 
be made in reasonable amounts. 

The solution of all these prob- 
lems depends most vitally on the 
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one | mentioned last, namely, 
that involving the cost and sell- 
ing price of our commodity, be- 
cause in no other way can the 
industry remain a progressive, 
vital force in our national 
economy. 

The cost of producing steel in 
recent years has risen by the 
traditional loops and_ bounds. 
Every element entering into the 
total cost has gone upward. Wage 
rates are on a scale never be- 
fore reached in the steel indus- 
try. Taxes are higher than ever 
and are mounting steadily. New 
taxes are constantly ahead of us. 
Taxes paid by a group of major 
steel companies, for instance, in 
1929 were $59,491,012, as com- 
pared to $83,401,173 for 1937. 
If these additional tax dollars 
could have been used for equip- 
ment, or surplus, or for divi- 
dends, they would have aided 
tremendously in increasing the 
welfare of the industry, its em- 
ployees and its stockholders. 

Taxes today constitute a drain 
of between 20 and 25 per cent of 


our national income, which 
means that billions of dollars are 
being withdrawn from their nor- 
mal use and turned over to one 
government agency or another. 

As wages and taxes have gone 
up, so, too, has virtually every 
element which enters into the 
making of iron and steel, yet the 
industry today is selling its prod- 
ucts at prices which have spelled 
heavy losses for much of the in- 
dustry during the present year, 
and which even our increasing 
volume in recent months cannot 
convert into profits. It is ap- 
parent to anyone familiar with 
the situation that we must have 
a better relationship between 
cost and selling price before the 
industry will again be upon a 
healthy, normal and substantiai 
foundation. 

This problem is, of course, not 
entirely peculiar to the steel in- 
dustry, but is faced by all man- 
ufacturers and business men in 
general. There can be no doubt 
but that recognition will have 
to be taken of these facts and 
some effort made to remedy con- 
ditions which are having an ad- 
verse effect upon our entire in- 
dustrial world. 





WILL J. FEDDERY 

central western manager, HARD- 
WARE AGE, with headquarters in 
Cleveland, Ohio, was tendered an 
informal luncheon party Sunday 
Oct. 16, by his associates, in recog- 
nition of his 25 years of association 
with this publication. George H 
Griffiths, president and general man- 
ager, HARDWARE AGE, compli- 
mented “Bill” on his anniversary 
and presented him with an en- 
graved plate bearing a tribute from 
all members of the HARDWARE 
AGE family, and an order for a 
custom-built set of golf clubs, the or- 
der being attached to a miniature 
golf bag and set of clubs which 
were presented him at the party 
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Wholesalers Discuss Problems 


Members of the National Wholesale Hardware Association 
answered prepared questions at Tussday, Wednesday and 


Thursday sessions. 


What Is the Proper Percentage of Gross Profit 
Which Can Be Allotted to the Compensation and 
Expenses of Salesmen? 


Answer 
By A. C. RANKIN 


Teague Hardware Co., 
Montgomery, Ala. 


President, Southern Hardware 
Jobbers’ Association 





at Wholesalers’ Tuesday 
morning session 


T is a difficult matter to name 
a figure other than an aver- 
age figure in answering this 
question. Gross profits and per- 
centages obtained vary widely in 
different sections of the coun- 
try, and for that matter between 
different jobbers even in the 
same territory. 

As to the proper percentage to 
be allotted against gross profits 
for compensation of salesmen, 1 
would fix a figure, an average 
figure at 33 1/3 per cent for the 
salesman’s total compensation. 

As I am expected to express 
my views on this subject, per- 
haps I should not have attempted 
to answer this question, for I am 
opposed to this plan of compen- 
sation. I would be opposed to 
any plan that based compensa- 
tion for a salesman on the gross 
profit alone. 

Every salesman knows that he 
makes more money for himself 
when he sells at the regular 
price in his catalog. He also 
knows when he is compensated 


on gross profit alone that in case - 


he has to lower the price, he will 
still receive a part of the gross 
profit, even though the house 
loses on the transaction. 

I say this plan of compensa- 
tion is wrong; it lets the bars 
down, for there is no penalty. If 
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a salesman can’t get a whole loat 
under that plan, he will easily 
take a half loaf. If he can’t get 
half a loaf, he may be satisfied 
with a small slice. The house 
may lose on that transaction, but 
the salesman will get some part, 
possibly a meager profit for him- 
self. 

My opinion is that a salesman 
should not receivé any compen- 
sation until he has first earned 
his selling cost plus the house 
cost of doing business. The 
house expense and his selling 
expense should be deducted from 
his profit, then if you have a 
real profit left, the salesman 
should he entitled to a part of 
this profit. 

Let’s assume that the house 
overhead is 10 per cent and that 
the salesman’s selling expense is 
5 per cent (that, I am sure you 
would admit, would be a very 
low overhead) your salesman 
would then know that he must 
earn above 15 per cent before he 
can make anything for himself. 


The questions and answers follow: 


Under this plan he would have 
this problem before him on every 
sale he makes, and he would be 
less inclined to cut the price. 
When he is compensated on gross 
profit alone, he is inclined to 
have you meet any situation so 
that he will not lose any sales or 
profit. On the other hand, if it 
costs a salesman money out of 
his own pocket when sold below 
your minimum of fifteen per 
cent, he would not want the sale, 
he would not be anxious for you 
to lower the price. He would be 
more inclined to see the house’s 
side of the picture. 

Let’s analyze two sales under 
the plan we use in our business. 
On one sale of $100, our sales- 
man might earn 20 per cent or 
$20.00. In this case he is credit- 
ed with $5.00, which would be 
$5 over the house overhead. That 
would be credited in his profit 
column. On another sale he 
might earn only 10 per cent, 
which would be $5.00 under the 
cost of our doing business. In 
that case he would be debited 
with $5.00, which would have 
offset the profit he made on the 
previous sale. On the two com- 
bined sales, he made absolutely 
nothing for himself. The house 
broke even. Now, if you had 
paid him on a basis of gross 
profit alone, he would have re- 
ceived 33 1/3 per cent of the 
$30.00 earned on the two sales, 
or $10.00. I say this is wrong. 

I know what you are thinking, 
that if you can get enough turn- 
over on a 10 per cent gross profit 
that you could make good money. 
Yes, that is true, so could we if 
we could get enough of it, but 
the point that I am trying to 
make is that we cannot afford to 
pay our salesmen the same com- 
pensation on 10 per cent sales or 
10 per cent profits as we would 
on sales bringing a higher or 
normal profit. 

The salesman, of course, is en- 
titled to compensation on these 
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Pertinent to 


low percentage sales when you 
tell him to go out and get the 
volume, but not 33 1/3 per cent 
of the gross profit. We have a 
dual plan of compensation. We 
allot our salesmen a percentage 
of the actual profit earned above 
our selling cost on the one hand; 
on the other hand, we base his 
drawing account on volume and 
on volume alone, excluding, of 
course, any carload business or 
brokerage business. This keeps 
the salesman in balance. If he 
is inclined to go after volume 
sales, the big accounts, he gets 
an increase in his salary. We 
base that increase in approxi- 


mate brackets of $25,000 per 
bracket. If he goes after the 
profitable sales, such as cutlery, 
fishing tackle, if he is active in 
carrying and showing samples 
and makes a good percentage of 
profit on normal sales, then he 
also participates in the commis- 
sions over and above his sales 
expense and the house cost of 
doing business. In other words, 
he is compensated from two di- 
rections. 

Gross profit alone does not 
mean anything to us. There- 
fore, I am opposed to any com- 
pensation based on gross profits 
alone. 





The Cost of Operating a Perpetual Inventory System. 
Does It Increase Turnover? 


Answer 
By M. O. NEWBY* 


Stowe Hardware & Supply Co., 
Kansas City, Mo. 





at Wholesalers’ Tuesday 


morning session 


WENTY-TWO years ago I 

worked out, for this com- 
pany, a perpetual inventory sys- 
tem and we have maintained it 
ever since. From our experi- 
ence during that time we of 
course have been able to make 
some improvements in its oper- 
ation applicable to our business. 
One item of importance is that, 
at the end of each quarter, we 
figure, and make as a perma- 
nent record, sales on all items 
for that quarter, which has 
helped us considerably to more 
accurately gauge and anticipate 
our requirements for a definite 
period, with the result that we 
get a better turnover. 

We carry in stock approxi- 
mately 25,000 items. A great 
many of these are what we term 
farm supply or repair items and 
are considered rather hazardous 
for the reason that they become 
obsolete from time to time and 





*In the absence of Mr. Newby, Sec- 
retary Fernley read this report. 
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new items, to replace them, are 
constantly coming into the pic- 
ture. I mention this for naturally 
it has a bearing on turnover, 
more so than in the case of 
strictly staple, every-day moving 
shelf-hardware items. Even so, 
for the past ten years our aver- 
age turnover on all items has 
been 3.80—the lowest during 
that time being 2.75, and the 
highest 5.30. In getting this 
turnover we have not sacrificed 
business because of incomplete 
stocks. On the other hand, our 
orders, throughout the year, are 
filled very complete. 


Own Operations 


The most important factor is, 
I believe, the constant check 
we keep on stocks. Frequently 
a warehouse clerk, in filling an 
order, will mark an item short 
or report that it is not in stock. 
Such a report must be referred 
to the person who keeps the 
stock record on that item. If the 
record shows it is in stock, then 
every effort is made to locate it. 
In practically every case the 
merchandise is located, unless 
perhaps there has been an un- 
usual movement that day or the 
day before, resulting in a slip 
somewhere along the line. Right 
here it is well to state that I 
believe we do have men in our 
warehouse who are at least the 
average in accuracy, intelligence, 
etc. They are all loyal and our 
manpower turnover is compara- 
tively small. Our stock bins are 
uniform in size, all painted 
white. Stocks are well arranged 
and plainly marked. 

At the very beginning of our 
perpetual inventory system, we 
decided that, to be of any value, 
it had to be kept right—by men 
who understood our particular 
lines, who were accurate, in good 
health, dependable—men who 
could be depended upon to be on 
a job that had to be done every 
day, and done right. One of our 
men has been on the job twenty 
years; another eighteen years. 
While they of course have other 
duties’ to perform, the perpetual 
inventory comes first. 

As to the accuracy of per- 
petual inventory as compared 
with physical inventory, we 
have made tests and have proved 
to our satisfaction that records 
of stock taken from our stock 
books were more accurate and 
dependable, on long lines, than 
when taken by our men‘in the 
warehouse and not checked. 

Under the perpetual inventory 
system a great deal of time is 
saved in getting up buying rec- 
ords, for placing orders with the 
manufacturer. The buyer can 
have before him, within a few 
minutes after the record is 
cal'ed for—I am speaking of the 
average line—a complete and 
accurate record of the present 
stock, also a record of the sales 
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to date. All of this not only 
conserves the buyer’s time and 
energy, but also that of the man- 
ufacturer’s representative who 
oftentimes is waiting for the or- 
der, and of course the saving of 
time is equally as important to 
him and his company. 

To give you an idea of the 
time saved in getting up a buy- 
ing record on one of our longest 
lines—rivets, lag screws, plow 
bolts, elevator bolts, carriage 
and Machine bolts, and nuts of 
all kinds, in all approximately 
1500 items—it requires about 
three hours to get this record 
in shape for making up an or- 
der. In this record is shown our 
stock on hand, sales to date, as 
well as quarterly sales for the 
past three years. 

We also have available in 
our perpetual inventory records, 
quarterly sales of all items for 
the past 10 years. This, as you 
can see, is quite helpful in buy- 
ing or anticipating requirements 
on an advancing market, or when 
improved business conditions 
warrant forward buying, and 
likewise on a declining market 
or during a period of declining 
business. In other words, by 
having this information at hand, 
we are able to refer back to peri- 
ods when conditions were more 
or less parallel and be guided 
in buying by the movement of 
merchandise at that time. The 
result is that we have been able, 
over a period of a good many 
years, to very accurately con- 
trol our inventory by having our 
stock well balanced and low at 
times when it should be low and 
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likewise well balanced and high 
when it is advisable to have a 
heavy inventory. 

As stated above, most impor- 
tant of all is the check on the 
stock in our warehouse. While 
it is rather difficult to estimate 
the saving by having this check, 
still I believe it goes a long way 
toward paying the cost of keep- 
ing a perpetual inventory. 

We estimate the cost of oper- 
ating a perpetual inventory, for 
a house doing an annual] volume 


Another Answer 


By H. H. KIMBALL 


Barker, Rose & Kimball. 
Elmira, N. Y. 





at Wholesalers’ Tuesday 
Morning Session 


UR operations are perhaps 

a little different from the 
ones that were just reported. 
Before I tell you what our cost 
is, I am going to tell you just 
a little of how we operate. We 
have a general line of hard- 
ware, sporting goods, and fish- 
ing tackle. That constitutes be- 
tween 40,000 and 50,000 items. 
These items we carry on what 
we call the constant inventory 
book. It is a large book about 
fourteen by seventeen inches. 
That is where we carry our daily 
records. As the salesmen’s or- 
ders come through, they are 
taken off on this book, and when 


of $1,000,000 to $1,500,000 to be 
approximately $2,000 per year. 
This includes nothing else but 
recording the daily shipments 
and carrying the stock balance, 
which of course eliminates tak- 
ing a physical inventory every 
time a purchase is made, thus 
saving the time of doing that 
work, and avoiding interruption 
of the regular routine duties in 
the warehouse in taking the 
stock. 

Once a year, on September 30. 
we take a physical inventory, the 
count being checked and re- 
checked. Also important lines are 
associated with our perpetua) 
inventory. In taking our phys- 
ical inventory we cease all oper- 
ations, closing down for two 
days. Approximately 10 days 
are required from the time we 
start counting the stock until 
the inventory is in the hands of 
our auditors. This includes 
counting, checking and recheck- 
ing, copying inventory, verify- 
ing the copying, pricing, ex- 
tending, checking extensions, and 
general approval of the inven- 
tory. When this is done com- 
parison is made with the esti- 
mated book inventory, and there 
never has been a great varia- 
tion—in extreme cases not to 
exceed 114 per cent; and in the 
most favorable cases less than 
one-half of 1 per cent. 


merchandise comes in, it is 
added to the book. There are 
many benefits that we get from 
it. We find it works to a great 
deal of advantage on the long 
lines, such as_ paints, bolts. 
screws, and items of that kind 
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and also we derive benefit from 


_ it in the way of future orders. 


We carry all of our future or- 
ders on this book; also the can- 
cellations. From it we can tell 
immediately the merchandise we 
have in stock. For instance, if 
we have a long-distance call for 
an item such as sheet iron, we 
ean tel] the man immediately 


whether we have five bundles or 
twenty bundles. 

We have two operators, a 
senior and a junior. Our cost 
of operation is approximately 
$5,000. We haven’t any defin- 
ite figures on turnover, except- 
ing on our longer lines. We 
know it has increased our turn- 
over a great deal. 





Should Salesmen Receive Full Credit for Mail 


and Telephone Orders? 


The Expense of Mailing 
‘Invoices Same Day Orders Are Shipped? Can 


W holesalers Generally Operate on a Five-Day Week? 


Answer 
By W. H. TERSTEGGE 


Stratton & Terstegge Co., Inc.. 
Louisville, Ky. 





at Wholesalers’ Tuesday 
morning session 


GOOD many years ago our 
PRs csenh traveled like ] 
presume all salesmen did; they 
received credit for only the 
orders they received. We found 
that these men, being selfish or 
taking care of the first law of 
nature, self-preservation, wanted 
all the business they could get. 
They had their customers send 
orders to +the home, or they 
would give them stamped enve- 
lopes, have their wives forward 
them on with the least possible 
delay, so that the order would 
get into the house quickly. 
Many subterfuges were used to 
get that business into the house 
to make it appear as though the 
salesman took the order. Many 
times he had solicited the order. 
couldn’t get it the day he was 
there, and used one of these 
various means of getting the 
order into the house with his 
name on it. 

We watched that go on for a 
good many years, and approxi- 
mately twenty years ago decided 
it was the wrong way for a sales- 
man to work; that if he was 
plugging for the house, if it was 
the result of his call and his 
work, his talking the item, that 
he should be given credit for the 
order whether it was telephoned 
in or whether the customer 
mailed it in direct. We found, 
too, when the salesman did not 
get credit he was working only 
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for that salesman. He didn’t 
care a whole lot about whether 
we got the order or not; even 
though he was loyal to the house, 
he felt as if the house didn’t 


treat him right if he had worked 
on certain orders and didn’t get 
them personally. 

We felt as if the customer had 
a stronger tie with the salesman 
than he did with the house. We 
didn’t think that was good busi- 
ness. We changed that, as } 
say, a good many years ago. We 
have never regretted it, and we 
think we are still right. We 
believe very firmly a salesman 
should get credit for all orders 
coming out of his territory. We 
have wavered on that occasion- 
ally when we put a new man in, 
thinking that he lives off the 
good will of previous salesmen 
in the territory. You may be 
fooled for a month or two in 
making a change in a territory, 
which we have to make occasion- 
ally, but it doesn’t last longer 
than that. If your new man 
isn’t producing, you will soon 
find it out. 

There is another question, ex- 
pense of mailing invoices the 
same day orders are shipped. 
We don’t want the expense of 
mailing invoices the same day 
the order is shipped, and still we 
want to mail the invoices. The 
question, as I take it, is how to 
eliminate any extra expense and 
still have the invoice go out the 
same day. It isn’t possible to 
have all of your invoices go out 
the same day. We get close to 
90 or 95 per cent of our invoices 
out the same day without any 
additional expense. 

I don’t know what the ship- 
ping detail is in some of your 
houses, but in our house as soon 
as an order is checked in the 
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packing room as being O.K. but 
before it is packed, I mean when 
the individual items are checked 
as agreeing with the order, that 
order is immediately shot into 
the office through a pneumatic 
tube, and it is immediately 
typed, just as fast as they can 
get to it. The packing some- 
times, depending on the size of 
the order and the number of 
orders in the packing room, may 
take several hours. That order 
is typed by the time the goods 
are packed. We make out the 
bill of lading and the bill of 
lading comes into the office and 
is matched up with the invoice. 
In 90 or 95 per cent of our 
orders the invoice is typed, kept 
with the original order in the 
office, the bill of lading is 
matched with it, and immediate- 
ly put in the mail and goes out. 
Our mailing department stays 
about 15 minutes later than the 
balance of the office at night so 
as to get out everything that it 
is possible to bill in that day, 
and we get a mighty big propor- 
tion of the orders shipped out 
the same day. 

The fact that railroad deliver- 
ies must leave our warehouse 
approximately a half hour before 
we close helps us to get our 
orders out the same day. We 
have that additional time, of 
course, in the office in which to 
type up last-minute shipments, 
type up invoices and get the in- 
voices out that day. 

The last question is, “Can 
wholesalers generally operate on 
a five-day week?” 

You can’t say they cannot be- 
cause a good many of them are 
doing it. I don’t think that it 
is the right policy. We have big 
investments in our inventory, 
and, if you please, I think an 
equal investment (we call it that 
in our accounts receivable) in 
our billing, and we can talk 
about turning over inventory all 
we want, if we are able to get 
about a four or a four and a 
half time turnover I think we 
are doing excellently, but when 
you consider your entire invest- 
ment, consider your billing 
equipment and accounts, you will 
find you are doing a pretty good 
job if you turn that over twice. 

I believe that the fewer hours 
your place of business is open, 
the less business you are going 
to do and the smaller is going to 
be your turnover of your entire 
invested capital. What we are 
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going to do in the next year or 
two with only a 40-hour week 
two years from now, I don’t 
know. The drug stores in the 
smaller towns keep open 12 and 
14 hours a day. That is the only 
way they can make a go of it. 
They have got to stay open and 
do business to get their turn- 
over. We have salesmen some- 
times who do not travel on 
Saturday, and we don’t get as 
much business out of those terri- 
tories as we do out of the terri- 
tories where the men do work on 


Saturdays. I don’t see how a 
house can keep its business up 
by working only five days a 
week. Now, whether we have 
to by law I believe is beside the 
question right here today. If 
the law makes us close, like the 
rest of you, we will close, but 
with a great deal of reluctance, 
because I think our operating 
costs, such as taxes, depreciation, 
and the lack of volume to help 
you earn a profit in that extra 
half day on Saturday, will be a 
loss to all of us. 





What Advantages Are There in Handling Advertised 
Brands? 


Answer 
By WILLIAM C. GATES* 


Gates Hardware Co., 


Tulsa, Okla. 


at Wholesalers’ Tuesday 


morning session 


UST for discussion sake let 

us re-word this subject to 
read — “What advantages are 
there in selling advertised 
brands?” 

We welcome the opportunity 
to discuss this subject as we are 
100 per cent sold on the proposi- 
tion of selling advertised factory 
brand lines. You will notice I 
used the word selling rather 
than handling. It reminds me of 
the expression I have often 
heard in retail stores. A cus- 
tomer would ask, “Do you sell 
this screw driver?” and the re- 
ply, “No, we just keep them.” 

Our experiente with just as 


*In the absence of Mr. Gates this 
report was read by Secretary Fernley. 


good tools has been like the 
dealer, we just keep them. This 
experience was forcefully 
brought home to our buyer on a 
purchase of hack saw frames 
that he bought sometime ago. 
He thought he had made a won- 
derful buy—the depth of cut, the 
size, the quality of the handle 
and the nickel finish of the 
frame were equal to the adver- 
tised line we handled and the 
price much lower. We sampled 
our men and tried to put them 
over. Our salesmen had only 
fair success in selling them on 
their first trip around and no re- 
peat orders. We still have a few 
left. 

At this point I want to quality 
my remarks by saying that I 
speak for a small 100 per cent 
wholesale house. As we see it the 
duties of a wholesaler are: 


lst. Maintain an adequate 
stock of salable merchandise. 

2nd. With honest and intelli- 
gent salesmen (not high pres- 
sure), solicit business in your 
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own trade territory at suggested 
factory or fair prices. 

8rd. Be cooperative with your 
customers and your source of 
supply with the thought that the 
best plan of distribution is 


Manufacturer 
Wholesaler 
Dealer 
Consumer 


and no chain is stronger than its 
weakest link. 

We mentioned salable mer- 
chandise and suggested manu- 
facturer resale prices. We con- 
tend factory advertised goods 
are the most readily sold by the 
wholesaler and retailer. We, as 
small wholesalers, welcome fac- 
tory suggested resale prices. Our 
salesmen encounter no difficul- 
ties where they can point out to 
their customers that an adequate 
profit has been reserved for 
them—-and that the advertised 
factory line has consumers pref- 
erence. 

If a wholesaler does not choose 
to push advertised factory brand 
lines, two courses are open to 
him. He can build up a private 
brand, or he can buy unadver- 
tised just as good lines. Always 
the assumption is that he can 
underbuy the competition han- 
dling advertised factory lines 
and thereby have lower prices 
for the merchant. We maintain 
that the average salesmen for a 
wholesale hardware concern 
stocking 20,000 or more items 
has to be a jack-of-all-trades and 
master of none. In other words, 
he cannot be a specialist in the 
true sense of the word. He can- 
not put special emphasis on just 
as good lines and make his allot- 
ted number of calls per day. To- 
day the busy retail merchant 
cannot spend too much time with 
the jobbers’ salesmen. 

The average retail hardware 
merchant is a faithful reader of 
the leading trade magazines in 
which national] manufacturers 
advertise. 

Jobbers pushing private 
brands and unadvertised lines do 
not reap the benefit of this effec- 
tive advertising. 

The promotion campaigns and 
missionary work of special fac- 
tory men as sponsored by the 
makers of national advertised 
brands is of untold value to their 
loyal jobbers. 

In closing, we believe we have 
saved the best reason for han- 
dling factory advertised lines un- 
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til the last. It can be expressed 
in the one word, cooperation. 
The jobber is the connecting link 
between the manufacturer and 
the dealer. If it is the plan of 
the manufacturer to distribute 
exclusively through the whole- 


saler, after spending much 
money over a period of years 
making his good name known to 
the consuming public, surely the 
manufacturer will cooperate 
with his wholesaler to the fullest 
extent. 





What Effect Does Price-Cutting Have on Both the 
Seller and the Buyer? 


Answer 
By C. McD. ENGLAND 


Logan Hardware & Supply Co.. 
Logan, W. Va. 





at Wholesalers’ Tuesday 
morning session 


Nour particular _ section, 

which is in the coal fields of 
West Virginia, with some man- 
ufacturing, the large portion of 
our merchandise is sold to pur- 
chasing agents on request to the 
purchaser, to the people from 
whom they purchase, for quota- 
tions. 

A short time ago we were re- 
quested, together with five or 
six other firms, to quote on some 
special high pressure valves, fit- 
tings, and a few other things. 
for a company. Five concerns 
quoted. Most of the merchan- 
dise was not carried regularly in 
anybody’s stock, but had to be 
shipped from the factory. A 
definite price set-up was given 
by the factory, a definite sales 
policy, or the amount of profit 
which they were to make. A few 
days after the quotations had 
gone to the purchasing agent of 





Cc. McD. ENGLAND 


the company, one of the sales- 
men for one of these companies 
happened by on his regular trip 
and dropped in and said: “Sam. 
how about that quotation I made 
you the other day?” It was 
something like $1,900. The pur- 
chasing agent got to fumbling 
over his desk amongst some 
papers and he said: “Bill, there 
is one fellow that is 5 per cent 
lower.” The fellow said: “We 
need the order; they can’t do 
that to me. You can just take 
another 5 per cent off his price.” 
and he gave him the order. 

Our salesman went around in 
a few days and inquired about 
the order, and he said: “No, you 
are too high,” and he told him 
this story. He said: “The fellow 
that got the order was 5 per cent 
low in the first place, and then 
he cut his price 5 per cent more.” 

There is your price-cutting. 
men, and it grows and grows 
and grows. That is an actual 
occurrence. 

Last Friday I checked up on 
a quotation made to a company 
on 4600 pounds of one item. 
The total cost of that weight 
was $228.12. In the same quota- 
tion there was 1500 pounds of 
another item, the total cost of 
which was $605. I had phoned 
the manager of this company 
and told him that we were quot- 
ing, and if we were in line, we 
would like to have the business. 
He instructed his purchasing 
agent to buy it from us if we 
were in line. The purchasing 
agent talled us on the phone and 
said: “You are all right on the 
1500 pound item, but you are too 
high on the 4600.” 

I said: “How much too high?” 

He gave me his figures. Here 
they are. Now, here is the cost 
and here is what our competitor 
quoted: The cost on one item 
was $5.37, net, delivered to our 
stock. This fellow was 15 miles 
over a mountain, and we would 
have had to haul the merchan- 
dise to him. He was quoted 
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$5.48, or 11 cents a hundred. 
The next item he quoted the 
same, and got down to the third 
item and the cost was $4.02, and 
he added $4.33. In that he just 
about doubled what he had be- 
fore. The total profit, according 
to our cost, on the 4600 pounds 
was $7.06. I said to him: “Tom, 
can’t you give us that 1500 
pounds and let the other fellow 
have the other?” 

He said: “Do you want it?” 

{ said: “Yes.” 

So we took the profitable item 
and let the other fellow take the 
unprofitable one. 

Last week I received an order 
for 12 dozen %-in. No. 1 square 
hang drill bits listed at $1.40 
apiece. On the order was a dis- 
count of 40 per cent. On the 
12 dozen bits, $102.33, there was 
a profit of $8.64. I called the 
purchaser on the phone, and J] 
said: “Listen, didn’t you make a 
mistake? Shouldn’t that have 
been 30 off instead of 40?” 

He said: “That is the reason 
you haven’t been getting that 
business from me for some time; 
{[ am buying at 40 off.” 

I said: “We don’t want the 
business.” 

A well-known line of files, 40, 
124%, and 10 off, and other 
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Left to right: 1—Hobart M. Thomas, N.R.H.A. director; Rivers Peterson 
N.R.H.A. managing director, and Veach C. Redd, N.R.H.A. president. 2— 
Howard Mull, Warren Tool Co., and C. L. Butts, The Wood Shovel & Too! 
Co. 3—D. A. Merriman, Chicago, and R. M. Miller, Railey-Milam Hdwe. Co 
4—John F. Gunn, Gunn-Alkon, Inc.; H. A. Vaughan, Vaughan & Bushnell 
Mfg. Co.; Ike Alkon, Gunn-Alkon, Inc.; Edward C. Howe, Vaughan & Bushnell 
Mfg. Co. 5—O. H. Mann, Higginbotham-Pearlstone Hdwe. Co.; John K. Under- 
wood, Tennessee Coal, Iron & Railroad Co., and John W. Sheffield, Sheffield 
Co. 6—Mrs. Ruth Walther, Stanley Crow Repellent Co., and L. W. Young, The 
Stanley Works. 7—M. V. Hodapp and W. H. Terstegge, Stratton & Terstegge 
Co. 8—L. B. Pinkston, Wyeth Hdwe. Mfg. Co.; Herb Megram, Starline, Inc. 
Mrs. William R. Patterson, Mrs. H. B. Megram, Mrs. Edward J. Pritzlaff, E. F 
Pritzlaff, John Pritzlaff Hdwe. Co. and W. M. Patterson, manufacturers’ agent, 
Memphis, Tenn. 9—G. A. Fish, Clover Mfg. Co. 10—C. H. H. Weikel, Beth- 
lehem Steel Co. 11—A. T. Fish, A. J. Lindemann & Hoverson Co. 12—William 
M. Stout, American Hdwe. Supply Co., and William H. Baldwin, Warwood 
Tool Co. 13—William E. Cross, Clemson Bros., Inc., and Mrs. Cross. 14— 
K. W. Atkins, E. C. Atkins & Co., and Mrs. Atkins. 15—Jacob Disston, Jr., Henry 
Disston & Sons, Inc. 16—Charles R. Bottorff,*Belknap Hdwe. & Mfg. Co. 17 
—Dan Hope, Galloway-James Co. 18—P. F. King, The Stanley Works. 19— 
Adolph Machetto and Don C. Marsh, The Malin Co., and Edward E. Schad, 
Henry Keidel & Co. 20—J. Frank Miller, Bigelow & Dowse Co. 21—J. V 
Honneycutt and K. L. Griffith, Bethlehem Steel Co. 22—E. W. Hardin, Amarille 
Hdwe. Co. 23—A. H. Deveney. 





people are taking the business. “ves.” 
I called this man the next day, “You often send us orders 
and here are the questions and with no price and depend on us 


answers that we had in the con- to give you the correct price.” 
versation: “Yes, I have some confidence 
“What is your attitude to in your firm.” 


price cutters and the firms that “Do you send open orders to 


cut prices?” 

“We are not supposed to know 
anything about price cutting. 
We buy on quotation. If a man 
is lower on the same commodity, 
why we give him the order.” 

“You know, though, that price 
cutting is being done.” 


the price-cutting firms?” 

“Hell, no, they gyp me.” 

In fact, his answer was: “We 
only buy from those price-cut- 
ting firms when they are low. 
We wouldn’t send them any busi- 
ness at all if they weren’t low.” 

T said: “Now, listen to me. 
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You are buying a lot of mer- 
chandise on cut prices that we 
have been selling you hereto- 
fore.” I mentioned four or five 
items. One of them was jacks. 
Another was the drill bits that 
I mentioned. I said: “We have 
been enjoying that business 
from your concern for a number 
of years. You send it to us on 
open order.” 

He said: “Yes, I did until I 
had a letter from one of our com- 
petitors saying that we haven’t 
been getting this class of busi- 
ness from him. If you will just 
put on your requisition 5 per 
cent cheaper than you are buy- 


ing from the other fellow, we 
will fill the order, and that has 
been going on for nearly a year.” 

Now, men, as long as we cut 
prices and allow our salesmen to 
cut prices with the overhead that 
we have facing us today, the 
hardware and supplier is not 
going to be able to spend his 
money coming to conventions. I 
have been expecting one firm of 
these price cutters to go broke 
for ten years. I looked at his 
financial statement last year and 
here was the result: He owed for 
merchandise what his inventory 
amounted to. Some manufac- 
turers ought to sell that fellow 
more goods. 


What Are the Most Effective Methods of Training 
Salesmen? 


Answer 
By A. H. NICHOLS 


Buhl Sons Co., 
Detroit, Mich. 





at Wholesalers’ Tuesday 
morning session 


THINK we all agree on one 

point, and that is that the 
success of any business depends 
very largely upon salesmen and 
that the customer judges the firm 
very largely by the actions and 
the character and the manhood 
of the salesmen that we have to 
represent us. So you can see that 
the subject of the best method of 
training salesmen is a very large 
subject and cannot be covered in 
a short discussion. 

I believe that the best method 
to develop a salesman is in the 
experience that he gets in your 
own firm, starting at the bottom 
and working his way up. You 
know our early teachings are al- 
ways the most impressive, and a 
salesman who has spent his life 
with you is unhampered by any 
previous teachings. He has con- 
fidence in your merchandise and 
he knows your policy. Any sales- 
man to be successful must culti- 
vate into his system the policy of 
the house he represents. 

I believe that a great many 
salesmen have failed because 
they have the wrong conception 
of the life of a traveling sales- 
man. I think many salesmen that 
have failed would not have failed 
had the sales manager given him 
better instructions and sent him 
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A. H. NICHOLS 


Buhl Sons Co. 
N.W.H.A. Advisory Board 


out better prepared to meet the 
obstacles that he has to meet 
each day. 

The young man starting out 
has, as a general thing, a con- 
ception of selling as an easy 
matter, and it is a mistake, in 
my judgment, for any sales man- 
ager to allow a salesman to start 





Boardwalk Photos 


The boardwalk photos appearing in 
this issue were taken for HARD- 
WARE AGE by Fred Hess & Son, 
166 South Virginia Ave., Atlantic 
City, N. J. Prints are available from 
Hess at three for $1.00. Order by 
photo and page number as shown. 





out on his initial trip with that 
impression in mind. I think he 
should give the salesman full in- 
structions, have him recognize 
the fact that when he leaves the 
office he is leaving his best 
friends behind, that he has no 
one by his side to advise him, no 
executive near him to instruct 
him. He is going out into what is 
to him a new world, and his suc- 
cess depends upon his ability to 
make new friends and hold them 
as well as to keep the esteem and 
respect of his old friends. He 
must be made to understand that 
if he meets with success he must 
do twice as much physical work 
and ten times as much mental 
work as he has been in the habit 
of doing in the past, that while 
his firm is at all times the um- 
pire and the only arbitrator, yet 
his firm has placed that faith in 
him that they have practically 
made him the general manager 
in the territory which has been 
assigned to him. 

He should be thoroughly im- 
pressed with the fact that his 
territory is a field of his oppor- 
tunities, that his ambition is his 
guide, that he is the only cus- 
todian of his destiny, that he may 
for a time at least demoralize the 
market, but if he has the neces- 
sary intestinal fortitude, he can 
rake for himself and his firm the 
profit that rightly belongs to 
them. 

He must be able to draw a very 
clear distinction between what 
the buyer pretends to be think- 
ing and what he is actually 
thinking. He must at all times 
be on the alert and he must real- 
ize the fact that to condemn his 
firm or speak ill of any individual 
connected with the firm is a 
stepping stone to failure, and 
when he does meet with disap- 
pointments, if he lays that disap- 
pointment to others and if he 
thinks that others are to blame 
for his failure and figures that 
the greener pasture is in the 
other field, it is then time for 
him to take an honest inventory 
of the reflection he sees in the 
mirror, to close out all of the 
dead stock, the unsalable goods 
that he has been carrying, and 
fill that space up with construc- 
tive imagination and go out with 
new vigor, faith in himself and 
confidence in his firm, but above 
all, he must be honest, for no lie 
thrives. He must be honest with 
himself, honest with his custom- 
ers, and honest with his firm. 
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W. W. Conde Hdwe. Co. 


Does the Sales Manager Have a Monthly or Quarterly 
_ Report of Sales, by Customers, for Each Territory 


and What Use Does He Make of Such Information? 


Answer 


By GEO. W. ANDERSON 
4merican Wholesale Hardware 
Co., 

Long Beach, Cal. 





at Wholesalers’ Tuesday 


morning session 


WO years ago when we were 

in the throes of despair and 
serving a way out through re- 
organization or some method, we 
investigated the possibilities of 
running our ledgers by routes or 
by salesmen rather than alpha- 
betically. We had eight or ten 
divisions in the ledgers. We 
finally installed a method such 
as the dairy people and some 
grocery houses that have routes. 
We run our books by territories 
and routes rather than alpha- 
betically. Of course under each 
territory route you do have an 
alphabetical listing. Through 
that method, at the end of the 
month the total sales of any 
salesman and also his total ac- 
counts and the names of his ac- 
counts and the amount sold each 
automatically come up. 

We found with up to, say, 15 
salesmen that that was a very 
advantageous way of handling 
our books, and we have continued 
that now for four years, and we 





GEO. W. ANDERSON 


believe it has shown us economy. 
That sounds a little bit involved 
to some of you men, I know, and 
some of you are wondering if 
there is not too much handling 
and too much expense, but if you 
will take your charge and fo'low 
it clear through until it is filed, 
I believe that this method will 
save one operation, at least, and 
possibly two, in the handling of 
those daily charges. 


I am sure that it might not 
fit in at all with certain large 
organizations, but in working it 
out, we found that we saved, 
over the operations which we 
were doing at the time, two op- 
erations in the final handling of 
the charge until it got into our 
final files. We file also by sales- 
men. You might think there 
would be some confusion, but the 
people in the office handling 
these charges daily know what 
salesman’s account it is and they 
learn that just as easily and na- 
turally as can be, and the out- 
side people that butt into the 
office that want to look over 
charges, and so forth, can’t find 
things so easily and they have 
to get some help, and that is a 
very good thing and a very good 
check because in a small outfit, 
we run things rather informally, 
and too many fellows nose 
around and go into everything 
in the house. It helped us answer 
a problem or two of our own that 
way. 

At the end of the month when 
we draw these statements off 
which we send to our customers, 
we automatically also take out 
any statement which we have 
headed up on which there is no 
activity, and that goes to our 
sales manager. We also have this 
list automatically for our credit 
department, because we tie the 
two things in together. While our 
saiesmen are not credit men, 
they do assist a great deal in our 
territory in credit'relations with 
the customers and help a great 
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deal in the selection of accounts. 

The credit man has automatic- 
ally to discuss with the salesman 
a total list of that salesman’s 
accounts, and the sales manager 
has a total list of that salesman’s 
accounts, and in breaking down 
the sales, which we do at the end 
of the month, showing the bot- 
tom or the top of the statement, 
the sales manager can easily see 
what the sales for that month 
were. There is only one place 
where that doesn’t come out 
clear, you might say, and that is 
on datings, and you automatic- 
ally have to project the datings 
into the month in which they 
fall due, naturally, from the 
standpoint of payment, but we 
carry in our general report a 
separate dating column in which 
we put all datings, but ordinarily 
the sales for that month auto- 
matically are shown in that cur- 
rent column. 

The sales manager has an op- 
portunity to sit down with the 
salesman with every salesman’s 
account before him without 
going clear through the ledger 
and making it up. You can do 
it easily the other way, probably. 
too, that is, you can run through 
your ledger and get your ac- 
counts, but this way it auto- 
matically is done, and he can sit 
down with the salesman and 
check over a hundred accounts, 
or whatever number the sales- 
man has—ours probably aver- 
age from 100 to 125 accounts to 
the salesman—and see what 
their purchases were that month, 
can find out why they have de- 
creased, or the reason for an in- 
crease. I believe it keeps before 
the salesman the record of his 
sales to each individual account 
in a clearer way than we could 
get otherwise without more 
work than we do under the pres- 
ent arrangement. 

If a sales manager doesn’t use 
this, that is the fault of the sales 
manager or of the house because 
the information is before him 
every month. It comes up auto- 
matically without any increase 
in work as far as we can see, and 
{ believe it has enabled us to get 
closer control over our salesmen. 
‘ to watch closer the accounts 
which are dwindling and which 
get away from you, and of 
course that is the most expensive 
thing inthe world, to build up 
an account and let it dwindle 
and get away from you, because 
you have paid for that account 
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vnce, and you had better keep it 
on your books, and it gives the 
salesman a check himself which 
he can use monthly to see where 
he is standing with his trade. 
Sometimes the salesman kids 
himself into thinking he is 
doing a lot of business with the 
house, and maybe he is only get- 
ting the tag ends, but if he has 
monthly this record such as I am 
speaking of. he himself knows 


where he stands from the stand- 
point of dollars and cents, and ] 
believe this method works out 
more satisfactorily with us than 
the old type, and gives us a lot 
of information monthly that we 
otherwise were very careless in 
getting, and we sometimes didn’t 
spend the money necessary to 
get it in such form that the sales 
manager and the credit depart- 
ment could use it. 





To What Extent Should the Wholesaler Render 
Service to the Retailer? 


Answer 


By PAUL M. MULLIKEN 


Simmons Hardware Co.. 
St. Louis, Mo. 


at Wholesalers’ Tuesday 
morning session 


THOROUGH knowledge of 
the kinds of competition 
controlling the independent re- 
tailer is essential before any an- 
swer to our question can be 
formulated. Basically there are 
three types or kinds of com- 
petition which face the dealer, 
although they may arise from a 
single source. These are (1) 
price; (2) sales promotion meth- 
ods; (3) cost of doing business. 
Obviously, the dealer should 
depend exclusively upon his 
wholesaler for the answer to the 
first of these competitive prob- 
lems. Until within the past few 
years, a large number of jobbers 
seemingly preferred to ignore 
this paramount problem, forcing 
the more alert and aggressive 
dealers to seek relief through the 
pooling of purchases and the ulti- 
mate formation of direct buying 
groups. 
During the past year, a survey 
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was made by a competent and 
unbiased agency of all the retail 
hardware dealers located in a 
certain Mid Western state. In 
round numbers, there were 600 
dealers who were financially 
sound and independent. Of this 
number, half of them (or 300) 
had already affiliated with some 
direct buying group, allegedly 
for the purpose of enabling them 
to more profitably meet their 





Hardware Age Special 


On the opposite page are some 
uf the folks who came to Atlantic 
City Convention via the Hard- 
ware Age Special, a_ special 
through train of the Pennsyl- 
vania Railroad. The photo at 
the bottom was taken at Cleve- 
land, Ohio. The other pictures 
were taken at Chicago, Ill. Each 
year this special train, spon- 
sored by this publication, becomes 
more popular. The N.W.H.A. ex- 
pressed its appreciation in a 


special resolution yiven here 
with: 

“RESOLVED, That we ex- 
press our appreciation for the 
publicity the trade papers have 
given our convention and to 
HARDWARE AGE for sponsor- 
ing the special train from Chi- 
cago to Atlantic City, which 
added so much to the pleasure 
of those attending from the 
West.” 

—National Wholesale Hardware As- 
sociation, Atlantic City, N. J.. Oct. 

20, 1938. 
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competition. This trend has been 
definitely growing during the 
past decade, with little evidence 
of concerted effort by wholesalers 
to correct the motivating causes. 

It has always been true that 
no one can solve any problem 
until after he has secured all of 
the facts pertaining to that prob- 
lem. If dealers consider price 
competition to be of the greatest 
importance, then before we can 
be of real service to our trade in 
effecting a solution, it becomes 
necessary that we make an inten- 
sive survey to secure all the 
essential facts. 

The company with which I am 
privileged to be associated, de- 
siring to know just what the real 
conditions are, began three years 
ago to shop the retail syndicate 
stores which were selling hard- 
ware, housewares and other kin- 
dred lines. Today, our buyers 
have the true facts on several 
thousand items. They know the 
retail price being quoted on mer- 
chandise which is either identical 
with or comparable to that which 
we are supplying to our custom- 
ers, With this information, our 


buyers can intelligently go to the - 


manufacturers and secure mate- 
rial assistance for all factors 
concerned. 

This really is not such a monu- 
mental task as it may seem, yet 
those who have undertaken the 
job fully realize the importance 
and know that the results secured 
fully justify the expenditures of 
time and money, many times 
over. It comprises a form of 
most helpful service which no 
other agency can perform as ef- 
fectively or as economically as 
can the wholesaler. Our experi- 
ences prompt me to sincerely 
recommend this policy and prac- 
tice to every wholesaler who may 
be genuinely interested in the 
continued success of his custom- 
ers, the independent retailers. 

The second form of competi- 
tion which has been ravaging our 
system of distribution with tell- 
ing effect during the past two 
decades is our failure to utilize 
the known sales promotion meth- 
ods so successfully employed by 
the mass distributors. Many re- 
tailers hesitate to modernize 
their methods of doing business 
and not enough wholesalers have 
encouraged them, either through 
admonition or actual assistance. 
We know that today Mrs. Con- 
sumer wants to spend her money 


(Continued on page 186) 
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Are We Justified in Supporting Anti-Chain Store 
Legislation? 


Answer 


By WM. GEO. STELTZ 


Supplee-Biddle Hardware Co.. 
Philadelphia, Pa. 





at Wholesalers’ Wednesday 


morning session 


NSTEAD of answering this 

question directly, and it cer- 
tainly is not one that can be an- 
swered yes or no, I am going to 
ask a few questions. 

Have the chain stores taken 
unfair advantages of their mass 
buying power to the detriment 
of manufacturers and indepen- 
dent retailers? 

Is our present capitalistic- 
profit system benefited by the 
growth of the chain store system 
or would the country, as a whole 
be in a better condition if we had 
thousands of independent mer- 
chants, capitalists in their own 
right, in place of employees of a 
chain system? 

Do we believe in taxation as a 
means for exterminating unde- 
sirable competitors ? 

Is using the taxing power the 
only method by which the chairs 
can be forced to conduct their 
operations along fair and ethical 
lines? 

Is it not our duty as whole- 
salers to support and strengthen 
the position of our customers, 
the independent retailers? 

If the chain stores are ex- 
terminated by tax laws, will 
they be succeeded by some other 
similar form, of distributing 
agency? For instance, by the 
leasing of stores to their man- 
agers, as has already occurred 
in connection with gas stations, 
by consumer cooperatives sup- 
plied with merchandise by the 
present chain warehouses? 

These are a few of the ques- 
tions which have occurred to me. 
Needless to say I am a firm be- 
liever in the economic position 
of the wholesaler-retailer sys- 
tem of distribution. I regard the 
independent retailer as the back- 
bone of our country. I recog- 
nize chains have been most un- 
fair in their buying and selling 
methods. If the independent mer- 
chant is to compete with the 
chain in the competitive race, the 





WM. GEO. STELTZ 


independent merchant should not 
be handicapped, but should be 
on an equal footing. 

So, to sum up, gentlemen, it 
is the duty of each and every 
one of us to do all we can to 
protect our customers, the inde- 
pendent merchants of the coun- 
try, against the unfair and un- 
just competition of chain stores 
and at the same time not to es- 
tablish any principles or prece- 
dents which are likely to have 
an adverse effect upon the entire 
business structure of the coun- 
try. Most certainly the chains 
must be regulated. They have 
proven in the last twenty years 
that not only has their develop- 
ment had an adverse effect upon 
independent merchants, but also 
uron the communities in which 
the chains are located. I do not 
think that any one can deny the 
fact that chain stores do not 
support local enterprises, local 
charities and other businesses in 
the communities in which they 
are located. 

Such legislation as enacted, 
however, must be carefully con- 
sidered as we do not wish to be 
in any way responsible for any 
legislation which will restrict 
and retard American business as 
a whole. 
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Answer 


By LEWIS H. BRONSON 


The Bronson & Townsend Co., 
New Haven, Conn.., 





at Wholesalers’ Wednesday 


morning session 
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SEE no way to intelligently 

appraise the importance of 
turnover unless we can make 
turnover a definite expense. We 
finally worked out a plan in 
our business to determine the 
cost of turnover by asking our- 
selves first this question: What 
expenses would be eliminated if 
we had perfect turnover? Of 
course, the next question comes 
up, “What do you mean by a 
perfect turnover?” 

I suggest this as a theory: 
The possibility that all mer- 
chandise might come in to a 
wholesaler in the morning and 
all of it be shipped in the after- 
noon—a theory, yes. What ex- 
penses of the business would 
be eliminated if this were done? 
Certainly you would need no 
warehouse or warehouse upkeep 
or warehouse equipment, and 
there would be no warehouse 
depreciation. In a great many 
businesses the capital account 
would be largely eliminated, for 
in these days more and more we 
find our customers with a little 
help from us will pay us ap- 
proximately the same terms that 
we pay the manufacturer. I 
figured in our particular busi- 
ness that a perfect turnover 
would eliminate all but fifteen 
per cent of our capital. We 
would need as physical equip- 
ment an office, a fireproof ship- 
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ping platform, covered of course, 
but no fire insurance except to 
cover the office, and our own 
knowledge of your business will 
tell you the other things that 
you will eliminate in your busi- 
ness if you have a perfect turn- 
over. 

To bring it down to the con- 
crete, the items that we charge 
against turnover amounted to 
3.98 in the last figures we drew 
up. This would mean that if we 
could have a perfect turnover, 
we could eliminate nine-tenths of 
that 3.98 cost. As, of course, we 
can’t have a perfect turnover, 
it is fair to assume that 3.98 or 
similar figures in your case, are 


the average costs against an 
average turnover. With that 
much information, it would seem 
possible to us after determin- 
ing that our average turnover 
might be 5.24, say, that at a 5.24 
turnover we had a turnover cost 
of 3.98, and a litle figuring, not 
very complex figuring, would de- 
velop the turnover cost for a 
1, 2, 3, 4, up to 8 or 9 turnover 
that you may have on some 
goods. 

That is the way we figure it, 
and we charge against each line 
a turnover cost based on an 
average of 3.98 and set to a 
scale as against the 5.24, say, 
that the 3.98 represents. In this 
way we get a practical turnover 
cost for use in cost studies. 


Another Answer 
By W. N. DIXSON 


Brown-Rogers-Dixson Co. 
Winston-Salem, N. C. 





at Wholesalers’ Wednesday 
morning session 


URNOVER determines the 

difference between profit 
and loss, all things else being 
equal, and for the purpose of 
illustrating my point, I am natu- 
rally assuming that a legitimate 
mark up to take care of over- 
head and a fair profit will be 
exercised. 

Turnover is not only impor- 
tant for merchandise inventory, 
but also for accounts receiva- 
ble, capital invested and em- 
ployees. 

My few brief remarks will be 
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directed to the turnover of 
merchandise inventory only. 

That is the number of times 
average inventory turns annual- 
ly. To arrive at this you divide 
the net sales at cost by the aver- 
age inventory at cost. 

In referring to the overhead 
expense report recently issued 
by the Research Bureau of this 
association, you will find that 
the average turnover for the re- 
porting members covering the 
past 23 years for the whole 
United States shows the lowest 
average of 2.52 in 1932 to 3.64 
in 1936. 

How does turnover affect 
your profit and loss statement? 

To illustrate I am going to 
use a few figures taken from 
this report. 

By referring to the report you 
will find that out of a total of 
139 houses reporting: 

Twenty-six were in Class A 
with a volume of less than 
five hundred thqusand. 

Forty-seven were in Class B 
with a volume of one-half to one 
million dollars. 

Forty-three were in Class C 
with a volume of one to three 
million dollars. 

.Twenty-three were in Class D 
with a volume of three million 
dollars and over. 

For the purpose of illustra- 
tion then, let us assume that 
the average volume of all 
houses reporting would be one 
million dollars and use that 
figure. 

You will also find by refer- 
ring to this report that the low- 
est turnover reported by an in- 
dividual member for the vear 
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1937 was 1.34 times, and the 
highest turnover reported by an 
individual member for the same 
year was 9.25 times and the 
average for all members report- 
ing for 1937 was 3.41 times. 

Without any reflection what- 
ever on any of these members, 
because we do not know who 
they are, I have for obvious rea- 
sons chosen these three figures 
to use for illustrative purposes 
because they serve my purpose 
satisfactorily. 

We will refer to the house 
with the average turnover of 
3.41 as Member A. The house 
with the turnover of 1.34 as 
Member B. The house with the 
turnover of 9.25 as Member C. 

We are assuming that each of 
these three members did a vol- 
ume of $1,000,000. Let us also 
assume that each had a total ex- 
pense of 18.46 per cent, which 
was the average reported for 
the year 1937 for all houses, and 
we will also assume that the net 
profit of each was 3.52 per cent, 
which was the average reported 
for the same year by all houses. 

Using the above figures, they 
would each have a cost of sales 
of $780,200. 

Member A with a turnover of 
3.41 times would have an inven- 
tory of $228,797. Member B 
with a turnover of 1.34 times 
would have an inventory of 
$582,238. Member C with a 
turnover of 9.25 would have an 
inventory of only $84,345 and 
each of them would have a net 
profit of $35,200, that is assum- 





ing, of course, that mark up and 
expenses would take care of the 
difference reflected in turnover. 

Now here is the point I want 
to illustrate. 

Let us use Member “A” with 
a turnover of 3.41 for compari- 
son first, using the million dol- 
lar volume and other figures 
mentioned above. 

His inventory was $228,797 
based on the 3.41 turns. How- 
ever, if he had only turned 
his merchandise 1.34. times, 
which is the number of turms 
Member B made, his volume 
would have only been $392,961 
in place of one million dollars. 
However, if on the other hand, 
he had turned his inventory 
9.25, which was the number of 
turns made by Member C, on his 
inventory of $228,797, his vol- 
ume would have been $2,712,- 
609 in place of one million. You 
will, therefore, note that there 
was a possibility on this one in- 
ventory of $228,797 of a differ 
ence in sales of $2,320,248. 

Now let us compare Member 
“B.” Member B had an inven- 
tory of $582,238 and a turnover 
of 1.34 times and a volume of 
one million dollars. If Member 
B had turned his inventory 3.41 
times, same as Member A, he 
would have had a volume of $2,- 
544,771 instead of one million 
dollars. Or if he had turned it 
9.25 times, same as Member C, 
he would have had a volume of 
$6,902,985, instead of one mil- 
lion dollars, which would have 
meant an increase of almost six 
million dollars. 





Now let us compare Member 
“C.” Member C would have had 
an inventory of $84,345 with a 
9.25 turnover and a volume of 
one million dollars. However, 
if he had only gotten the 3.41 
turns, same as Member A, his 
volume would have been only 
$368,648, instead of one million 
dollars, and if he had only got- 
ten 1.34 turns, same as Member 
B, his volume would have only 
been $144,864 instead of one 
million dollars. 

Based on the above figures, 
Member “C” would have made a 
net profit of $5,099 on his low 
volume and Member “B” would 
have made a net profit of $242,- 
985 on his highest volume. A 
difference of $237,886. 

Aside from the enormous dif- 
ference in the profit resulting 
from increase turnover, stock is 
kept fresh and clean. There is 
less loss from declining mar- 
kets. Less money tied up in in- 
ventory. Less fire insurance, 
less storage, etc. 

There are only two things 
that can be done to increase 
turnover. First, increase sales. 
Second, decrease inventory. 

Without any reflection what- 
ever, I will now use a very mod- 
ern political term and say, first 
purge your inventory of unde- 
sirables (it did not work so well 
in the recent primaries but it 
will work on your inventory). 

Get rid of shelf warmers and 
slow turning merchandise first 
and then control your inventory 
through proper purchases. 
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From left to gight: 1.—W. W. Krause, Roger D. Edwards and M. M. Sawyer, Atlas Tack Corp. 2—J. T. Barclay, A 














U. Steenrod and’ E. A. Tanner, Milcor Steel Co.;; M. S. George, Inland Steel Co., and M. A. Follansbee, Follansbee 
Bros. Co. 3—D. J. Crimmins and C. D. Shropshire, Edwin H. Fitler Co., and John S. Tomajan, Washburn Co. 4—Mrs. 
Robert G. Patterson and Mrs. J. F. Donahue, Mrs. A..F. Larson and Mrs. George Case. 5—Mr. and Mrs. F. Connell and 
Mr. and Mrs. John May, American Steel & Wire Co. 6—Dan R. Northrup, The Henry G. Thompson & Son Co.; H. E. 
Jungquist, Percival Steel & Supply Co.; Mrs. Badham and B. J. Badham, Hoffman Hdwe. Co. 7—L. M. Knouse, The 
Stanley Works, and G. H. Story, Stanley Tools. ‘8—E. R. Metcalf and W. M. Parker, Columbian Rope Co. 9—E. L. 
Meadowcroft, Slaymaker Lock Co., and Mrs. Méadowcroft 10—John Connors, Jr., and G. J. Marshall, Mansfield Tire 
& Rubber Co. 11—E. D. Jones, The Yale & Towne Mfg. Co., and Lewis Schreiner, Mutual Hdwe. Corp. 12—George 
Davis, Col. W. F. Siegmund, Western Cartridge Co.; J. C. Calhoun, Winchester Repeating Arms Co., and Charles H. 
Hopkins, Western Cartridge Co. 13—E. G. Shogren, The Stambough Thompson Co., and Mathew Herzog, Herzog 
Supply Co., Inc. 14—Charles G. Ralph, Burhans & Black, Inc., and Earl S. Roe, J. M. Warren & Co. 15—Floyd Trader, 
F. H. Karutz, Charles Leinback and William George Steltz, Supplee-Biddle Hdwe. Co. 16—Paul Dillon, Northwestern 
Steel & Wire Co.; I. W. Dobyns, Belknap Hdwe. & Mfg. Co., and A. E. Alverson, Greenlee Tool Co. 17—Isaac Black 
and W. C. Hebbersett, Russell & Erwin Mfg. Co. 18—M. J. Rainey and F. O. Lincoln, Morse Twist Drill & Machine Co. 
19—Elmer J. Murray and Mark J. Lacey, Peck, Stow & Wilcox Co. 20—J. S. Wainwright and R. K. Houston, Mansfield 
Tire & Rubber Co. 21—W. H. Hoster and James H. Oliver, Oliver Bros., Inc. 22—Richard Harte and Harold Cunningham, 
Ames Baldwin Wyoming Co. 23—Robert E. Doti, Igoe Bros.; Harold E. Masback and E. R. Masback, Masback Hdwe. 
Co. 24—Sam S. Smith, Steinman Hdwe. Co.; U. Grant Barr, Reilley Bros. & Raub Co.; M. T. Townley, The Gilbert & 
Bennett Mfg. Co., and Leon A. Markley, Stichter Hdwe. Co. 25—Ray J. Zwisler, Earl H. Ebert Co.; H. F. Seymour, 
Columbian Vise & Mfg. Co., and Earl H. Ebert, Earl E. Ebert Co. 26—P. D. Preston, The Collins Co. Chauncey F. 
English, HARDWARE AGE, and Wallace L. Pond, Nicholson File Co. 27—George L. Service and H. M. Hart, Galena 
Oil Corp. 28—Robert Raymond, American Fork & Hoe Co.; John M. Holmes, Holmes Hdwe. Co. 29—R. F. Curry and 
John F. Hazen, Bethlehem Steel Co. 30—Mrs. Embury and Phillip Embury, Embury Mfg. Co. 31—Walter N. Bonham, 
C. M. McClung & Co., and W. A. Parker, Beck & Gregg Hdwe. Co. 
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What Effect Has Outside Competition Upon the 


Wholesale and Retail Trade? 


Answer 
By CHAS. L. WHEELER 


Salt Lake Hardware Co., 
Salt Lake City, Utah 





at the Wholesalers’ Wednesday 
morning session 


’ THINK possibly the effect 
that outside competition has 
is the way we look at it. I think 
if we listen to our salesmen too 
much, we will demoralize our 
whole structure of selling, where- 
as if we get right down to bed- 
rock, we will find that the fellow 
on the outside is making a des- 
perate effort to break in, and un- 
less the sales manager watches 
his salesmen very carefully, he 
is liable to make some wild prom- 
ises as to why the outside concern 
should be considered, and as a 
result, our Own men in our own 
territories will break down, and 
unless we watch it very carefully, 
we will be operating without 
profit. 

In our own case, we have 
adopted the policy that we es- 
tablish our prices as low as we 
feel we can consistently do busi- 
ness; if we have a really legiti- 
mate case, we will meet it as long 
as we can meet it profitably. At 
any time that it doesn’t become 
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profitable, then we say let them 
have it; the more of it he gets, 
the sooner he will get his fill 
of it. 

As far as the effect upon the 
retail trade is concerned, we feel 
that it is a good deal like some 
of our California friends talking 
about their climate, they do a 
great deal of talking about how 
much better deal they can get 
from the outside, but after all, 
the sun shines just as brightly 
at home as it does in California. 





How Is Knowledge of Each Territory Acquired by 

the Sales Manager and to What Extent Should He 

Travel With Salesmen Calling Upon the Trade and 

What Results Should Be Expected From Such 
Contacts? 


Answer 


By A. J. BECKER 
Ohio Valley Hardware & 
Roofing Co., 


Evansville, Ind. 





at the Wholesalers’ W ednesday 
morning session 


T has been said that sales- 

manship is the art of apply- 
ing little things pleasantly and 
persuasively, and that a sales 
manager should be as_ wise 
as a serpent and as harmless as 
a dove. No matter how wise a 
sales manager may be, nor how 
great a use he may make of the 
various bulletins published by 
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the government and private 
agencies, he will be unable to get 
the true value of the possibili- 
ties of a territory without per- 
sonal contact. He should spend 
a large part of his time travel- 
ing in the territory, to direct 
and instruct his men. He should 
study the needs of his customers 
and how to supply these needs. 
Personal knowledge of the terri- 
tory will make him a _ better 
judge of the correctness cf re- 
ports and whether the orders are 
sufficiently numerous and of 
proper size. He will be better 
able to handle variations in sell- 
ing prices and know how to con- 
trol them. 

We are all aware of the meth- 


ods that are supposed to give 
the potential business of a dis- 
trict. They are based on popula- 
tion, wealth, the number of 
workers employed in factories, 
or something similar. We are 
also familiar with the various 
bulletins published by the gov- 
ernment that give us the volume 
of business, data on crops, manu- 
factures, retail sales and what 
not. There are also bulletins of 
private agencies that furnish 
analyses of business trends, that 
discuss the influences affecting 
general business and make sug- 
gestions intended to help us de- 
cide our problems. 

These things are indicative of 
general trends, but unless a sales 
manager has a very large terri- 
tory under his jurisdiction, he 
must coordinate these trends 
with the reports he receives from 
his men. He reports changes in 
a customer’s stock or in the at- 
tention paid to business, also 
any unusual occurrences that 
may cause a temporary increase 
or decrease in sales. 

Every sales manager has a 
number of close friends among 
his customers to whom he can 
turn for special information or 
a check on conditions. These men 
are usually leaders in their own 





A. J. BECKER 


communities and are in a posi- 
tion to know what is going on. 
They can be of material assis- 
tance in checking up the busi- 
ness received from the salesman 
in that territory. 

There is also the method of 
personal investigation where the 
sales manager sees for himself 

(Continued on page 184) 
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Does a Lenient Policy 


in Collecting Accounts 


Receivables Increase Sales? 


Answer 
By E. F. FLATO 


Corpus Christi Hardware Co., 
Corpus Christi, Tex. 





at the Wholesalers’ Thursday 
morning session 





EDWARD F. FLATO 
N. W. H. A. Executive Committee 
and X-Chief-X of the X-Club 


all, let’s analyze the ques- 
tion. It is in clear, concise lan- 
guage, subject to only one inter- 
pretation until you strike that 
word “sales.” Just let me give 
you our idea of a complete sale, 
and then the answer will be plain 
sailing. 


O UR answer is “No.” First of 


Definition: “A sale may be 
considered complete when it is 
collected for and you have from 
that customer a new order.” 

This is no mere play on words 
—it puts into the one word 
“sales” the ideas of profit and 
retention of good will. 

A lenient collection policy en- 
courages your dealer to: 1. Pur- 
sue the same policy with his 
trade consequently he experi- 
ences slower collection). 2. Buy 
carelessly — over-buy (therefore 
get a poorer turnover). 3. Lose 
a portion of his profit (through 
loss of cash discount). 

What happens to the question: 
Let’s ask it this way now—Can 
the merchant who owns his goods 
at a higher price, and turns his 
inventory and receivables more 
slowly, compete with a real mer- 
chandiser who pays his bills 
promptly? 

Isn’t the answer a very ob- 
vious “No”? 

At one time or another, I’m 
sure most of us have tried a le- 
nient collection policy—for what, 
after all, haven’t we tried in re- 
cent years? Many of us have 
tried it more than once—perhaps 
with different men. I have not 
vet found nor seen the man who 
can build our sales volume in this 
way. 

It is just human nature for 
any individual or firm to enjoy 
buying where he knows that his 
eredit is in good standing. 








What Are the Most Important Figures Which an 
Executive Should Receive Monthly? 


Answer 
By CHAS. H. BLACK 


Seattle Hardware Co.., 
Seattle, Wash. 
New Vice-president, N.W.H.A. 





at Wholesalers’ Thursday 
morning session 


THINK the question of im- 
portant figures varies a 
great deal, first somewhat in- 
fluenced by the size of the busi- 
ness organization; next, by the 
executive who has to use the 
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figures, and third, largely by the 
experience the executive has had 
in his business. For example, 
you take a house whose exec- 
utive head has entered the hard- 
ware business when it was a re- 
tail store, grown up through all 
the developments of the business, 
he doesn’t require anywhere 
near the figures that a person 
like myself requires. When I 
compare the assortment of fig- 
ures that my predecessors used 
to receive monthly and the fig- 
ures that I have to have, or 
think I have to have, well, my 
first reaction is sort of a shiver 


when I compare the volume of 
them. 

Next, when you compare the 
net returns that your predeces- 
sors made on the investment, to- 
gether with what we are mak- 
ing today, it gives you an idea 
that you might be better off 
without any figures at all. 

In our organization, we feel 
that we have two good reasons ' 
for what we term rather elab- 
orate monthly figures. First, and 
the thing that makes the figures’ 
important, is the ability to point 
out to the management weak 
spots'in the operation. A set, of’ 
figures that won’t do that for us’ 
in my judgment isn’t Worth the 
trouble they: take. iS 

The second reason is that we 
feel a real responsibility to those 
who are going to follow along 
in the management of our 
business, and we wish to equip 
them with records and accu- 
rate figures that will let them 
look back over our records and 
find out what took place under 
certain conditions that we have 
gone through which they may 
never have experienced before. 

In the first place, we receive 
each month, or get out each 
month in our business what we 
call our regular monthly figures, 
which is first made up of a bal- 
ance sheet, next what we eall 
our operating income account. 
It shows our gross sales, our 
gross profit, our gross expense, 
and our net return on our sales. 
We have that on this sheet for 
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this year’s, we shall say, Sep- 
tember, last year’s September, 
and then corresponding figures 
for this year and last year to 
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‘date, which shows us the rela- 
tive position. 

The next sheet we have is 
what we call other income, which 
is the earning from discounts 
less what we allow in the way 
of discounts. One of the most 
important of these sheets is 
what we call our summary of 
expense. If you don’t mind, I 
shall just hold this up. In the left 
hand column we show a budget 
for the month which is made up 
with the best intelligence we 
can get in the office. The next 
column is the expense for the 
month of September on this re- 
port, according to the various 
divisions of our expenses. The 
next is the same month a year 
ago. 

In the right hand column we 
budget our experience for the 
first nine months, through Sep- 
tember. That is the total ex- 
pense we set up a year ago for 
this year’s operation. 

The next one is the year to 
date, and the next column is the 
previous year to date. That per- 
mits us to keep pretty well con- 
versant with things that are 
throwing the relative position 
of each individual expense out 
of line. 

Then the next one, which is 
far more important to us I guess 
than it is to you, and by “us” 
I mean those of us on the Pacific 
Coast, is a sheet in which we 
break down our complete pay- 
roll by departments, the number 
of employees now and a year 
ago, the salaries in each depart- 
ment, showing the percentages 
on our sales of our payroll, pur- 
chasing department, sales de- 
partment, warehouse, and ad- 
ministrative. 

Then on the same sheet we 
divide our travel expense, which 
with us is pretty heavy out there, 
we cover quite an area, and we 
want to know in which depart- 
ment those expenses are being 
incurred. To me, that sheet 
monthly is worth what it costs, 
and it costs quite a little in ex- 
pense. 

The next important sheet with 
us is what we call our purchase 
and sales statement. I am not 
going to dwell on these long. I 
will be happy to answer any 
questions afterwards. Here is a 
sheet we get out monthly in our 
business. This is a merchandise 
control sheet. In the left hand 
column you will see the business 
divided by departments. The 
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first column there is self-explan- 
atory, the inventory at the be- 
ginning of the month. The next 
shows us the rate at which our 
different departments are bhuy- 
ing. The next is a bigger item 
with us than it is with r-ost of 
you, the freight that we pay. 
The next is city purchases. Now, 
that indicates to th: buying de- 
partment the corcition of the 
stock in each one of those depart- 
ments, because we make an ef- 
fort to buy out our shorts on 
our customers’ orders. That is 
rather an important column to 
those in charge of our mer- 
chandise. 

The next is the goods returned 
to stock. Then the total column 
there merely adds up that and 
shows the condition of the addi- 
tions or the present status of 
our inventory, from which we 
will take the cost of goods sold 
by departments, the stock on 
hand at the end of the month 


being the remainder there, show- 
ing a decrease or increase in 
stock that month. 

The commitment column we 
don’t use except under stress. 
There have been times when we 
wanted to know just what we 
were obligated for, and in those 
times we have our buyers esti- 
mate the value of the different 
orders, and they are recorded 
on this monthly sheet. 

The sales at the right hand 
are the sales by departments 
with the percentage of profit in 
those different departments so 
we can see the departments 
readily that are falling down be- 
low what we think they ought 
to make. I don’t imagine that 
we would have any comparison 
with jobbers operating back 
here, or comparison as to what 
profit, gross, the different de- 
partments should make. On the 
cost, it is surprising how sim- 

(Continued on page 157) 





Is a Bonus for Office and Warehouse Employees 
Advisable? 


Answer 
By J. M. BURBANK 


Farewell, Ozmun, Kirk & Co., 
St. Paul, Minn. 





at the Wholesalers’ Thursday 


morning session 


Y answer to this question 

is it depends a good deal 
on the nature of business. We 
have been using a bonus system 
on such jobs as measurements 
can be established. 





J. M. BURBANK 


In a wholesale hardware house, 
these kinds of jobs are limited, 
but we have found that with or- 
der clerks, checkers, packers and 
in the flooring and billing of 
orders the system has worked to 
the advantage of all parties. 

In establishing a system, the 
base rate should be carefully 
thought out, for you will find that 
some ambitious young man will 
make more money than you have 
been in the habit of paying. To 
change the rate to a lower brack- 
et is courting trouble, for that is 
the objection unions have to 
piece-work. 

A bonus system gives the em- 
ployee something to work for 
when there is work to do, and 
has speeded up the work. 

We have not found that our 
errors in order filling have in- 
creased by this system, for errors 
are charged against the bonus 
and deducted. 

It has served as a check-up on 
doubtful cataloging, sloppy order 
writing by salesmen, conflicting 
stock numbers, and things which 
are bound to happen. 

We have no system of profit 
sharing, but if we have made 
money, it has been our policy to 
be generous at the end of the 
year. 
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Is the Shipment On a Large Percentage of Orders On 


the Same Day They Are Received Unduly Expensive? 


Answer 


By GEO. N. GROFF 
Wm. H. Cole & Sons, 
Baltimore, Md. 





at the Wholesalers’ Thursday 


morning session 





GEO. N. GROFF 


UR standard practice is that 

mail orders from out of 
town customers received up to 
10:30 a. m. are shipped the same 
day. But, on orders received on 
the last delivery, which is 2:30 
p. m., we aré also prepared to 
ship the same day where trans- 
portation is available. I mention 
this because some of our ship- 
ments are to points covered by 
water routes, and these receive 
freight up to 5 o’clock. 

We are also equipped to handle 
telephone or telegraph orders up 
to the limit of shipping time on 
same day. 

This applies particularly to 
out of town orders, as our city 
deliveries are on an entirely dif- 
ferent basis. We have a large 
volume of city business, and de- 
liveries are made daily, but on 
orders taken by our salesmen, as 
a general thing, delivery is made 
the second day after the order 
is taken. This is a standard 
practice established with our 
customers, but we are also pre- 
pared to handle additional orders 
received on delivery date. 

Our employees are not limited 
to any part of the house and are 
subject to call for any duty that 
might arise. In other words, 
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while each man has his particu- 
lar duty, when occasion requires, 
he is called upon to help out 
when necessary. 

Our order clerks work each 
order as a unit instead of in 
separate parts. In other words, 
we do not have men stationed on 
each floor to handle goods per- 
taining to that particular floor. 

We have done some advertis- 
ing of our practice of shipping 
orders same day as received, and 
have invited customers to tele- 
phone orders for immediate ship- 
ment. We keep a record of tele- 
phone charges paid for these 
orders, and the extra business 
received more than justifies the 
charge. 

All of these orders are shipped 


the same day as received, and as 
our order and shipping depart- 
ments are organized to handle 
such orders, they are simply a 
part of our business. 

We realize of course that ship- 
ment the same day the order is 
received encourages the retailer 
to carry a smaller stock, and 
multiplies the number of small 
orders, but this tendency has 
been growing for several years, 
and it has forced the jobber to 
take care of same. We feel that 
our plan of shipping the same 
day order is received is encour- 
agement to the dealer to send us 
his frequent small orders. 

We consider that our force is 
adequate to take care of our 
business, without being over- 
manned, and for these reasons 
we do not consider it unduly ex- 
pensive to ship orders the same 
day as received. 





What Steps Can Be Taken to Increase the Average 
Amount of Time On an Order? 


Answer 
By W. F. KENNEDY 


Ott-Heiskell Co., 
Wheeling, W. Va. 





at Wholesalers’ Thursday 


morning session 


WOULD say first of all, and 

as a guide to many of us, 
would be to increase the quantity 
of the individual item, not, how- 
ever, to the extent of overload- 
ing any customer, but simply 
to see that he had enough until 
we come around again, or at 
least one of our competitors who 
was a better salesman would 
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come along and get a full pack- 
age; 

By having a price differential 
between broken packages and the 
original carton, the fairness of 
which I believe will be apparent 
to any modern business man; 

By running specials for a 
limited period on quantity lots, 
again the quantities not to be 
excessive to the particular cus- 
tomer; 

By pushing deals offered by 
the factory or made up by our- 
selves, articles perhaps that we 
know can be sold in deal lots in 
our territory that would not go 
over in other territories, because 
I think you all will agree that 
you can’t get a standard or uni- 
form deal that will make equal 
appeal to all communities; 

By keeping our catalogs and 
price sheets up-to-date on infor- 
mation as to how the goods are 
being packed. While this may 
not be frequently indulged in, 
yet I think all of us who have 
been in business any length of 
time have noticed the changing 
in the original packaging of 
goods. Certainly since I was a 
boy and filled orders there have 
been many, many changes that 
make it much easier to ship orig- 
inal packages because of a more 
reasonable quantity being put up 
in the original package; 

By hammering home to our 
salesmen the extra expense the 
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house is put to in breaking orig- 
inal packages, cartons, or bun- 
dles, whether that be packed in 
our packing room or bundled in 
the package room, such as shov- 
els, steel goods, or handles, the 
extra expense that we are under 
as a result of less than the orig- 
inal factory package or bundle; 

By showing the dealer that 
there is no additional freight 
charge in helping the quantity 
of the order bought. Of course 
you people in the far West are 
somewhat different than we are, 
because I suspect that you don’t 
get as many or as frequent little 
orders as we would get where 
people are buying, many custom- 
ers every day, and some of them 
two or three times a day, to go 
on the morning truck or on the 


afternoon truck, but how much 
additional stuff you might get 
just for the minimum transpor- 
tation charge and thereby lower 
the cost of the article. 

Finally, as a good increase for 
the average by pushing the sale 
of the larger unit items, such as 
stoves and ranges, large electric 
appliances, such as refrigeration 
and washing machines, vacuum 
cleaners, radios, etc. 

Those, briefly, gentlemen, are 
a few items that I am sure you 
all will agree will do something 
toward bringing up the average 
of the item on the order, and I 
don’t flatter myself that I am 
telling any of you anything that 
you didn’t know, but the public 
need not so much to be informed 
as to be reminded. 


Disposition of Slow-Moving Items? 


Answer 
By E. LEON ROEBUCK 


Harris Hardware Co.. 
Washington, N.C. 


at Wholesalers’ Thursday 
morning session 


VF there is 10 per cent of our 
merchandise inventory lying 
dormant, it is a serious cost prob- 
lem. These costs are not always 
easily detected, but they are like 
a sore finger, usually showing 
up when they can hurt most. In 
distributing 30,000 or 40,000 
items it is utterly impossible to 
anticipate accurately seasonal 
demands and dealer acceptance. 
At regular intervals these unde- 
sirable left-over items should be 
brought to light. In small or- 
ganizations this is effectively 
done by allocating specific floors 
or warehouses to different stock 
clerks, thus holding them re- 
sponsible for bringing bad items 
to the light. In larger organiza- 
tions this can be accomplished by 
tying up the various department 
buyers with the program. 

In the disposition of slow 
moving items it is necessary that 
we face the music and realize 
that we are victims of this evil 
companion. 

Since Mr. Fernley asked me 
to discuss this briefly, I have 
been doing a little investigating. 
In this inquiry to several whole- 
sale hardware firms, I asked two 
questions: 


(1) Approximately what per- 
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centage of your merchandise in- 
ventory is represented by mer- 
chandise that has been in your 
stock for 
More than 1 year 
More than 2 years 


per cent 
per cent 


More than 3 years per cent 

(2) What is your usual meth- 
od of disposing of such mer- 
chandise? 

The answers were, as you have 
already suspected, at wide vari- 
ance. One good conservative 
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Presbyterian confidently admit- 
ted that 1144 to 1% per cent of 
his stock was represented by 
such merchandise. Another very 
successful hardware distributor’s 
answer was: 20 to 25 per cent, 
1 year old; 5 to 7% per cent, 2 
years old; 1 to 1% per cent, 3 
years old. 


Somewhere in between these, 
you will discover the actual size 
of your evil companion. That is 
the first step. Find out how bad 
he is then adopt methods to elim- 
inate him. 

From the answers to this in- 
quiry and from my own experi- 
ence I wish to recommend the 
following procedure: 

First—Arm ourselves at least 
semi-annually with the facts of 
how much old merchandise we 
have. 

Second—Make an accurate and 
intelligent listing of each item. 

Third—Decide how little value 
it is proving to have as a profit 
maker. 

Fourth—tTry to arrive at what 
it costs to carry such merchan- 
dise per year. (Including: insur- 
ance, rent, taxes, depreciation 
and mental anguish). 

Fifth—Put a price on each 
item low enough to move it out 
of stock with a reasonable 
amount of salesman effort. 

Sixth—Pay the salesmen well 
for selling these items. (In ad- 
dition to their regular commis- 
sion we find it very profitable to 
offer an additional 5 per cent on 
the gross sales of such items, 
paying this 5 per cent weekly 
and furnishing each salesman 
with a report of what all sales- 
men are doing with these items, 
and especially emphasizing the 
amount of the various checks). 

After all, gentlemen, if we 
have a difficult task to perform 
then let’s take our medicine and 
pay our salesmen well for this 
extra effort. It takes pressure 
to move these shelf-warmers and 
money is a powerful press. We 
find that salesmen if not paid an 
extra bonus for such service, will 
sell new merchandise and leave 
the “headaches” for the office 
force to wrestle with. 

Seventh—Exchange slow mov- 
ers with our sources of supply 
for more saleable merchandise. 

Eighth—Sell to other jobbers 
at greatly reduced prices. 

Ninth—Use the office of the 
Secretary of our association. Mr. 
Fernley’s office has helped us rid 
our stocks of many evil com- 
panions — shelf-warmers — slow 
movers or that more self-excus- 
ing title we are so prone to use 
“Overstock Items.” 

Tenth—Revise our lists. Re- 
duce our prices. Increase our 
bonuses. Continue to build fires 
under our program until our 
stock is purged of this undesir- 
able and evil companion. 
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National Hardware Week in 1939 





Rivers Peterson, managing-director, National Retail Hardware Associa- 
tion, outlines plans for this promotion event which he states should be 
“industry-wide” under current plans for “making consumer more hard- 
ware store conscious’. Cites experiences with 1938 National Hardware 
Week and announces dates for next year’s observance will be May 6-13, 
1939. Solicits earnest support of all factors in hardware industry to 
make 1939 event a real success. 





HIS year, as you know, was 

the first time National Hard- 

ware Week has been at- 
tempted. More than 5,200 hard- 
ware retailers purchased the dis- 
play material kits which were 
designed to advertise the event. 
At least 6,000 dealers would have 
purchased them had the kits 
been available. The National 
Retail Hardware Association 
overprinted its estimate of kits 
by 10 per cent. When the sup- 
ply vanished, we even made part 
kits of some left-overs in an ef- 
fort to satisfy some dealers who 
woke up at the last moment. 
From then on it was just a case 
of saying, “Sorry we can’t help 
you out. Next year get your 
order in early.” And that an- 
swer went to at least 800 dealers 
who would have liked to display 
the material and couldn’t get it. 

That, however, isn’t the entire 
measure of participation. One 
wholesaler made arrangements 
to supply display kits to his cus- 
tomers. He also offered them a 
circular featuring special mer- 
chandise for the event. This 
wholesaler found that only about 
50 per cent of the dealers who 
purchased the circulars wanted 
to use the display kits. 

No one will ever know just 
how many dealers did take part 
in National Hardware Week, 
either wholly or partially. The 
number is somewhere between 
6,000 and 10,000. 

But we do know this, beyond 
question: 1. It was the largest 
number of hardware retailers 
who ever agreed on a single 
proposition in the history of the 
industry. 2. A sufficiently large 
sector of the retail hardware 
trade showed itself to be mer- 
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chandise-minded to command the 
attention of manufacturers and 
wholesalers who are interested 
in distributing their products 
through that field. 

But perhaps I am _ running 
ahead of the story. In the first 
place, why should there be a 
National Hardware Week? What 
is the object? Primarily the 
object is to “Make the consumer 
more hardware store conscious.” 

In the days when each type of 
retail distributor stuck pretty 
well to his own line this wasn’t 
so necessary. If the consumer 
wanted hardware, he naturally 
thought of the hardware store 
because that was the only place 
it could be obtained. 

“There is no need to dwell on 
how drastically this situation 
has changed. With grocery 
stores selling cast aluminum 
ware at special prices in connec- 
tion with the purchase of food- 


stuffs; with drug stores threat- 
ening drug manufacturers with 
extinction if they sell their prod- 
ucts to outlets other than drug 
stores, and in the same breath 
advocating that retail druggists 
carry sporting goods, electrical 
appliances and similar merchan- 
dise; with expansion of the vari- 
ety chains from price limits far 
beyond the old five and ten idea; 
with syndicates such as Sears 
and Ward maintaining hard- 
ware and housefurnishing de- 
partments that might well be the 
envy of the most progressive 
hardware retailer; to say noth- 
ing of the activities of. regular 
department stores, the time is 
here when the consumer can buy 
hardware almost anywhere un- 
less it be some item which moves 
so slowly that no one but a hard- 
ware retailer will stock it. 

So National Hardware Week 
was developed. The plan is that 
for at least nine days each year 
the hardware stores of the 
United States shall be specially 
decorated with uniform promo- 
tion material; that there shall be 
special window, trims and in- 
terior displays; that there shall 
be an unusual amount of pub- 
licity of all kinds so that no con- 
sumer, no matter where located, 
can fail to be impressed with 
the importance of the retail 
hardware store as a distributing 
agency for the classes of mer- 
chandise that it offers the public. 
It is inescapable that such a 
mass promotion will make the 
consumer ‘More hardware store 
conscious.” 

But National Hardware Week 
is not an idea which concerns 
the hardware retailer alone. It 
is an industry opportunity. The 
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wholesaler has a stake in it be- 
cause no matter how widespread 
his selling activities may be, the 
very foundation of his ability to 
make a profit lies in maintaining 
and enlarging the volume of 
merchandise which flows from 
his warehouse to the consumer 
through the channel of the retail 
hardware store. And the manu- 
facturer, particularly the manu- 
facturer who is interested in 
maintaining consumer accept- 
ance of his own national brands, 
has a very vital interest in the 
matter. The retail hardware 
store is the principal agency 
available to such a producer by 
which it is possible for that 
manufacturer to maintain his 
identity with the consuming 
public. I realize, of course, that 
in many cases such manufactur- 
ers enjoy a very important 
amount of business in “mule 
merchandise.” A mule, you know, 
has neither pride of ancestry nor 
hope of posterity. The same 
thing can be said of much mer- 
chandise produced by even the 
most reputable of manufactur- 
ers. For one reason or another, 
the manufacturer cannot link 
the merchandise with his own 
proud name. Neither can he be 
sure that he will be able to con- 
tinue manufacturing the mer- 
chandise under the brand that 
is used to conceal the real par- 
entage. He may be under-bid 
the next time. 

Hence, “mule merchandise.” 
It has neither pride of ancestry 
nor permanent hope of posterity. 
But that is not the kind of mer- 
chandise the manufacturer dis- 
tributes to a marked degree 


through the independent hard- 
ware retailer. Such a dealer 
features, mainly, the manufac- 
turer’s own brand. He serves, 
therefore, as a most important 
link between the manufacturer 
and the consumer. He is the 
manufacturer’s greatest assur- 
ance of continued existence as 
an identified producer of worth- 
while goods. 

And I might add my own be- 
lief that such trade-marked mer- 
chandise brings the manufactur- 
er better profit returns than his 
products which are in the “mule” 
class—the Robinson-Patman law 
to the contrary notwithstanding. 


A Vital Interest 


It all adds up, as I see it, to 
the fact that both manufacturer 
and wholesaler have a very vital 
interest in the continued growth 
of the independent hardware 
retailer. Anything that will help 
make the consumer “More hard- 
ware store conscious” will be an 
aid to that growth and National 
Hardware Week is a means to 
that end. 

My primary purpose in ad- 
dressing you gentlemen this 
morning is to attempt to secure 
recognition of the fact that Na- 
tional Hardware Week is not the 
private property of our associa- 
tion or our publication. Despite 
the fact that it was conceived 
and originally promoted by the 
National Retail Hardware Asso- 
ciation it is an industry project. 
It can never attain the measure 
of success it deserves until it is 
recognized as an industry proj- 
ect and until each branch of the 


industry lends itself whole- 
heartedly to its promotion. 

1939 National Hardware Week 
will be from May 6-13. The 
dates have been selected on the 
basis of a very preponderant ex- 
pression of dealers who partici- 
pated in the 1938 promotion. It 
is a time when the widest pos- 
sible variety of merchandise car- 
ried by hardware retailers can 
be promoted with reasonable 
assurance of consumer accept- 
ance. 

With respect to the type of 
merchandise that is to be pro- 
moted a very decided change has 
been made from the plan used 
this year. For 1939, the asso- 
ciation will not recommend any 
particular items for dealer pro- 
motion. Our effort along that 
line this year were misunder- 
stood. We intended to suggest 
items which would be successful 
as specials but these were in- 
tended for traffic building pur- 
poses only. The dealer was sup- 
posed to put his real sales effort 
behind regular lines. 

But the play was fumbled. 
Some wholesalers didn’t seem to 
be able to obtain merchandise to 
sell at the suggested prices; 
others didn’t want to bother 
with that class of stuff; the en- 
tire promotion effort seemed 
confined to a limited number of 
cheap items. 

We propose to overcome the 
objections that were offered to 
that plan by leaving the field 
wide open. The individual whole- 
saler and individual manufac- 
turer can reach his own deci- 
sions as to the type of merchan- 
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Illustrations on Opposite Page 


Left to right: 1—E. L. Wyman, The Youngstown Sheet & Tube Co., and E. Tyler Davis, Wheeling Steel Corp. 2— 
P. B. Gilroy, American Steel & Wire Co., I. R. Pancake, The Bostwick-Braun Co., H. D. Cram, The W. Bingham Co., 
and Wilson F. Barnes, New York Wire Cloth Co. 3—George E. Hopf, Henry Disston & Sons, Inc., Mrs. Hibner, “Slim” 





Gillard, Fayette R. Plumb, Inc., and Mrs. Gillard. 4—Mrs. E. J. Cappelmann and William Ross, Standard Tool Co. 5—C. B. 
Noelting, Faultless Caster Co., and A. P. Hendricks, Hendricks & Howell. 6—E. F. Flato, Corpus Christi Hdwe. Co., 
and E. W. Hardin, Amarillo Hdwe. Co. 7—L. E. Williams, Fries, Beall & Sharp Co.; C. A. Avant, The Youngstown Sheet 
& Tube Co., and Milton Firor, Fries, Beall & Sharp Co. 8—G. W. Carter and R. G. Plumb, Eagle Lock Co. 9—A. E. 
Newton and Seth Hodfield, The Collins Co. 10—A. N. Sloan and D. P. Boydston, Northwestern Steel & Wire Co. 11— 
E. H. Neibeyer and William S. Speir, The Lufkin Rule Co. 12—F. A. Olmstead and R. H. Vannatta, Hodel Chain Co. 
13—Charles F. Rockwell, American Hdwe. Mfrs.’ Assn. 14—A. E. Tulk and A. W. Curtis, Cleveland Quarries Co. 15— 
C. E. Howard, Wood, Alexander & James, Ltd., and Ed J. Foley, Master Lock Co. 16—Arthur H. Payson and Irving 
K. Fearn, The American Thermos Bottle Co. 17—William M. Hall, The Paine Co., and Mrs. Hall. 18—Rudolph Tenk, 
Tenk Hdwe. Co., and Lester G. Schraub, Union Wire Rope Co. 19—A. J. Kwitek, Hibbard, Spencer Bartlett & Co. 20— 
H. G. Blodgett, HARDWARE AGE. 21—Frank L. Campbell, Fayette R. Plumb, Inc., and R. T. Pinder, American Fork 
& Hoe Co. 22—T. C. Thompson, Simmons Hdwe. Co., and Richard Hesse, Ace Hdwe. Corp. 24—A. C. Haeffner, David 
Wadsworth & Son, and J. A. Norton, Winstead Mfg. Co. 25—Mrs. C. D. Junge and John C. Finch, Tower Mfg. Co. 26— 
H. N. Campbell, Jr., and F. J. Koch, McKinney Mfg. Co., and R. P. Healey, Animal Trap Co. of America. 27—Mrs. 
Wheeler and Charles L. Wheeler, Salt Lake Hdwe. Co. 28—Charles J. Smith, Charles J. Smith & Co., and Mrs. Smith. 
29—Kenneth A. Heale, HARDWARE AGE, and Stuart Jones, Hanover Wire Cloth Co. 30—George S. Earle, North Wayne 
Tool Co. 31—R. J. Williams, Ray-O-Vac Co., and Len Rowlands, HARDWARE AGE. 32—Mrs. Wood and B. B. Wood, Wood 
Shovel & Tool Co. 33—G. W. Stephens, The Mansfield Tire & Rubber Co. 34—Mark Lyons, Jr., McGowin-Lyons Hdwe. 
& Supply Co., and George T. Price, American Fork & Hoe Co. 35—L. G. Pratt, John L. Theriault and Walter G. 
Woodworth, Samson Cordage Corp. 
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The State of the Nation 





George E. Sokolsky, traveler and writer for many publications declares 
at Manufacturers’ Tuesday morning session that we are running out of 


season, and are turning again to 15th Century politics and economics. 
Says that in those countries where capitalism is strongest democracy 


is strongest. 





HE weather you have here 

today reminds me of the 

state of the nation. It is 
very good weather if you like it, 
but it is unseasonal. It is very 
helpful to an occasional ham- 
burger stand, but it puts the fur 
trade out of joint. It pushes 
Christmas shopping too close to 
December, and it puts men’s 
clothing and ready-to-wear, upon 
which we depend for fall pros- 
perity, out of gear. 

I think that not only our coun- 
try but all of the world feels 
something like that just now. We 
are running out of season. We 
substitute the immediate for the 
permanent, the small gain for the 
greater loss. For instance, I am 
told that the hardware business 
is a little more prosperous just 
now because the Government is 
spending. Or shall I put it this 
way, since Labor Day the Gov- 
ernment has been spending more 
money than the Government had 
spent before Labor Day, and 
some of it goes to hardware. 
Thus there are a great many 
people who feel that is fine. They 
are doing well. 

Of course, they have never 
quite calculated to what extent— 
apparently cost accountants are 
out of business these days—or as 
to whose money is being spent, 
the Government’s or theirs. After 
all, the Government has no 
money. A _ government hasn’t 
anything. A government consists 
usually of two parts—a written 
outline of work, a blueprint and 
a lot of buildings. The rest of 
it is the citizens of the country. 
All that money being spent is 
your money and mine. It could 
have gone into industry, into ex- 
panding industries, into profits, 
and into wages. It could have 
gone into supporting new inven- 
tions. It could have gone into 
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the making of new fabrics. It 
could have gone into a great 
many things. 

Now what has actually hap- 
pened is much more important 
than economics and politics and 
affects your business and your 
families much more than eco- 
nomics and politics. We have be- 
come part of a world confusion. 

In the movie, “You Can’t Take 
It With You,”’they use an inter- 
esting phrase. The old grand- 
father who 35 years ago decided 
that he had had enough and quit, 
uses the phrase “ism-maniac.” 
All the world today is concerned 
with some kind of “ism.” We are 
trying to find a substitute for 
what we have always believed 
and which we now doubt. That is, 
we had certain conceptions of 
religion, of family life, of busi- 
ness relationships, of honor, of 
decency and of pride. We believed 
in a competitive system, not only 
in business but in sports and 
education. We believed that a 
man owed a certain fealty to his 
state and to his God. We be- 
lieved that there was loyalty be- 
tween father and son, and class- 
mate and schoolmate, and worker 


and employer. We had these con- 
ceptions which came down to us 
through the experiences of the 
ages, and now all over the world 
we have come to believe that 
those ideas are false; that those 
ideas were a product of effete 
philosophers and wicked reli- 
gionists; that man has to base 
his whole conception of life upon 
materialism — statistics. Love, 
honor, friendship, beauty and 
virtue — everything goes before 
statistics. 

The materialistic basis of life 
has been adopted throughout the 
world, except in a handful of 
countries, and we in this country 
have come within this new de- 
velopment of the human race, 
within this conception of the 
“ism-maniacs.” We are dividing, 
definitely dividing, over the 
“isms.” We are trying to deter- 
mine for ourselves what kind of 
a materialistic basis we can de- 
velop for American life. It isn’t 
only the New Deal that is con- 
fused — everybody is confused. 
We live in an era of confusion, 
and if we recognize that, then we 
are half way to the goal of un- 
derstanding, because we will re- 
assess everything that happens 
to us, and we will try to find a 
solution to our personal prob- 
lems. 

We in this country live com- 
fortably and have time to take 
in conventions. Our women go 
to women’s clubs and our children 
all go to school, high school and 
to college. We don’t have 12- 
hour and 16-hour working days. 
All of that is not due to a divine 
dispensation, nor to our posses- 
sion of vast natural resources. 
Russia has more natural re- 
sources than we have, but during 
the century and a half that we 
have been developing our re- 
sources Russia has done nothing 
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with her resources. China has 
just as many natural resources 
as we have. During the century 
and a half that we have been cul- 
tivating our resources, China has 
done nothing with hers. The nat- 
ural resources argument has al- 
most nothing to do with the 
question. What made it possible 
for us to develop the type of 
country that we have is, first, that 
we had free men who could do as 
they chose; who could move about 
from place to place without a 
police car; who could make mis- 
takes without being shot or 
purged or put in concentration 
camps; who could be wise or fool- 
ish in their own affairs; who 
could make money and use it as 
they chose—throw it away profli- 
gately, give it to charity, spend 
it on chorus girls, buy paintings, 
or what most men did, reinvest 
it in the development and expan- 
sion of the country. Whether a 
man put his money into some- 
thing useful or something use- 
less was his affair alone. He could 
back idiotic conceptions like the 
electric light or the automobile. 
He could do anything he chose. 
Nobody could tell him that, since 
he was by origin a Scotchman or 
a Welshman or a Swede or an 
Italian or a Jew, he would have 
to live in one area and not in an- 
other; he would have to do one 
kind of business, and not an- 
other; he could participate in 
politics or not participate in poli- 
tics. None of that existed here. 
And it is because this was a na- 
tion of free men in which the 
Government played the smallest 
part and the individual the 
greatest part that we developed 
the kind of country and the kind 
of life we have. There is no other 
explanation. 


Lost Faith 


Now that doesn’t fit into the 
picture of the world as we are 
living it in this generation. We 
are turning again to 15th Cen- 
tury politics and economics, and 
we are doing this for a very good 
reason—because men have lost 
faith in themselves. Economics 
play a very small part in this pic- 
ture. Men have lost faith in 
themselves. Capitalism and de- 
mocracy began to appear in the 
16th, 17th and 18th Centuries and 
flower after the French Revolu- 
tion because men had faith in 
themselves. The explorers had 
gone across the oceans and found 
new continents; the alchemists 
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gave way before the chemists; in- 
ventors found that they were not 
regarded as wizards, but capital 
was poured into their inventions 
and they were given a chance to 
change our physical basis of life. 
The banking system developed so 
that saving money and investing 
it were not usury but were the 
rights of free individuals to do 
with money as they chose. Capi- 
talism and democracy went hand 
in hand, and in those countries 
where capitalism was strongest 
—Great Britain, France, the 
Scandinavian countries, the 
United States, Switzerland, and 
Holland—democracy is strongest. 
Where capitalism hardly took 
hold — Russia and China — de- 
mocracy hardly appears. In mar- 
ginal countries, Germany, Italy 
and Japan, where feudalism 
hardly breaks down as democracy 
begins to appear in full form, 
where there is a mixture of 
medieval governmental controls 
with modern capitalism, de- 
mocracy does not flower. It does 
not succeed, but it grows fast and 
fades. 


Collectivism Rampant 


We come to the War, and we 
see that those countries sur- 
vived in which capitalism was 
really strong and effective and in 
which democracy had flowered. 
In 16 countries in the world to- 
day some form of collectivism ap- 
pears. Wherever collectivism ap- 
pears, comes the destruction of 
the right of the individual and 
the concentration of the power 
of government—the authority of 
the state. 

Wherever government guar- 
antees subsistence, guarantees 
life, and that goes right through 
human history, government takes 
away everything else. And so 
you have not a humane attitude 
on the part of government, not 
sweetness and light, not gentle- 
ness, but you have a very def- 
inite technique—the technique of 
guaranteeing existence and tak- 
ing all other rights from the peo- 
ple. That is the first tool. 

The second tool is taxation. 
The power to tax is the power to 
destroy. Modern taxation doesn’t 
destroy; it redistributes wealth 
and it wipes out the most trouble- 
some group in the whole political 
system of any country—the mid- 
dle class, you and me. We find 
years when we can’t pay our 
taxes, when last year’s profit 








breaks us this year. We are 
wiped out very slowly by that 
process. Through taxation in 
those countries the top economic 
group is constantly being brought 
down to the level of the upper- 
middle class. The upper-middle 
class—those who earn what in 
this country would be between 
$10,000 and $35,000 a year—are 
constantly brought down and dis- 
appear as independent traders 
because, in the socialization tech- 
nique, it is easier to socialize 
monopolies than it is to socialize 
smaller enterprises. 





Taxation 


We are passing through a 
world trend, and we have to un- 
derstand that. They all use the 
same process—taxation to re- 
direct wealth, taxation to bring 
about monopolies; taxation to 
wipe out the middle man. 

The fourth step is not an ob- 
jective, but it happens, and that 
is war. In this country I think 
that you will find that if we go 
into war, we won’t nationalize in- 
dustry, we won’t socialize in- 
dustry, because we have an un- 
usual skill in the use of words. 
We will “mobilize” industry, and 
no matter what you call it, as 
the little boy would say, “It’s 
spinach, just the same.” There 
may be a great many people who 
think that they would like to see 
a little war so that they might 
be as crazy in 1940 as they were 
in 1920. I mean, they might ex- 
pand. Remember the wonderful 
profits you made out of the last 
war when you built another plant 
and joined another golf club— 
that expansion, both economic 
and sogial, for which we have 
been paying during the past nine 
years. Many of you think that 
expansion will come again. No, 
the last war was fought in a 
free world. This war will be 
fought in a collectivist world. If 
your plant is expanded, it will 
be expanded under Government 
owners. You will be mobilized. 
Some of you will be wearing uni- 
forms but, whether you wear 
uniforms or not, you will do as 
you are told, and you will do as 
you are told with your own busi- 
nesses and with your own capi- 
tal, and that will be true 
throughout the world. One rea- 
son why I am opposed to war, 
at any cost, is because the conse- 
quences will be the end of indi- 

(Continued on page 180) 
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Consumer Cooperatives 
Versus Private Enterprises 





Wilford L. White, chief, Marketing Research Division, Bureau of Foreign 
and Domestic Commerce, Washington, D. C., reports Consumer coopera- 
tive stores statistically unimportant in this country and states that 
the movement started as part of the organized labor developments and 
later as a farmer project enjoying encouragement from state laws plus 
encouragement through propaganda and education from the Federal 
Government. Addresses Wholesalers’ Thursday morning session. 





HE consumer cooperative 

movement was initiated in 

this country about a centrry 
ago. It became a part of the 
labor movement at one time. The 
farmers through the Grange 
picked it up for a time. Profes- 
sional groups fostered it. It 
spread more rapidly in certain 
states because of favoring state 
laws. The federal government 
has encouraged it with propa- 
ganda and education. 

At no time have the consumer 
cooperative stores been statisti- 
cally important in the United 
States. They accounted for only 
0.11 per cent of the stores and 
0.24 per cent of their sales as re- 
ported to the Bureau of the Cen- 
sus for 1929. According to the 
Bureau of Labor Statistics, there 
were about 26,000 cooperative 
and mutual associations of con- 
sumers in the United States in 
1936 covering such fields of eco- 
nomic life as housing, insurance, 
credit and savings, telephone 
communications, and retail dis- 
tribution, to say nothing of 
buying and selling organizations 
operated by farmers. 

Because business men deal pri- 
marily in dollars, gallons, and 
other such units, they gave little 
attention to consumer coopera- 
tives until two or three years 
ago, when the President of the 
United States appointed a com- 
mission to go to Europe to study 
the subject. For the next 12 to 
18 months, hardly a trade associ- 
ation held an annual meeting 
without at least one speaker on 
the subject. During the heat of 
the discussion, this organization 
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passed a resolution (Oct. 22, 
1936) in which appeared the 
following: 

“RESOLVED, by Members of the 
National Wholesale Hardware 
Association in Convention as- 
sembled at Atlantic City, Oc- 
tober 22nd, 1936, that we 
vigorously protest against any 
Governmental Agency or Bureau, 
whether Federal or State, pro- 
moting such institutions (Con- 
sumer Cooperatives) by official 
sanction, contributory financing. 
or exemption from taxation or 
laws regulating the conduct of 
business, and be it further RE- 
SOLVED, that Members be re- 
quested to protest to their Sena- 
tors and Representatives in 
Congress, enclosing a copy of 
this Resolution.” 


Co-ops Growing 


After the Commission returned 
to this country, made its report, 
which contained no recommenda- 
tions for federal action here, 
business men apparently dis- 
missed the subject with little 
further thought. And yet, the 
consumer movement is growing. 
Few issues of a metropolitan 
newspaper appear without a 
news item on this subject. 

Your resolution directed itself 
primarily toward federal aid to 
cooperatives. Insofar as I can 
determine the present situation, 
such aid has been more antici- 
pated than realized. The Con- 
sumers’ Division in the old 
Resettlement Administration has 
been abolished. The Tennessee 
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Valley Authority directors are 
no longer directors of the Tenne- 
see Valley Associated Coopera- 
tives, a private corporation. 
The Bureau of Labor Statis- 
tics continues to collect valuable 
data on consumer cooperatives. 
The Bureau of Foreign and 
Domestic Commerce still distrib- 
utes these and _ information 
from other sources to business 
men through its Business Infor- 
mation File Service. The Con- 
sumers’ Counsel Division of the 
Department of Agriculture con- 
tinues its educational program, 
which is centered in the Con- 
sumers’ Guide, of which over 
130,000 copies are distributed 
semi-monthly. The Farm Credit 
Administration continues to fos- 
ter credit unions and is in a posi- 
tion to advance money for capital’ 
and inventory loans to farm pur- 
chasing cooperatives, very few 
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of which include a retail store. 
That is the extent of federal par- 
ticipation at the present time, 
insofar as I can determine the 
facts. 

There are at least four posi- 
tive factors which tend to en- 
courage the growth of consumer 
cooperatives. There is nothing 
you and I can do about them 
because they result from forces 
outside our control. 

First, individualism is giving 
way to cooperation. The basic 
concept of cooperation is found 
everywhere in our economic and 
social life. We are gathered to- 
gether today at the invitation of 
a trade association, owned by 
and operated for wholesale hard- 
ware men. Whole industries 
carry on cooperative advertising 
campaigns. Independent whole- 
salers organize to buy collec- 
tively. Retailers cooperate to buy 
and sell collectively. 


More Leisure 


In the second place, the indi- 
vidual, each one of whom is a 
consumer, has more leisure than 
heretofore. The husband of the 
family has more time to give to 
studying his expenses as against 
working long hours for whatever 
income he could command. His 
wife has time to give to a more 
scientific study of purchasing 
the family needs with her newly- 
won freedom from the- former 
drudgery of the unmechanized 
household. ° 

Not only is this true, but they 
have time, with the aid of the 
family automobile, to perform 
some of the functions formerly 
left to the retailer. Greater 
leisure is a positive influence to 
the continued growth of con- 
sumer cooperatives, since they 
demand more time of consumers 
than do the orthodox stores. 

Another influence is the will- 
ingness of the consumer to fore- 
go services which he formerly 
accepted from the retail store 
out of need or force of habit. 
In increasing numbers, the con- 
sumer is willing to be his own 
clerk. He is more frequently 
willing to pay cash. To a lesser 
extent he may be willing to re- 
duce his demands for a wide 
assortment from which to make 
his selection: he may be more 
careful in returning merchandise 
and making use of other so- 
called free services now extended 
by a highly competitive distrib- 
uting system. To the extent 
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that he is willing to forego these 
services, he will be willing to 
trade at a store which is set up 
to offer a minimum service, one 
of the desirable features of a 
retail cooperative outlet. Co- 
operatives can compete in this 
type of market much better than 
they can in the type out of which 
we are emerging. 

In the fourth place, I believe 
that consumers as income pro- 
ducers are beginning to take a 
more realistic attitude toward 
their future earning ability. 
Especially during the past 10 
years, there has been forced on 
us the realization that most of 
us will be doing well to earn a 
modest salary the remainder of 
our working days. Furthermore, 
our geographic frontiers are 
gone. The annual increase in 
our population is flattening out 
with the stated prediction that 
within the next 40 years, it may 
actually decline slightly. Recog- 
nizing that the volume of busi- 
ness can still be increased by 
reducing prices relative to pur- 
chasing power, and by introduc- 
ing new products, the fact will 
still remain that individual con- 
sumers will look at their earned 
dollar with greater realism and 
will go to greater lengths to 
make every penny buy its worth. 
Such an attitude will encourage 
interest in consumer coopera- 
tives, which are set up to operate 
with minimum expense. 

Against these positive factors 
favoring the spread of consumer 
cooperatives, I should like to add 
four negative points. I classify 
the first four as positive, because 
there is nothing you and I 
can do except to balance them 
against better reasons for con- 
trary action. The following 
negative reasons can be over- 
come, in my opinion, if business 
men are interested in doing 
something about them. 


Many Brands 


The first negative reason for 
the increasing interest in con- 
sumer cooperatives is the tardi- 
ness of many business men in 
adopting the consumer’s point of 
view. As the economist says, 
we have a buyers’ market for 
the simple reason that we can 
produce more than we can sell 
in our markets. The ultimate 
consumer is confronted with a 
variety of ways in which he can 
spend his money or a variety of 


brands from which to select the 
item he has decided to buy. 

Today, the business man who 
has the best information about 
consumer wants, desires, prefer- 
ences, and the like, is the one who 
is making the profitable sales. 
He is the fellow who is selling 
merchandise which his less suc- 
cessful competitors do not yet 
realize is in demand. The final 
decision rests with the ultimate 
consumer. 

In the second place, too many 
business men are unwilling to 
take consumers into their con- 
fidence and frankly face the 
questions which consumers raise 
about business methods: Why 
do I have to pay a department 
store 40 cents out of every 
dollar I spend there? Why 
should I pay my grocer 20 per 
cent for handing me a package 
of breakfast cereal? I under- 
stand that wholesalers are an 
economic waste. And so on in- 
definitely. 

Why is it that manufacturers 
and distributors alike give so 
little attention to such questions, 
which the inquiring consumer is 
asking more and more frequent- 
ly. The consumer is not going 
to wait indefinitely for a reply. 
In fact, he does not have to, be- 
cause already pseudo-consumer 
organizations are giving pseudo- 
economic answers. If consumer 
education comes from agencies 
other than business, business 
men have only themselves to 
blame. 


Slow House Cleaning 


In the third place, business 
men have been slow in cleaning 
house. , If you have ever gone 
through spring housecleaning, 
you know that many forgotten 
things are re-discovered, some to 
be used once again and others 
to be discarded.- Self-analysis 
of policies, methods, personnel, 
and management as applied to 
the present market will reveal 
the strong points of your busi- 
ness, but it will also thrust into 
view the weak ones. You and I 
know that the distribution sys- 
tem is not so efficient as it can 
be, and you probably know that 
there is inefficiency in your own 
operations. A dispassionate re- 
view is always helpful. 

Finally, business men have 
been too busy running their own 
houses to give much attention to 

(Continued on page 176) 
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Recent Trends 
In Trade Mark Legislation 








L. A. Janney, New York City attorney tells Manufacturers’ Wednesday 
session that trade-marks protect consumers as well as proprietors of such 


branding. Urges trade-mark proprietors to watch carefully the Lanham 
Bill which would make a trade mark a piece of statutory property 


through registration. 








L. A. JANNEY 


RADE MARKS are so con- 

stantly familiar in our daily 

lives that we take them for 
granted without fully appreciat- 
ing just why they exist or what 
in essence they are or how they 
function. That partly explains, 
I think, some of the arguments 
that have been advanced against 
price maintenance on _ trade- 
marked articles under the State 
Fair Trade Practice Acts, and 
also some of the reasons given 
in attempting to justify com- 
pulsory registration acts in the 
States. It is important to under- 
stand trade marks themselves as 
a preliminary to the appraisal of 
legislative measures affecting 
them. 

A trade mark, honestly em- 
ployed, is not only useful to the 
proprietor who wishes to iden- 
tify his goods; it is also a thing 
of great value to the purchasing 
public. We, as consumers, spend 
a large part of our cost of living 
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in confident reliance upon trade 
marks, and in most instances 
they insure us very definitely 
against disappointment. Always 
a trade mark is a signpost di- 
recting purchasers toward goods 
they may want to buy. Except 
as a trade mark serves both pub- 
lic and proprietor, it is deficient 
and ineffectual. 

By applying his trade mark to 
articles of merchandise, the pro- 
prietor announces to the trade 
and the public: “This is what I 
have recommended in my adver- 
tising’”; or “This is the mer- 
chandise that you have already 
bought and may wish to buy 
again”; or “This is the merchan- 
dise which you have heard of and 
can obtain, if you want to, by 
looking for my trade mark.” 


Element of Good Will 


These messages are full of 
meaning when the trade-marked 
merchandise has acquired a fav- 
orable reputation. The reputa- 
tion inspires the public demand. 
The demand expresses itself 
when purchasers call for the 
trade mark. If there were no 
reputation or demand the trade 
mark would not function. If 
there were no trade mark, by 
which to designate the merchan- 
dise, the reputation and demand 
could not operate. A trade mark 
is not a separate and distinct 
thing. It exists and functions 
because it integrates articles of 
merchandise with their good 
repute. And that good repute is 
a major factor of what we com- 
monly call “good will.” 

The foundations and ramifica- 
tions of good will are not always 


appreciated. For instance, I 
have recently read in a business 
magazine a commentary on the 
State Fair Trade Acts which 
said, in effect, that these acts 
were intended at the outset to 
protect trade mark proprietors, 
but they had turned out to be 
the means of safeguarding re- 
tailers’ profits. Evidently, the 
commentator saw no substantial 
connection between the two. The 
fact is that dealers’ profits on 
sales of trademarked goods have 
a direct bearing upon the main- 
tenance and cultivation of the 
good will of the trade mark pro- 
prietor, as we shall see. 

In any business which sells 
commodities there are at least 
two prerequisites to large-scale 
success: a widespread and loyal 
demand among the purchasing 
public, and an efficient machin- 
ery for distribution to meet the 
demand. Demand and distribu- 
tion must be coordinated. Either 
one is useless without the other. 
The proprietor begins with sales 
promotion and ___ advertising, 
which exploit the trade mark. If 
the products have merit and 
prices are within reason, reputa- 
tion evolves steadily. Conse- 
quently, the public desires to buy 
and consume the commodities, 
and the marketing agencies de- 
sire to trade in them. The total 
sum of these desires, among the 
public and the trade, is the es- 
sence of good will. It determines 
the proprietor’s expectancy of 
continued and increasing profit- 
able sales. He enjoys that ex- 
pectancy not only because peo- 
ple want to buy and consume his 


(Continued on page 158) 
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“All work and no play makes Jack a dull boy” 
Cass S. Hough, vice-president 
of Daisy Mfg Co., Plymouth 
Mich., has a very practical 
hobby—flying. He uses his 
s Waco cabin plane for making 
sof quick business trips to all sec- 
—— # tions of the United States and 
ae also makes vacation and week- 
BS end trips in this manner. He 
I has had his pilot's license for 
1eSs more than 12 years and during 
the that time has always owned 
Lich and piloted his own planes 
t Recently, he officiated, at the 
acts microphone, as commentator 
. to and master of ceremonies at 
ors, the official dedication of the 
be Huron County “Sky Harbor’ 
Airport, Goderich, Ontario. 
re- Canada, an airport constructed 
the and sponsored by himself and 
tial some young friends in that 
The community. Mr. Hough and | 
his plane are pictured at the | 
on rs recently opened airport which 
ave he uses whenever visiting the : 
in- nearby summer home of his 
the wife’s parents 
ro- 
ells 
ast ) 
ale 
yal 
ing 
‘in- / 
the 
bu- 
her 
er. / 
les 
ng, 
If 
nd 
ta- Wm. H. Fitch, president Richards-Wilcox Mfg. Co., Aurora, Ill., is a golf enthusiast 
ge- but his major hobby is his dairy farm, located two miles west of Aurora. 
uy Known as ‘Fitchome Farm,” it is a most modern establishment with sani- 
tary milking parlor where spectators may sit, sip milk drinks and watch the milk- 
es, ing. A herd of 150 pure bred Holstein dairy cattle, four prize bulls and a number of 
le- young calves all have Mr. Fitchs earnest interest and attention.. From this farm, 
tal a fleet of motor trucks distribute “Fitchome” dairy products of the highest order to 
he the Aurora district. The farm suffered a serious fire loss in June, 1937, but the re- 
building of all metal and fireproof buildings and equipment has practically been 
od completed and, when finished, will be an outstanding example of a modern dairy 
les farm. As many of the Richards-Wilcox products are used in these buildings, the 
of farm also serves as a testing laboratory for these hardware products. 
it- 
X- 
20- HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
lis ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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The G-E Christmas Theme 
: adr 


7 Te ill eh Si / 
appears in na 450,215 ads in 31 days! 


Here’s 4 Christmas theme you can A tremendous campaign timed right 
merchandise. It is built around all on the nose! 
G-E appliances id refrigerator, ranges Saturday Evening Post Nov. 26, Dec. 3 
a — ai — Collier's Dec. 3, Dee. 10 
vacuum cleaner, ra io and many sma This Week iid 
household appliances. Make it your ; 

American Weekly Dec. 11 
own. Ask your customers to give meg 

ec. 


“hours of freedom”. Display the G-E Liberty 


d. Put up reprints of Good Housekeeping Dec. 
American Magazine Dec. 


headquarters for Christmas’ most American Home Dec. 


wanted gifts. Wind up 1938 in a blaze Esquire Dec. 
of sales and profits! Country Gentleman Dec. 


TAKE THE SAG OUT oF YOUR SALES CURVE 


TIE IN-CASH IN 


General Electric Company 


Room 1208, 57 
9 0 i 
New York City Lexington Avenue 


Y 19 1? “ 

= —— os after this Christ- 
. Please t 

to get promotional ny meen, 
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Jfew eve 


October 20, 1938 


ADVANCES 


Braided Garden Hose. 
Copper Wire Nails. 
Soft Bare Copper Elec. Wire, Magnet Wire. 
Weatherproof Wire. Tin. 

Brass, Copper Sheets, Tubing. 
Non-Metallic Sheathed Cable. 
Copper. Zinc. Rubber. Silk. Hides 
Linseed Oil. 


DECLINES 


Some Eye Hoes, Eye Hoe Handles. 
One Make Oil-Lamp Burners. 


ADVANCES EXPECTED 


Copper Rivets. 


Garden Hose Price an- 


nouncements were made Oct. 1, on 


braided garden hose lines, and on 
all grades, sizes and colors the deal- 


er prices are advanced approximate- 
ly 5 per cent. 
a * 

Farm and Garden Tools 
With the general steel goods prices 
for 1939 showing no change from 
the past season, users of Scovill pat- 
tern eye hoes will benefit by a 10 
per cent decline. Planters’ eye hoe 
handles are down 5. per cent. 
Dunham water-weight lawn rollers 
show no change in opening prices 
for the coming season. 


* * * 


Copper and Brass Products 
Copper wire nails were advanced 
late last month. Copper rivets have 
not changed, at this writing, but 
probably will be raised to conform 
to the advancing copper market. Soft 
bare copper electrical wire, and mag- 
net wire have taken about the same 
successive advances as ingot copper. 
and weatherproof wire has followed 
most of the changes. Brass and cop- 
per sheets and tubing have been 
similarly influenced. On Oct. 1, an 
increase of about 5 per cent became 
effective on non-metallic sheathed 
cable. One maker of oil-lamp burn- 
ers recently has announced a 5 per 
cent price reduction. 

* ” * 

Plumbing Accessories — A 

considerable pick-up is under way in 
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plumbing lines, following several 
very discouraging sales months. 
Enamelware installations are- doing 
exceptionally well, and are keeping 
most of the factories very busy. In- 
dustry statistics through August 
shows the eight months’ decrease in 
plumbing brass goods was about 28 
per.cent from last year’s compari- 
son, measured by number of pieces 
shipped. Included in these statistics 
were bath, shower, lavatory, sink 
and laundry tray fittings. 

* * * 


Building Materials—Toward 
the end of September. declines were 
appearing, in several markets, in 
yellow pine lumber, and in sand and 
gravel. Brick and cement were hold- 
ing steady, while cedar shingles, lead 
sheets and pipe, and pine lath, as 
well as copper trim, were higher. 
Currently the average price of a 
broad group of representative con- 
struction materials stands at 89.4 
per cent of the 1926 average. This 
contrasts with the low point of the 
past several years of 88.5 made in 
early July, after a steady decline 
covering nearly a year. The current 
figure is 7 per cent below that for 
the corresponding 1937 date. 


* * *% 


Paint Lines—The fall bulge 
of demand is on for window glass 
and putty, with glass prices firm 
after the recent advance. Linseed 
oil rose 14% cents per gallon on 
Sept. 26, with further strengthening 


possible. Fall paint sales are helped 
by the open weather, but still are 
well under last year. The latest in- 
dustry report shows sales of paint. 
varnish, lacquer and fillers during 
August by 579 establishments to- 
taled $26,821,000, as against $26.- 
730.000 during July, and $33,785.- 
000 for August last year. Total sales 
reported for the first eight months 
were $228,872,000, as against $293.- 
852.000 during the same period last 
year. 
* * * ’ 

Price Trends — Commodity 
price averages for some time have 
fluctuated only slightly, but with a 
gradual recovery showing _ itself. 
There is little evidence of any defi- 
nite change in this trend over the 
next few months. While commodity 
price weakness is not anticipated. 
neither is there expected more than 
a moderate upward movement. The 
removal of war threats generally 
leaves the markets more confident. 
and stronger. Wholesale ingot cop- 
per prices, under rising demand, had 
made, up to Oct. 10, their tenth 
successive advance since July 1. At 
1034 cents, the market is back to 
the Jan. 18, 1938, and the Nov. 23. 
1937, levels. Market statistics on 
zinc also indicates higher prices, with 
stocks decreasing and consumption 
gaining. Tin, too, has been moving 
upward, reaching above 45 cents to 
a new high since December. On 
Oct. 5, among other commodities. 
rubber, silk, and hide futures at 
New York all reached new high 
leveis for the year. Other staples 
made moderate advances. 


* * * 


Shipments Increased—F ayette 
R. Plumb, Inc., Philadelphia, Pa.. 
manufacturers of axes and other 
tools, reports that shipments from 
the company’s Philadelphia plant 
were more than 50 per cent greater 
in the first half of September than 
for the same period in 1937. 


* * * 


Vacuum Cleaners — Electric 
vacuum cleaner sales in August 
staged a comeback, reversing an in- 
dustry down trend and totaling 96,- 
557, an increase of 32 per cent over 


HARDWARE AGE 








lped 
are 
- in- 
1int. 


ring 

to- 
26.- 
85.- 
ales 
aths 
'93.- 
last 


ric 


in- 
B,- 


er 





ote 
A 


BUSINESS | 





July and 22 per cent below August, 
1937. With proportionate decreases 
lessening, the industry’s sales for the 
first eight months of 1938, as re- 
ported by C. G. Frantz, executive 
secretary, Vacuum Cleaner Manu- 
facturers’ Association, total 838,395. 
or 30 per cent below the same pe- 
riod in 1937. Continued buying of 
vacuum cleaners in the upper price 
levels characterized August _ busi- 


ness, the average retail price for 

floor models, constituting the great 

bulk of the industry’s business, being 

$57.23, compared to $55.93 in Au- 

gust, 1937. For the first eight months 

of this year, the average price was 

$60.07, compared to $54.91 in the 
same period of 1937. 
ee & 

Washing Machines — Heart- 

ened by an upturn in washer ship- 


ments, the August total, latest com- 
piled, being almost 130,000 or 75 
per cent above July, manufacturers 
and dealers alike expect observance 
of National Washer and _ Ironer 
Week. Oct. 23-29, to produce record 
volume. W. Neal Gallagher. Newton, 
Iowa, president of the American 
Washer & Ironer Manufacturers As- 
sociation, predicts that the total will 
be 50,000 to 75,000 units. 


“The Hardware Age ijlackhoard 


Of Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geagraphic Regions, Zor August, 1938 


(COMPILED BY THE BUREAU OF FOREIGN AND DOMESTIC COMMERCE, I S. DEPARTMENT OF COMMERCE IN 
WITH THE NATIONAI ASSOCIATION OF CREDIT MEN 


COOPERATION 


S Percent** of collections 


Firms 
Re- 


Regions * porting 


Sales 


| NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

| EAST SOUTH CENTRAL 

| WEST SOUTH CENTRAL 
MOUNTAIN 

| PACIFIC 
UNITED STATES, TOTAL 


States comprising regions: 


New England (Conn., Maine, Mass., N. H., R. IL. Vt.) 


Middle Atlantic (N. J., N. Y., Pa.) 


Sales Reported 
Firms 
Aug. 1938 Re- 
percentage Thousands of Dollars porting 
change from Collec- 
tions 
Aug July Aug Aug. July 
1937 1938 pESK Ie) 1937 1938 
5 He | 6.8 1,157 1,332 1,083 
11.8 4,805 5,965 4,299 
8.896 11,642 7,914 
4.491 yal 4,222 
2,986 2 ye YAN) 
2,307 2,629 1,918 
3,923 Ry AS) 
Kh) 1,010 
5,081 4,392 


34,785 41,963 30,787 


East South Central (Ala., Ky., 
West South Central (Ark., La., 


East North Central (Ill., Ind., Mich., Ohio, Wis.) Mountain (Ariz., Colo., Idaho, 


West North Central (Iowa, Kan., Minn., 


S. D.) 


Mo., Neb., N. D., Wyo.) 
Pacific (Calif., Ore., Wash.) 


during month to 
accounts receivable at 
beginning of the month 


Aug. Aug. July 
1938 1937 1938 
49 

48 

54 

47 

46 


49 


South Atlantic (Del., D. C., Fla., Ga., Md., N. C., S. 
W. Va.) 


Miss., Tenn.) 
Okla., Texas) 
Mont., Nev., N. M., Utah, 


"*These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 


te accounts receivable at beginning of month 
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Window Glass—*“Third quar- 
ter shipments of window glass regis- 
tered a gain over shipments for the 
corresponding months of 1937,” said 
John D. Biggers, president, Libbey- 
Owens-Ford Glass Co.. Toledo, Ohio, 
“while shipments of plate glass to 
the building industry were slightly 
below last year’s levels.” 


* * *% 


Leather Products—During re- 
cent weeks packers have been heavy 
sellers of hides, with sales in some 
periods reported at twice the pro- 
duction. This heavy selling has 
tended to reduce inventories, and the 
same effort by tanners to reduce 
stocks, with the appearance of ad- 
ditional buying, has made a strong 
statistical position in the hide and 
feather industry. A better demand 
for all types of leather is noticed. 
except that sole leather sales have 
not been satisfactory. In view of 
price advances in the hide market, 
and the firming of leather prices, 
the shoe trade generally covered the 
greater part of fall and winter 
leather requirements about four 
months ago. 


* * * 


Steel Production Gain—The 
gain in steel ingot output this week 
to 51.5 per cent from 49 per cent 
last week is the sharpest rise within 
one week this year excepting post- 
holiday recoveries, saye The Iron 
Age in its Oct. 13 issue. In the 
corresponding week last year ingot 
output was at 63.5 per cent, but was 
rapidly declining, having dropped to 
48 per cent by the first week of 
November, which makes it appear 
that fourth quarter production this 
year will top that of the final quarter 
last year by a fairly substantial 
margin. New business in steel has 
gained consistently during the past 
two weeks. All products have not 
been affected in the same degree, but 
most of them have had moderate 
gains. Releases of structural shapes 
against recent construction contracts 
have shown conspicuous improve- 
ment and account in part for a three- 
point gain in operations at Pitts- 
burgh to 41 per cent. 


& - * 


Building Increase—Residen- 
tial building made further marked 
advances in September, according to 
F. W. Dodge Corp., New York City. 
Contracts awarded last month for 
dwelling accommodations of all 
kinds in the 37 states east of the 
Rocky Mountains amounted to $99.- 
574,000, compared with $65,590,000 
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in September, 1937, and with $99,- 
732,000 in August of this year. The 
increase over September, 1937, was 
52 per cent, and the daily average 
of September contracts was some- 
what higher than the August daily 
average, whereas there is usually a 
seasonal decline in September. Re- 
covery progress in residential build- 
ing is shown in the 1938 record by 
quarters. The dollar volume of con- 
tracts in the first quarter ran 33 per 
cent behind the first quarter of 
1937; the second quarter of this 
year ran 15 per cent behind; but 
the third quarter ran 30 per cent 
larger in residential volume than the 
third quarter of last year. At the 
end of September, the cumulative 
dollar volume of residential con- 
tracts for this year was only 7 per 
cent behind the figure ‘for the first 
nine months of 1937. 


* * * 


Wholesale Hardware Sales 
The business of 271 hardware whole- 
salers — establishments which ac- 
counted for 38 per cent of the total 
for all service and limited-function 
hardware wholesalers in 1935, the 
last year for which a regular Census 
of Business was taken—increased 
17.2 per cent in the second quarter 
over the first quarter of this year. 
but was short 19.9 per cent when the 
second quarter of 1938 is compared 
with the similar period of 1937. Con- 
sidering 1937 as a whole, sales of 
the 271 wholesalers were 10.5 per 
cent higher than for the year 1936 
and 29.4 per cent above 1935. These 
are among the conclusions an- 
nounced today by William L. Austin. 
Director, Bureau of the Census, in 
another report issued in connection 
with the Census Survey of Business. 
Of the 271 hardware wholesalers re- 
porting for this Survey, 175 are clas- 
sified as full-line and 96 as specialty- 
line houses. Both classes show sub- 
stantial increase in business in the 
second quarter over the first quarter 
of this year, but when the second 
quarter of 1938 is compared with 
the second quarter of 1937, full-line 
houses are found to be off 19.5 per 
cent and specialty houses by 24.6 
per cent. Sales of both classes of 
wholesalers reached their high, for 
the four quarters of 1937 and the 
first two of 1938, in the second quar- 
ter of 1937 from which they dropped 
slightly in the third quarter. More 
pronounced declines are found in the 
fourth quarter of 1937 and the first 
of 1938. As stated above, business 
increased during the second quarter 
of this year, but was still short of 
the total for the same period of 1937. 


Good Shopping Weather — 
Mild fall days throughout most of 
the country have given more impetus 
to outdoor activities than to the de- 
mand for cold-weather goods. Early 
sales of such merchandise have been 
only fair, but merchants are confi- 
dent that their real season volume 
is still ahead, to show itself when 
cooler days set in. Farm work and 
the maturing of crops have pro- 
gressed normally, and the large 
yields, despite complaints of low 
prices, are opening the farmer’s 
purse-strings for a great many “hard- 
ware” supplies. He finds that his 
own shopping is aided by lowered 
prices now available on many of the 
things he needs. In the cities and 
towns the mounting attendance at 
sports events, both school and pro- 
fessional. are forming a fine back- 


. ground for the retailer’s displays 


and sales of sports equipment. The 
“play” season is being stretched, 
with little interruption, throughout 
the entire year, even mid-winter of- 
fering its opportunities for busy days 
in the sporting goods departments. 


* x * 


Electric Output—Production 
by the electric light and power in- 
dustry of the United States for the 
week ended October 1 reached above 
2143 million kilowatt hours, a de- 
crease from the like 1937 period of 
5.8 per cent. Output was off only 
slightly from the previous 1938 week. 


* * * 


Rising Employment—Employ- 
ment gained about one per cent in 
August over July, but with substan- 
tially larger increase in manufactur- 
ing plants, according to the National 
Industrial Conference Board. It 
placed the August employment fig- 
ure at 43,453,000, a gain of 422.000 
over July. Of the new jobs, 338,000 
were in manufacturing. Total man 
hours increased 4.4 per cent, with 
the largest advance reported in the 
iron and steel industry, 21.9 per 
cent. Employment gains were 
marked in the hardware, foundry. 
furniture and chemical industries. 
However, compared with August. 
1937, the month was still low, except 
for average hourly earnings which 
were only 0.6 per cent under. Em- 
ployment was 26.1 per cent under, 
and total man hours and pay rolls 
were 33 per cent below. 


* * 
Cotton Surplus—The Agricul- 
ture Department on October 8 fore- 
cast 1938 cotton production at 12.- 
212.000 bales, an unexpected in- 
(Continued on page 188) 
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Homecraft Hobby campaign 


...a drive to boost homecrafting 
... the hobby that pulls extra 
hardware profits! 


Send for this FREE promotion material CASCO 
offers hardware déalers: 


1. A constant supply of “Home Workshop Hand- 
books” and 2-color counter-card dispenser. A new 
kind of information book, the Handbook dis- 
cusses the pleasures of homecrafting, the first 


EP Es 


HOME 


WORKSHOP 
SUPPLIES 


erg | VARNISHES 
PAINTS 


HOME 
WORKSHOP 
SUPPLIES 
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workshop tools to buy, how to care tor tools, 
where to send for helpful, free and low-cost 
booklets by leading makers of tools, abrasives, 
woods, finishes, etc. The Handbook sel//s the 
homecraft hobby... paves the way to more sales 
of tools, cabinet hardware, woods, finishes, every 
department in your store! 


; a Colorful, 2-color decalcomania shield for door 
or window. Identifies the hardware store, yourstore 
—as “Home Workshop Supply Headquarters.” 


Mail the coupon now...start getting these extra 


hobby profits! 


No cost to you...No “‘deals”’ to buy... 
No strings attached 


If you display and stock CASCO GLUE, just fill out and 
mail this coupon. This is a business-building promotion 
for your store. 


CASEIN COMPANY OF AMERICA 
350 Madison Avenue, New York City 


Gentlemen — 
Send me that FREE Homecraft Hobby campaign 
material... I'll give it a good trial. 


Street 
My jobber’s name is 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Air Pilot Lantern 

The lantern, a cold blast No. 2 
model, has an air line design that is 
pleasing to the eye. It has “all-weather” 





controls, rain shedding “aero-dome,” 
new air combustion with balanced air 
control to insure burning dependabil- 
ity, brilliance, and weather protection. 
An attractive compact display, 21 in. 
high and 17 in. wide, in two colors, is 
packed free with initial order of six 
or more of these Air Pilot lanterns. 


Embury Mfg. Co., Warsaw, N. Y. 


Draper-Maynard Color Chart 
Color sharts which can be used in 
working up attractive color combina- 
stion on athletic clothing orders are 
being issued by The Draper-Maynard 
Co., 400 York St., Cincinati, Ohio. 


Universal Portable Oven 


Landers, Frary & Clark, New Britain, 
Conn., has issued an attractive 10-page 
folders in its new Universal Electric 
Oven. Full-page illustrations show the 
oven in use—broiling, baking and roast- 
ing. 

Special Tip-Top Deal 

A striking new Tip-Top _heatless 
solder display, using a small scale to 
demonstrate the 40-pound pull, which 
the maker states a Tip-Top soldered 
joint will withstand, is being offered 
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retailers in a special deal. The display, 
a 28-inch five-colored stand patterned 
after the front of a Tip-Top tube, car- 
ries a panel on the left side showing 
the various uses for Tip-Top heatless 
solder. Scale and soldered joint are on 
opposite side. Dealers pay $1.20 for 
the display; $3.80 for 24 tubes of 
solder on display cards, and receive an 





additional six tubes of solder free. Re- 
tail value of solder is $7.50. Tip-Top 
Products Co., Omaha, Neb. 


Barneit Hardware Catalog 





The G. W. Barnett Hardware Co., 
Montgomery, Ala., has issued catalog 
No. 38, a 534-page, completely indexed 
volume on shelf and heavy hardware, 
agricultural implements, and_ sporting 
goods. Compiled and published by The 
North American Press, Milwaukee, Wis. 


“Diamond” Hammer Drill 





Drills up, down, or horizontally and 
in awkward corners. Makers say it 
drills holes accurately and with no 
danger of striking hand or wrist. De- 
signed specially for use in installing 
expansion shields and anchors, and will 
cut brick, stone and concrete. Dia- 
mond Expansion Bolt Co., Garwood, 


iw. 3. 


City Mail Box Assortment 


This small and attractive assortment 
of city letter boxes requires an invest- 
ment of only $11.80 and includes an 





attractive sales display stand. Assort- 
ment is made up of medium priced let- 
ter boxes and contains one only of the 
Tudor Mailtainers. Other boxes retail 
for 25 cents to $1.00 each. Patent Nov- 
elty Co., Fulton, Tl. 


Ames Baldwin Wyoming 
Catalog 


Ames Baldwin Wyoming Co., Park- 
ersburg, W. Va., has issued its general 
catalog No. 1, containing 194 pages. 
The catalog is so arranged as to provide 
convenient reference to any of the num- 
erous items shown. Those include shov- 
els, spades, scoops, Red Edge shovels, 
spades, scoops, snow shovels, furnace 
scoops, sidewalk scrapers, snow pushers, 
forks, hoes, rakes, post hole diggers, and 
replacement handles. Catalog is di- 
vided into sections, each easily identi- 
fied by a color spot at the corner of 
each page. 
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INTERNATIONALS Offer the 


Best Solution to Hauling Problems 


This handsome streamlined International Half-Ton Truck handles the deliveries for P. B. Corkum, Inc., Wellesley, Mass. 


@ The quality built into International Trucks 
shows up to the user’s advantage when these 
units go on the job. The investment you make 
in Internationals pays dividends in economy of 
operation and maintenance, dependability, and 
long life. Time alone has not built the reputa- 
tion and preference for Internationals— per- 
formance per dollar has been the answer. 
Today Harvester experience and high-grade 


workmanship are available in 30 models and 


99 wheelbases—ranging in size from Half-Ton 
Trucks to powerful Six-Wheelers. There is an 
International Branch or Dealer near you, ready 
to show you the right truck for your needs. 
Turn your work over to Internationals—select 
your trucks from this broad line and solve your 


hauling problems the most satisfactory way. 


INTERNATIONAL HARVESTER COMPANY 


(INCORPORATED) 


180 North Michigan Avenue Chicago, Illinois 


INTERNATIONAL TRUCKS 


OCTOBER 20, 1938 











Automatic Heater Controls 


New auto-heat top units for the new 
oil burning space heaters have been de- 
veloped by the Automatic Products Co., 
Milwaukee, Wis. Two types of auto- 


matic heat control are provided. The 
first, an electric conversion unit, in- 
cludes a room thermostat in modern de- 
sign, a transformer, the special con- 
version top and all necessary wiring, 
staples and instruction for installation. 
The desired temperature is set on the 
thermostat which operates the electric 
control unit, which in turn actuates the 
fuel feed to the furner. The second 
type is also designed for homes not 
having electricity. This is the thermo 
conversion unit, or air-operated auto- 
matic control which is also mounted 
on the regular manual control. A ther- 
mostatic bulb on the unit actuates the 
fuel metering stem, measuring exactly 
the quantity of fuel for any desired 
temperature. A knob on top of the 
control provides a wide range of tem- 
perature setting from 35 to 90 degrees 
Fahrenheit. Both these auto-heat top 
units will fit the A-P manual controls 
now being installed on the majority of 
oil burning space heaters. They are 
sold in self-contained “kits” in which 
are supplied all the necessary parts for 
attachment of regular controls. 


“Fire-Devil” Serewdriver 
“Fire-Devil” is the name given a line 
of screw drivers with neon test lamps 
in the handle. The neon tubes are said 
to be unusually sensitive to high volt- 
ages and low currents. Screw drivers 


are used for testing spark plugs, igni- 
tion cables, high voltage lines, neon 
signs, radio frequency, etc. Handles 
are amber pyroxilin, unbreakable. 
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Blades are of selected tool steel. 
Offered in large, medium, and small 
size. Put up in a leather holster de- 
signed to fit in the pocket, hang on 
the belt or wall. Displayed on stand-up 
counter display for retail stores. Sundt 
Engineering Co., 4238 Lincoln Ave., 
Chicago, Ill. 


Plastic Drawer Sets 


The Pacific Plastic and Mfg. Co., 
Inc., 182 Poinsettia Ave., Hollywood, 
Calif., is introducing a new line of 
plastic drawer pulls and knobs under 
the trade name of “Hollymade Prod- 


ucts.” These products are designed by 
Hollywood designers and are made in 
various colors of Tenite. Hollymade 
pulls are priced at 10 cents and 15 
cents for the three and four inch 
lengths. Knobs are priced at two for 
15 cents. 


Lamp Changer 


This sectional lamp changer will fit 
tree trimmer handle sections. It is 17 
inches overall. Has rectangular ferrule 
but can be equipped with round fer- 
rule. Tool is operated by pushing the 


rubber fingers over the lamp and turn- 
ing pole in the hands. Cord provides 
a means for operating lamp changer at 
angle. Bartlett Mfg. Co., 3003 E. Grand 
Blvd., Detroit, Mich. 


World’s Fair Knives 


The Utica Cutlery Co., Utica, N. Y., 
is making five World’s Fair pocket 
knives. They are: No. 33—two-bladed 
jack knife with large clip point, small 





pen blade, a 3% in. handle, and with 
nickel silver tips and lining. No. 55 
two-bladed pen knife with spear point 
and small pen blade, 3% in. handle. 
with nickel silver tips and lining. No. 
66 two-bladed midget knife with spear 
point and small pen blade, 2% in. 
handle with brass tips and lining. 
No. 88 same as No. 66 but with ring 
shackle clevis for watch chains. No. 77 
three-bladed scout and utility pattern, 
large spear blade, can opener blade 
and combination screw driver and 
bottler opener blade, 35 in. handle 
and nickel silver bolsters and brass lin- 


ings. These knives have non-breakable 
composition “Super Pearl” handles 
with World’s Fair scene printed in 
blue. Blades are all full crocus mirror 
polished. Blade steel is high carbon 
crucible, hardened and tempered, full 
ground to sharp lasting edge. Suggested 
retail selling price of all but the No. 77 
is 50 cents. No. 77 sells for 75 cents. 
Company is licensed to make these 
official World’s Fair knives under 
license No. 1031. 
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Because these Ingersolls are ideal Christmas numbers, this gener- 
ous FREE OFFER makes Gem the most important profit item in 
ble your store! National advertising keeps Gem Micromatic Blades 
iles moving fast! These famous Ingersolls will sell on sight because 
in they’re the finest timepieces ever to sell at these low prices! 
Tor You have your choice of these fine Ingersolls Free with every 
- card of 20 packages of Gem Singledge Blades (5 blades to a pack- 
ne age). Offer applies only to Singledge Blades. Expires December 15, 
77 1938. Order from your wholesaler today! 
nts. Gem Division, AMERICAN SAFETY RAZOR CORP., BROOKLYN, N. Y. 
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Tool Handle Merchandiser 


The Turner, Day & Woolworth 
Handle Co., Louisville, Ky., has de. 
signed a merchandising display for 
replacement tool handles that is striking 


TURNERDAY 
HANDLES (4%) 
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as a display stand and a store fixture. 
This merchandiser is sturdily con- 
structed of steel rod to hold 12 long 
handles in an upright position and six 
to 12 short handles in a wire basket 
above them. Stand is light in weight 
and takes up only small floor space. 
It permits customer to serve himself 
and it acts as a storage space for the 
handles, protecting them against dirt 
and deterioration. 


Holo-Krome Catalog 


The Holo-Krome Screw Corp., Hart- 
ford, Conn., manufacturer of Holo- 
Krome Fibre-Forged socket screws, has 
issued a new pocket size (5 by 6% in.) 
catalog containing 40 pages of data, ta- 
bles, standard and application of value 
to users of socket head cap screws, hol- 
low set screws, socket head stripper 
bolts and hollow pipe plugs. 


Electric Appliance Control 


Automatically turns any electric de- 
vice on at any previously determined 
time and also turns the device off at 
any later determined time. Does both 
operations with only one setting or will 
perform either operation alone. Used 
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for roasters, radios, electric fans, elec- 
tric lights, heaters, washing machines, 
Neon signs, window display lights, etc. 
Suggested retail selling price, $9.95. 
American Timer Corp., Geneva, Ill. 


Rotary Drill Point 
Called “Sudden Death.” Will drill 


holes in concrete, tile, brick, glass, mar- 
ble, cast iron, and glazed finished ma- 





terials. It is tipped with Carboloy and 
high temperatures are said not to affect 
its drilling qualities. The Paine Co., 
2951 Carroll Ave., Chicago. 





Michigan Hardware Catalog 


Catalog No. 4—847 pages—on shelf 
hardware, housefurnishings, varnishes, 
paints, electrical supplies, sporting 
goods and fishing tackle has been is- 
sued by the Michigan Hardware Co., 
Grand Rapids, Mich. Compiled and 
published by The North American 
Press, Milwaukee, Wis. 


Shaverlite 


Shaverlite throws a beam of bright 
light directly in the path of the cutter. 
It is a convenient attachment for elec- 
tric razors, having a detachable con- 
necting cord. It plugs in between the 





shaver and its connecting cord and 
holds snugly against the body of the 
shaver. Has non-skid grip. Uses 110- 
volt 6-watt G. BK. Mazda lamps. . Mer- 
chandisers Inc., 250 Park Ave., New 
York City. 








New Cory Rod 


The Glass Coffee Brewer Corp., 
Chicago, Ill., announced a special all- 
glass filter rod for use with glass coffee 
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makers of the vacuum type. This Cory 
Rod fits the upper glass or funnel of 
existing glass coffee makers and makes 
coffee or tea without the need of cloth, 
papers, springs, or hooks in connection 
with the filter. The rod retails for 50 
cents. A gold and blue display card is 
given free with every order for 12 or 
more. In the display one of the rods 
is set into the full-size picture of a 
coffee maker. In the back of the card, 
space is provided for 12 or 24 of the 
rods. 


Emergency Heat, Light Unit 


The S.O.S. Steady Flame is an 
emergency heat and light unit that the 
maker states burns in wind or rain. 
For use by campers, autoists, and 
winter sport fans. It is said to cook 
a quick meal, start camp fires when 
wood is wet, and to serve as a utility 
and night picnic light. Autoist can use 
it in night road emergencies. In sports, 
it serves as an emergency light and 
signals. Twelve units are packed in an 
attractive display lid carton. Suggested 
retail selling price is 25c. per unit. 
Universal Distributing and Mfg. Co.., 
Inc., 428 Pacific Ave., San Francisco. 
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Hunting and Heating Displays! 


N | OVEMBER is just over the 
horizon and the advent of 
this month means, in most 

sections of the country, that cold 

weather has come to stay. Inci- 
dentally, it means that the hunt- 
ing season is on and that there 
is much that the hardware dealer 
can do to supply the needs of 
both the stay-at-home and_ the 
outdoor man. 

The suggested display on this 
page gives you an indication of 
what can be done in the way of 
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a window that will attract the 
hunters to your store. The floor 
has been covered with either real 
or artificial dried grass and 
leaves while the rail fence and 
the signs at the left form sufh- 
cient background for the mer- 
chandise on display. A hunter's 
coat and cap are hung up before 
the shock of corn, rifles and shot- 
guns lean against the fence rails 
and the smaller items repose upon 
the floor in the foreground. Get 
a section of real rail fence in 


your window by all means and 
be sure that your signs, or at 
least the upper one, are of real 
board. Your fence, corn and 
signs supply the note of brown 
and it might be well to add a 
solid background of yellow or 
orange, which are typical fall 
colors. 

The dealer can always go a step 
further with a window of this 
type. A tent or a brush shelter 
could be erected without spoiling 
the balance of the display and 
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This chart shows how the 
background is designed. 


birds could be seated on the fence 
or placed in the foreground. The 
only thing to guard against with 
a window of this type is the ten- 
dency to overdo it and get in too 
much in the way of atmosphere or 
merchandise. Having too many 
things in a window is almost as 
bad as not having enough. Better 
watch out and not lean too much 
in either direction. 

The display on this page is 
designed primarily to increase 
sales of heating supplies. Heating 
equipment of all kinds——coal, oil 


and gas-burning as well as electric 
heaters are featured together with 
all of the accessories which ac- 
company them. The display is of 
the unbalanced type with a series 
of Harpware AGE interchangeable 
display pedestals supporting a 
number of the smaller items. 
Larger pieces of equipment serve 
to finish off the display on each 
side. A simulated flame border is 
across the foot of the background 
while the sign above it tells the 
story to the passersby. Have the 
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Square up the space you will use and 
complete the design square by square. 





flame border in yellow or orange 

-preferably the latter. Have the 
panels bearing the lettering in 
orange with the figure represent- 
ing “Cold” in light blue. 

The chart at the top of this 
page shows the way in which 
these panels may be drawn from 
scale to the size necessary to fit 
your window. It’s an easy thing 
to do once you get the hang of 
it. And, once you master the art, 
youll find it will be of decided 
assistance to you in designing 
attractive window displays. 


WITH BI TTTA LT 


HEATING SUPPLIES 
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How the Hardware Trade Was Affected by the Recent 


Hurricane and Floods 


effect of the hurricane was a tre- 
mendous demand for our elec- 
trician’s and linemen’s pliers. For- 
tunately we were able to handle 
and ship orders promptly by a 
great many different modes of 
transportation to the affected 
areas.” 

The Henry G. Thompson & Son 
Co., New Haven, Conn., fortun- 
ately escaped damage. A. W. 
Tucker, secretary of the company 
says, “Although New Haven was 
very much in the path of the hurri- 
cane and a great deal of damage 
was done along the shore front, 
this company was very fortunate 
in that we received no damage 
whatsoever. We were without 
power, light and heat for several 
days, and although this held up 
our production, it was, of course, 
a minor inconvenience, compared 
to the havoc suffered by other sec- 
tions of New England. Consider- 
ing what other sections of New 
England suffered, we probably 
should not complain, but the City 
of New Haven has always been 
proud of its natural massive and 
beautiful old elm trees. Approxi- 
mately 5000 of these trees were 
blown down, and many more must 
be cut down for safety. The fall- 
ing trees caused no end of destruc- 
tion to telephone, power and light 
lines. Some parts of the city are 
still without telephones and lights, 
and the city streets are still in 
darkness.” 

Although the hurricane did con- 
siderable damage in the vicinity of 
Southampton, Long Island, N. Y.., 
John A. Herrick, a dealer in that 
community said: “We did not suf- 
fer personally, nor did we have 
any damage done to our busi- 
ness property. Of course, we were 
not sufficiently stocked to take care 
of immediate demands which 
were principally for axes, saws, 
tree wire, etc. I would like to pay 
tribute to the very excellent co- 
operation and help given by New 
York wholesalers in quickly sup- 
plying needed goods.” 


110 


(Continued from page 64) 


The flood in Providence, R. I., 
was caused by a tidal wave and 
was all over in two and a half 
hours. Says L. W. Tishler: “The 
salt water came in at about 6 and 
was gone at 8:30 on Sept. 21. Just 
to give you an idea of some dam- 
age this flood caused, the tele- 
phone company has 6000 men 
working at $1.00 per hour and the 
work is going on 24 hours a day. 
The job will take one year to com- 
plete as the salt water has eaten 
away underground wiring. What 
some business men worked for all 
their lives has been ruined, in less 
than three hours. The hardware 
merchants have been lucky as 
only a few were flooded. The rest 
of them did some real business 
and could have done more if they 
were not isolated from the rest of 
the world. We could not get sup- 
plies from the outside. I was 
lucky at home. I got my electric 
current on the fifth day. There 
are some sections that won't get 
gas, electricity er water for an- 
other month.” 


Edward Congdon’s Story 


A graphic story is told by 
Edward Congdon, treasurer, The 
C. W. Willard Hardware Co., 
Westerly, R. I., and optimism is 
strong in his eomments. He says: 
“Westerly had its share of the 
disastrous results. Store fronts 
were blown out, roofs were blown 
off, basements and stores were 
flooded and fallen trees blocked 
the highways in every direction. 
There were no lights or telephones 
or telegraph lines in operation 
and no railway service because of 
wrecked bridges. Our company 
was fortunate to have sustained a 
comparatively small loss, although 
we did have about five feet of 
water in our sub-basement. Our 
principal concern is the almost 
complete annihilation of our 
beach colonies on which we de- 
pended largely for our summer 


business. Some 600 or 700 cot- 


tages and houses were completely 
wrecked and there was an ap- 
palling loss of life.” Optimistically 
Mr. Congon says, “We feel pleased 
to have had a generous supply of 
goods suitable for the relief of this 
disaster and have done all in our 
power to get further supplies that 
are so badly needed. We certainly 
appreciate the service of distribu- 
tors in getting needed supplies to 
us. We are now looking forward 
to the rebuilding of this section 
and hope that it can be done. We 
hope that we can live up to our 
slogan, that this is, ‘the summer 
playground of New England.’ ” 
Although The Rirco Store, 
Providence, R. I., suffered some 
damage, a member of that com- 
pany says: “We were fortunate, 
indeed. We only lost large plate 
glass windows, brick chimneys, 
part of our roof and were without 
lights. Much equipment was dam- 
aged, some of it ‘beyond repair. 
While we have had plenty of grief 
yet we have had nothing as com- 
pared with thousands of other 
poor folks. Our hearts go out to 
the afflicted and those who have 
lost their loved ones. In down 
town sections, stores were wiped 
out and millions of dollars worth 
of damage was suffered. There 
was water 18 to 20 feet high in 
some places. Things are terrible 
here but are getting better each 
day, although they will take a 
long time to get back, if ever.” 
Wind, fire and flood waters 
damaged the premises of The 
Eaton & Wilson Co., New London, 
Conn. Henry W. Mono of this 
company says: “First, on the 21st 
we had the wind, but our build- 
ing was built over 100 years ago 
and the only damage was the loss 
of the skylight which was blown 
off. Then we had the flood! When 
the water came in, we moved our 
stock higher, and opened a man- 
hole so that the water could go 
down in a sub cellar. Then came 
the fire! We moved out. We are 
starting up at the present time in 
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must be dependable, too! 
































Columbian Rope, like Old Faithful, 
can be depended upon for steady, 
consistent performance. That's be- 
cause Columbian Pure Manila Rope F 
is made from long, tough fibres, F 
every fibre individually waterproofed 
and every yarn individually lubri- 
cated. That is why Columbian resists 
wear and water, handles easier, is 
more flexible and stands up longer 
than most other ropes. | 





COLUMBIAN ROPE COMPANY 
AUBURN, “The Cordage City”, N. Y. 


COLUMBIAN 


Tape Marked, Pure Manila Rope 






Old Faithful Geyser in Yellowstone National 
Park may be depended upon to burst forth 
with its skyward spray every sixty-five min- 
utes, year in and year out. 
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a store almost across from our 
old location. We are now at 203 
Bank St.” 


Seymour Sears’ Story 


In the Oct. 6, 1938, issue of 
HARDWARE ACE was published a 
letter from Seymour N. Sears, 
vice-president, The Tucker Co., 
telling of his experiences in the 
flooded areas. Mr. Sears made 
another trip to New England early 
this month. From Manchester, 
N. H., he wrote of more destruc- 
tion and chaos he had seen. In 
part he said: “New London is 
certainly a wreck, between fire 
and flood. Did not go down to 
look over the damage as the police 
lines were up. Providence, ene 
week after the hurricane, was still 
confusion. There was no power 
in many places, no lights and no 
"phone service. The trees, in fall- 
ing, had carried all the wires with 
them. The railroad was running 
without its block system and was 
quite slow. 

“The Boston Gardens and The 
Common were particularly hard 
hit. It was too much to expect the 
buyers to spend much time with 
traveling men who were caught 
in the whirl and could not carry 
on. Lawrence escaped water dam- 
age such as it suffered in 1936. 
The Treat Hardware Co. found 
conditions were much the same in 
other respects. There was a de- 
mand for about everything, axes, 
saws, hatchets, rope, chain, lan- 
terns, flashlights, candles, etc. 
Chain hoists were in demand, too. 
The demand for shingles is stilll 
unsatisfied up to this time. Glass 
and putty were in heavy demand, 
too. 

“Manchester, N. H., is much 
like the other towns along the 
route. There was practically no 
water destruction but the wind did 
its tricks up here. George McClin- 
tock of the John B. Varick Co. 
said they were fortunate in that 
none of their properties were in- 
jured. Chase, Parker & Co., Inc., 
Boston, Mass., kept a double force 
at work and was open day and 
night for several days. The Henry 
Duncan Co., Everett, Mass., real- 
ized that that there was to be a 
demand for goods the morning 
after the storm, so that company 
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sent a truck to Boston at midnight 
to await the opening of whole- 
sale houses, most of which had 
lines of trucks, a block or longer. 
waiting for the offices to open in 
the morning. The tremendous de- 
mand for candles, lanterns, lamps. 
etc., was such that a shortage 
existed in many of these lines. 
Many people bought paraffine to 
make their own candles.” 

Mr. Sears sent us another letter. 
from North Adams, Mass., telling 
more of the conditions he en- 
countered in his travels through 
New England. He says, “The 
district from Portland to Bangor. 
Me., got off very well this fall, and 
did not suffer nearly the damage 
suffered in the spring of 1936. 
Burlington, Vt., escaped much of 
the disaster. Trees are down but 
there was no water damage. Busi- 
ness is active and demand exceeds 
supply. In Keene, N. H., there is 
still no light (Oct. 12). Plate 
glass windows were smashed for 
blocks around in the business sec- 
tion. Keene looks like an army 
encampment. In addition to the 
high wind the river overflowed its 
banks and covered a larger area 
than in 1936. I drove from Keene 
to North Adams over a very much 
battered road. The streams left 
their beds and washed out whole 
sections of the highway. Bridges 
are down and in many places one 
way traffic is the order of the day. 
The Mohawk Trail is impassable 
and probably will be all winter. 
Hundreds of trees fell across the 
wires of the utility companies and 
it will be a long time before ade- 
quate service is restored. Res- 
taurants and movie houses are 
crowded and every one looks busy 
and contented.” 


From Bigelow & Dowse Co. 


I. S. Dillingham, president, 
Bigelow & Dowse Co., Boston, 
Mass., writes that, “We are 
pleased to state we did not suffer 
any damage in the hurricane. Of 
course, the damage done by the 
hurricane occasioned tremendous 
demand for axes, saws, roofing 
paper, etc. We received wonder- 
ful cooperation from manufac- 
turers in trying to supply us with 
emergency material.” 





H. A. Dunning, Dunning Hard- 
ware Store, Westerly, R. I., wrote 
from a hospital that, “My store is 
next to the river and the hurri- 
cane came so quickly that we had 
no time to get goods out of the 
cellar which was flooded, as was 
part of the store floor. We had 
time to get a lot of goods on the 
upper shelves and counters, away 
from the water so our loss was not 
as heavy as it might have been. 
Sales of glass, axes, wreck bars, 
etc., soon cleaned out much of my 
stock in those lines. Many of ow 
old New England trees are down. 
but the real damage and lose of 
life was at our famous beaches. 
Missquanicut (five miles from 
Westerly) has five miles of 
beaches on which there are cot- 
tages, hotels, stores, etc. It was 
very badly hit with almost all of 
the buildings gone. One hotel, an» 
account of ours, is gone, so you 
see the loss will be felt for years 
to come.” 


In Providene, R. I. 


The tidal wave came within 
about 1000 feet of the premises of! 
Sorel’s, Providence, R. I., hard- 
ware store. J. Henry Sorel says. 
“We sustained no damage whatso. 
ever, although we operated our 
store, without power and light and 
without ’phone service until 8 p.m. 
the day of the storm. We expected 
any moment to hear our store 
fronts crash, but fortunately they 
did not. A company across the 
street from us lost its roof and 
store front while we were in our 
store. We were fairly well pre- 
pared with window glass, roofing 
materials, such as shingles, gal- 
vanized nails, roll roofing, cement. 
steel nails, rope, axes and handles. 
hammers, lanterns, flashlights, bat- 
teries, lamps, rubber and leather 
gloves, wood splitting wedges, etc. 
We also set glass and were deluged 
with telephone orders. We worked 
18 hours, Thursday, Friday and 
Saturday and have been busy ever 
since. The first three days of busi- 
ness, after the storm, we worked 
with flashlights, far into the night, 
setting glass to help out those 
whose windows were badly dam- 
aged.” 
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BUFFET, Model No. 2H07. New kitchen or 
bathroom model with plastic case in ivory, 
green, white, black or red colors. 6%/ inches 
high, 6 7/16 inches wide, only 2/4 inches deep. 
A popular, fast-selling clock which 

retails at only $3.50 


SEXTON, Model No. 7H79-L. An outstanding 
alarm clock value. Mé@ded plastic case in black 
or mottled brown. Luminous painted 

numerals and hands. Retail price $4.95 
Butler, same case without luminous dial, $3.95 

















CORONADO, Model No. 3F7!. Brown mahogany 
case with Prima Vera wood side flutings. White 
and cream colored dial with numerals 

outlined in black. Retails at $6.75 


SHIELD, Model No. 2H5!. New wall clock, wal- 
nut case 9 inches square with beveled corners. 
Contrasting inner and outer bezels frame light 
cream and brown colored dial. 


tail at ies $6.75 
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WE PROPHESY BIG PROFITS 


WITH THESE “:/echi0N cLocKs 


(Reg. U.S. Pat. Off. by Warren Telechron Co.) 


AT CHRISTMAS-TIME 





Headed by these two fast-selling 


models, the Attendant and Buffet, 
Telechron clocks will return you a 
good profit at Christmas-time. Be- 
cause these smartly designed clocks 


are ideal for gifts! 


e Remember that Telechron clocks 
are consistently advertised in The 
Saturday Evening Post and other 
national magazines. They're the 
largest selling self-starting electric 


clocks in the country! 


e Plan now to cash in on the Christ- 
mas demand for Telechron clocks. 
Ask the nearest Telechron distribu- 
tor for the strong dealer helps and 
other information, or write to 


WARREN TELECHRON COMPANY 
5108 Main Street Ashland, Mass. 





ATTENDANT, Mode! No. 7H85. New alarm, 
priced sensationally low. Brown or 
ivory plastic cases. Brown case... $2.95 
Ivory molded case retails at $3.50 
Dispatcher, same design with luminous painted 
dial, retails for $1 more. 


PAGEANT, Model No. 3F67. Exceptional value. 
Molded black, brown or ivory colored cases, 
gold color bezels and side ornaments. 

Black or brown cases retail at $3.95 
Molded ivory case retails at $4.25 


La 
I St 


KITCHENGUIDE, Model No. 2F03. Wall model 
for kitchens and bathrooms. Molded plastic 
case. Green, ivory, white, black or red 

colored cases. 5-inch dial. Retails at $4.95 


DOMINO, Mode! No. 3H73. A low-priced popu- 
lar clock. Molded plastic case in black or 
brown. Satin-gold and cream colored dial. 
4\/. inches high. This attractive model $2 95 


is a sure-seller at 
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Homecraft Hobby Means Profits 
for Alert Hardware Merchants 


Some suggestions on what 
to do and how to do it 
for the dealer who seeks 
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door or window decalco- 
PROJECT PLANS - INFORMATION 





to capitalize on this 
ever-increasing pastime 


mania shield described 
in the ensuing article. 
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HARDWARE 


HE ever-growing Homecraft 
Hobby offers alert hardware 
merchants a constantly in- 


creasing profit sales opportunity. 
Always a source of steady busi- 


ness for hardware stores, this 
hobby has in recent years become 
a national movement, with a na- 
tional organization that has re- 
ceived widespread publicity in 
newspapers and national consumer 
magazines. In a recent issue, This 
Week, circulated by the hundreds 
of thousands through a group of 
influential newspapers, devoted a 
full page to the Homecraft Hobby, 
illustrated with pictures of tools 
with which the beginner can get 
started in this fascinating and 
practical pastime. 

For several years, HARDWARE 
Ace has been featuring ideas for 
developing more Homecraft Hobby 
business for hardware stores; tell- 
ing how hardware dealers have 
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VARNISHES 
PAINTS 


organized local Homecraft clubs; 
suggesting procedures for conduct- 
ing such clubs and offering win- 
dow display suggestions and com- 
plete selling programs. In 1934 a 
window display contest sponsored 
by this publication for windows 
featuring Homecraft equipment 
attracted more than 300 hardware 
contestants in the hardware trade 
indicating clearly the widespread 
interest and importance of this ac- 
tivity and its opportunities for 
profitable hardware store selling. 
Since that time the sales volume 
of such equipment has increased 
greatly and has become a major 
selling activity for thousands of 
hardware stores. 

The merchandising of 
workshop supplies helps modern- 
ize your store promotions. Hand 
tools, power tools, cabinet hard- 
ware, etc., all grouped as “home 
workshop equipment,” offer new 


home 


opportunities for dramatic window 
and floor displays. Power-tool 
demonstrations in your window, 
store, or at workshop club meet- 
ings, make your store part of the 
news in your town. “Project ex- 
hibits” of homecrafters’ work are 
effective to “convert” new men to 
this hardware hobby. And as a 
special gift promotion—your 
home workshop supplies are easy 
to sell as welcome, useful, and 
permanent. 


Better Customers 


Your workshop supply promo- 
tions will bring not only new cus- 
tomers—but better customers, pro- 
and business men, 
doctors, musicians, lawyers . . men 
from all walks of life . . men with 
money to spend on a favorite pas- 
time. “Ninety per cent of sales 
are cash,” reports a typical store 
about its sales of power tools and 
workshop supplies. Surveys show 
a surprising predominance of 
nationally-known quality equip- 
ment in homecrafters’ workshops. 
Homecrafters are quality-wise; 


fessional 
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"Good Buildings “Deserve Good Hardware” 






































CORBIN BUILDS MORE BUSINESS... 
AND HELPS YOU HOLD IT 


Building business for dealers is a strong point with Corbin. 
Satisfied customers stay with the dealer who gives them real 
values — and Corbin products help build customer satisfaction. 

The Corbin Line completely covers all the needs of 
your customer —and the price range meets every require- 
ment. Everyone recognizes Corbin as a name that stands 
for the highest in craftsmanship. 

The Corbin Door Check is an example of outstanding 
engineering. It is the only Door Check that combines all 
the features which insure perfect operation. Such self- 
evident value gives customers real confidence — and con- 
fidence holds trade! 


Pp, & F. CORBIN 


SINCE 1849 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO 
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they’re not subject to cut-price 
competition. Mechanically minded. 
the homecraftsman is “fussy” 
about his home—his purchases in- 
clude a never-ending stream of 
repair items from every depart- 
ment in the store. 

Hand and power tools keep 
their value. Changes in design are 
few. To the retailer that means 
turnover. His stocks are not sud- 
denly outmoded by new, annual 
model changes. The reputable 
names behind this equipment 
guarantee a continued high qual- 
ity—selling at full price and fair 
profit. Easy to sell, you need only 
“expose” your workshop pros- 
pects to this equipment through 
the medium of displays. The 
homecrafter “sells himself.” 

Talk with members of the men’s 
organizations in your town as to 
the possibility of a “clu! work- 
shop.” Write to the National Home 
Workshop Guild, 347 Fourth 
Avenue, New York City, for infor- 
mation about the organization and 
operation of Home Workshop 
Guild Clubs. See whether the 
schools in your neighborhood are 
prospects for new equipment. Dis- 
tribute tool catalogs and home 
workshop literature among these 
prospects as their interest grows. 

A variety of helpful booklets 
and project plans is now prepared 
by many leading hardware manu- 
facturers to help you build up 
homecraft interest and to center 
home workshop outfitting where 
it belongs—in the hardware store. 


Dealer Helps 


An example of this dealer help 
material is the “Casco Glue Home- 
craft Hobby Campaign,” which is 
available from the Casein Com. 
pany of America, 300 Madison 
Avenue, New York City. It offers 
retailers a free two-color window 
or door decalcomania shield read- 
ing, “Headquarters for Home 
Workshop Supplies” and a free 
two-color counter booklet dis- 
penser with a supply of “Home 
Workshop Handbooks.” These 
Handbooks include a “pep talk” 
for home workshop prospects as 
well as a list of available literature 
prepared by leading manufac- 
turers of tools, abrasives, woods. 
finishes, etc. 
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From this free and very helpful 
book we take the following data 
listing literature available from 
manufacturers who are cooper- 
ating to help hardware dealers 
get a larger profitable sales vol- 
ume from the growing Homecraft 


Hobby: 


Available Literature 


Tools 


E. C. Atkins & Co., 428 S. [Illinois 
St., Indianapolis, Ind. 

“Saw Sense” (free), 48 pp.. illus. 
booklet. A treatise on good 
saws. 

“Directions for Fitting Narrow 
Band and Small Circular Saws” 
(free), 24 pp., illus. booklet. 

“The ‘How-to-do-It? Book” (10 
cents), 40 pp., 64 illus.; plan- 
ning workshop; making joints. 
plans, etc. 

Delta Mfg. Co. (Power Tools), 600 
E. Vienna Ave.. Milwaukee. 
Wis. 

“Delta Project Book” (10 cents). 

Henry Disston & Sons, Inc., 100 
Tacony St., Philadelphia, Pa. 

“Saw, Tool and File Manual” 
(free), 48 pp., illus. 

Nicholson File Co., Providence, R. 1. 

“A File for Every Purpose” (free). 
26 pp., illus. 

North Bros. Mfg. Co., Lehigh Ave. 
& American St.. Philadelphia. 
Pa. 

“Yankee Tool Book” (free). 46 
pp.. illus. 

South Bend Lathe Works, 847 E. 
Madison St., South Bend, Ind. 

“The Home Workshop” (free). 24 
pp.. pictures of shops of famous 
men, history of hobby, etc. 

Stanley Tools, 107 Elm St.. New 
Britain, Conn. 

“Tool Guide” (25 cents), 32 
large-size pages of information. 

“Things to Make in Your Home 
Workshop” (10 cents). 16 com- 
plete plans. 


Abrasives 


Behr-Manning Corp., Trey, N. Y. 

“Abrasive Papers and Cloths” 
(free), 26 pp., 20 illus. 

“How to Sharpen” (free). 48 pp.. 
illus. 

“The Joy of Accomplishment” 
(free), 8 pp., containing list of 
tools needed for the home work 
shop. 

The Carborundum Co.. Niagara 
Falls, N. Y. 

“Carborundum Products for the 
Home Craftsman” (20 cents). 
(free sharpening stone includ- 
ed), 90 pp., illus. manual on 
how to use abrasives. 


Plans 


Casein Co. of America, 350 Madison 
Ave., New York, N. Y. 

“Casco Gluing Guide” (free). 36 
pp., 35 illus. 

“Projects Folder (free), describe- 
24 plans obtainable free with 
Casco coupons. 

“How to Make Veneered Panels” 
(50 cents), 96 pp., 76 illus. 
Masonite Corp., 111 W. Washington 

St., Chicago, Ill. 

Ten free plans for making articles 
out of Masonite are available. 
Write for list. 

Western Pine Association, Yeon 
Bldg.. Portland, Oregon. 

“Wood Carving for Pleasure” 
(free), 24 pp., illus. 

“Wood Turning in the Home 
Workshop” (free). 24 pp., 12 
illus. 

“Plan Book for the Boy Builder” 
(free), 16 pp., 12 projects illus. 

“How to Make a Knotty Pine Cof- 
fee Table” (free), 2 sheets. 


Woods and Veneers 


Albert Constantine & Son. Inc., 793 
E. 135th St., New York, N. Y. 
“Fine Cabinet Woods and Their 
Uses” (15 cents), 48 pp., illu- 
A complete listing of common 
and rare woods, veneers. inlavs 
overlays. ete. 


Finishes, Etc. 


Devoe & Raynolds Co., Inc., 385 
Hamilton Ave., Brooklyn, N. Y 
“Devoe Varnishes and How to Use 
Them” (free), 6 pp., illus. 
Dutch Kraft Corp.. Grand Rapids. 
Mich. 

“Dutch Kraft Manual on Wood 
Finishing” (free), 48 pp., illus. 
booklet, especially written for 
the Homecrafter. 

Minwax Company, Inc., 11 W. 42nd 
St., New York, N. Y. 

“Furniture Finishing by the Min 
wax Method” (free), 6 pp., in 
formative folder on wax finish 
ing of wood. 

Wooster Brush Co., Wooster, Ohio. 

“Which Brush Shall I Use?” 
(free), illus. booklet containing 
useful hints on painting and the 
care of brushes. 


Sow the seeds now, you'll find 
that few men can resist the appeal 
of homecrafting. They'll start 
slowly at first, with simple tools 
and simple tasks. But you will 
have created lifetime customers 
and friends . . . with their hard 
ware purchases limited only by 
their budgets . . . and with your 
store an important. exciting part 
of their lives. 


HARDWARE AGE 





— . ht. 










~ 
x 


). 


Tibes 


with 


nels” 


5 


igton 


icles 


able. 
(eon 


ure” 


ler” 
lus. 
Cof- 


793 


ei! 
luis 
non 
IVS 


ds 
4 rd 
lis 


fon 


nd 





) 








MIAMI Deesents the NEW 


MODEL 403-CF 


One-piece chromium plated 
frame around mirror. Co- 
lonial-type light fixtures, 
switch and convenience out- 
let for electrical appliances 
Wired complete at factory 


MODEL 701-F 


Beveled mirror is held in 
place by four stainless steel 
mirror clips. Hinges are butt 
type, nickel plated, concealed 
behind door. 


COLONIAL BATH- 
ROOM ELECTRIC 
HEATER 


Removes chill from 
bathroom, dressing 
room, kitchen. Framed 
in brilliant chromium; 
attractively designed, 
close-spaced grille. 
Motor-driven fan dis- 
tributes heated air to 
every part of room. 
Approved by Fire 
Underwriters’ Labor- 
atories 








COLONIAL 


BATHROOM CABINETS and ACCESSORIES 


This new line was designed to meet the demand of 
builders and owners of modest homes for quality, 
popular-priced, modern Bathroom Cabinets and 
Accessories. With it, you can profitably beat the 
cheap competition. Details of interesting Dealer 
Proposition, catalog and prices mailed upon request. 
Write—NOW! 


COLONIAL BATHROOM CABINETS 


The cabinets illustrated are but two of a number of distinc- 
tive models. Mirrors are crystal, plate thickness, copper- 
backed, guaranteed for five years against silver spoilage. 
Cabinets are equipped with adjustable glass shelves, die 
stamped razor blade drop, tooth brush racks and door stop. 


COLONIAL BATHROOM ACCESSORIES 


The line includes accessories for every purpose. Made of 
“ZAMAC” metal, known for its great strength and ability to 
stand hard usage. Non-corrosive. Colonial Accessories are 
Triple-coated: Copper-plated, a coating of nickel, and finally 
a heavy coating of pure Chromium—the finest plating job 
ever offered. 





COLONIAL ACCESSORY DISPLAY BOARD 


YOUR SILENT SALESMAN 


A big help in selling. Dealers who display accessories sell many times the volume of 
those who sell only from catalog. Board illustrated is one of three we can furnish 
You pay for the accessories only—we supply the board and do the mounting FREE. 
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The National Association 
of Credit Men 


ODERN business is sur- 
charged with propaganda 
of all kinds in the form 


of business publications, group 
pamphlets, booklets and all that. I 
read a lot of this stuff, and I must 
admit that most of it bores me to 
extinction. Everywhere the moun- 
tain seem to labor and bring forth 
a mouse. Some of the worst bores 
in the country are the financial 
writers. They have a bunch of 
formulas that they use over and 
over again. Why doesn’t one of 
them at least come out frankly and 
say that when it comes to finance, 
both national and individual, we 
haven’t anyone big enough for the 
job. If we did, he would show us 
the road out. 

When I pick up a magazine, 
start to read an article, and the 
writer starts in on psychoanalysis, 
I just quit. What’s the use of so 
much psychoanalysis, when there 
are so many things in the world 
that are so evident that we do not 
need psychoanalysis or any other 
kind of analysis to see them. 

Last June in HArpware Ace I 
wrote about some of the interest- 
ing articles I had read put out by 
the National Association of Credit 
Men. One of the things that ar- 
rested my attention in reading 
those articles was the simple and 
direct language used. There wasn’t 
a single word about psychoanaly- 


*This is the first of two articles by 
Mr. Norvell on the National Ass’n of 
Credit Men. The second article will 
appear in the November 3, 1938, issue 
of HARDWARE AGE. 
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By SAUNDERS NORVELL 


HENRY H. HEIMANN 
Executive Manager, 
National Ass’n of Credit Men 


sis. It was all straight-from-the- 
shoulder, common sense stuff. It 
was so refreshing and clear among 
the foggy stuff launched on the 
long-suffering business community, 
that I had to comment on it in my 
article. 

Henry H. Heimann, executive 
manager of the National Associa- 
tion of Credit Men read my article 
and wrote me, expressing his ap- 
preciation of my remarks. Our 
exchange of letters led to our hav- 
ing luncheon together. My talk 
with Mr. Heimann during lunch- 
eon led to my becoming greatly 
interested in the good work being 
done by this organization. Not 
long afterwards I decided to go to 
the New York offices of the Asso- 
ciation to get information for an 
article I proposed to write. I 
found that their offices were just 


around the corner from mine, at 
1 Park Ave. Mr. Heimann was 
out of town, but I was received 
by Paul Haase, in charge of pub- 
lic relations for the Association. 

Mr. Haase introduced me to sev- 
eral of his associates, among them 
Carl Henrikson, educational direc- 
tor and Charles J. Scully, director 
of their Fraud Prevention Depart- 
ment, in whose work I was espe- 
cially interested. Mr. Scully was 
a mine of information, as he natu- 
rally would be, on business racket- 
eers. Next to his office he had a 
“rogues gallery,” containing hun- 
dreds of pictures of business rack- 
eteers. He had very complete files 
covering the records of these buc- 
caneers. 

It was originally my intention 
to write just one article about the 
National Association of Credit 
Men. However, I have decided, 
in order to cover the subject fully, 
to first write this preliminary arti- 
cle and follow it with a second 
article giving my interview with 
Mr. Scully. I believe this inter- 
view, giving detailed accounts of 
business racketeers, their methods 
and how they were caught, will be 
as good as a mystery story, or a 
movie thriller. This interview is 
too good to compress into this 
article. In addition to the thrills 
in Mr. Scully’s story, he gives 
many facts that I am sure will be 
of value to every business man. 
Let me say in advance that Mr. 
Scully stated that strange to say 
there seemed to be less racketeer- 
ing in the hardware line than in 
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Experienced dealers everywhere are 


74 . . . ”° e 
cashing in big” on the swing to chrome 
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in the kitchen! Mrs. America “goes for” 


these handsome, extremely practical mod- 


ern utensils because they keep that “new” 
look for years... NEVER NEED 
SCOURING . . . and may be washed with 
soap and water just like glass or china. 
Everedy now offers a well-rounded as- 
sortment—saucepot, saucepan, skillets, 
chicken fryers, griddles, Dutch Ovens and 
Brown Betty Casseroles. They’re fast- 
moving, profit-producing traffic builders 


everywhere! Don’t delay . . . order today! (4G 
NEW SPEEDY CLEAN and 
BROWN BETTY CATALOG 
Just off the press! Completely 
Wt jiu A Ly 


illustrated catalog of tested traffic 
3 EAST STREET * FREDERICK, MD. 


builders and profit producers. 
Send today for Catalog 39U. 
NEW YORK SHOWROOM + 225 FIFTH AVE 
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other lines. The textile business 
has been the heaviest sufferer from 
these racketeers. But almost every 
line of business has suffered more 
or less. 

First in this article | wish to 
give you an idea of the very broad 
scope of the activities of this as- 
sociation. Mr. Haase informed me 
that the main office is the one at 
| Park Ave., New York City. It is 
a very large office with a great 
number of employees. Through- 
out the United States they have 
120 affiliated local associations in 
45 of the 48 states. There are also 
affiliated units in Honolulu. 
Hawaii, and Manila in the Philip- 
pines. Through close working ar- 
rangements they cooperate with 
the Canadian Credit Men’s Trust 
Association, Ltd., which is the 
Canadian counterpart of our 
American Association, and with 
many other foreign business and 
credit groups, notably the Interna- 
tional Association for the Protec- 
tion and Promotion of Trade, Ltd. 
of London, England. Their 120 
affiliated associations have a mem- 
bership totaling approximately 
20,000 manufacturers, bankers and 
wholesalers. Number of employ- 
ees in the National and Associa- 
tion offices approximate 2000. 


Power Plus 


From the above facts you will 
appreciate what a powerful or- 
ganization this is. I am quite sure 
that the average merchant in the 
country, especially the retailer, has 
not known these facts about the 
machinery that guides the gather- 
ing and protection of merchandise 
eredits in the United States. 

When I went to the Association’s 
offices to meet Mr. Haase, Mr. 
Henrikson and Mr. Scully, we had 
a very interesting conversation. 
Mr. Haase did most of the talking, 
as a publicity man should, and 
while he was talking, Mr. Scully 
looked at me so hard with his 
piercing eyes I wondered if I had 
ever done anything in my long 
business career to get me in bad 
with his Fraud Prevention Depart- 
ment. 

I wish you could have heard ou 
conversation. 
points on which for a long time 
past I had wanted expert knowl- 


There were some 





edge. So I asked: “Don’t the 
foreigners who have come over to 
our country in the past 25 years 
cause a lot of our criminal trou- 
ble?” “They certainly do,” grum- 
bled Mr. Scully. “Just read the 
papers and note their names.” 
Then I told Mr. Scully about one 
of my experiences with a foreign 
business crook who got his by 
making claims. 

Now I enjoy writing letters, let- 
ters that sometimes are different. 
So I wrote to this crook that we 
were convinced, by his regular 
claims, that it was impossible for 
us to do business to suit him. We 
had tried our best, but notwith- 
standing the fact that we checked 
the goods two or three times, still 
they would be short when he re- 
ceived them. So we gave up. I 
told him we would have our sales- 
man quit calling, and he could 
place his business with some other 
house that would give him greater 
satisfaction in the manner in which 
they filled his orders. It was a 
dirty, mean, sarcastic. letter, but it 
was very polite. To this letter, a 
week later I received a neatly type- 
written reply from the dealer’s 
daughter. It was a very good let- 
ter. She had a job as secretary 
at the City Hail. She appreciated 
the sarcasm in my letter. She had 
been educated in this country. She 
knew what I meant, and while in 
a way I was justified in writing as 
I had, she wanted to tell me that 
when her father first came to this 
country he was a peddler. He car- 
ried a sack on his back. One by 
one, as he saved the money, he 
brought his chiddren over from the 
old country. He gave all of them 
a good education. He saved and 
scrimped to take care of them. 
“Notwithstanding what you wrote,” 
she said, “I know he is a good 
man.” Then she ended by asking 
me not to close the account, and 
to have our salesman call again. 
She promised there would be no 
more claims and deductions. So | 
wrote her a nice letter, we re- 
opened the account, and evidently 
this girl reformed her father, be- 
cause there were no more claims. 

Having this story in mind, | 
asked Mr. Scully if the original 
foreigners who came over were the 
ones to look out for when it came 








to business criminal activities. “Oh 
no,” he said, “in our experience 
the first comers, those who came 
over steerage, are generally a 
pretty good lot. They have had 
such a hard time in some of these 
foreign countries that when they 
land in the United States they ap- 
preciate their opportunities, and 
go pretty straight. Besides that,” 
he added, “in the old country they 
have been held down. They were 
affected by fear. The trouble 
starts with the younger generation. 
They are thrilled with the freedom 
and the opportunities in this coun. 
try. They are determined not to 
suffer the way their ancestors did. 
They want to get rich quick, and 
they don’t care how they do it. 
These young bloods of the second 
generation think they are a whole 
lot smarter than the dull Ameri- 
cans. They can outwit them. 
Therefore they not only seek to 
make easy money by being crooks. 
but they actually enjoy the battle 
of wits. Of course,” he added. 
“they are only a small percentage 
of our foreign population, but this 
small minority who prefer racket- 
eering to honest work certainly do 
give us credit men a lot of trou 


ble.” 


Plenty of Data 


While I was talking to Messrs. 
Haase, Henrickson and Scully, | 
asked them if they had any litera- 
ture they could give me, any book- 
lets or pamphlets telling about 
their association. They certainly 
had. They supplied me with an 
armful. And so I have been read- 
ing these booklets. Each booklet 
is on a separate subject, and each 
subject is discussed clearly and di- 
rectly from the standpoint of cred- 
it and finance only. Here are some 
excerpts from them. I know you 
will find them interesting. 

However, before I give you these 
excerpts, it occurs to me that many 
a concern in the United States 
should have a booklet written up 
about its business, giving a more 
or less brief history of the busi- 
ness, with pictures of the founders. 
early buildings, present buildings 
and officials, etc. In other words. 
a historical account of the develop- 
ment of the business. Every busi- 

(Continued on page 190) 
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meri- i os a m . 3 @ Exact duplicate of high-priced double-guns 
a Hi . “ET © 100-Shot Repeater 
a ie =: Sie mies “SS . 3 © Automatic safety against accidental discharge 
ey —_ Se. \ “A @ Automatic force-feed in each barrel 
aus @ Here’s the finest Daisy Air Rifle ' é. a © Oval hardwood stock and engraved jacket 
- this ever made—the new Double-Barreled Ss ‘ 
cket- Repeater—ready to help you bag extra 
‘ se sales at the very time when air rifle de- 

mand is greatest. It’s easy to sell air rifles A 

now because fathers —themselves enjoying the RA $ 52° 
hunting season—readily yield to boys’ pleas for SS =~ 
guns of their own. Sales will be still easier with ap- Ne 
proach of the sholidays because Daisy Air Rifles are 
among the most popular Christmas gifts. Start showing 
the Daisy Double-Gun to boys in your neighborhood at 
once. This new air rifle looks and feels like a high-priced 
double-barrel shotgun, holds 100 shot, shoots twice on one 
cocking, has automatic safety. Every boy will want it. Why 
not check your entire line of Daisy items right now—Single 
Shot, Buck Jones Special, Pump Gun, Targeteer, Bull’s-Eye 
Shot? Get set for the big selling season. 
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NEW MAGNIFYING TELESCOPE SIGHT 


_ ee 





This new Daisy Telescope Sight makes every air rifle owner your 
pa Nineteen inches long—elevation adjustment—two-power 
ens—fits any Daisy except Double-Gun. A genuine telescope—not 
a toy—for only $1.00. Stock up now. 


DAISY MANUFACTURING COMPANY, 220 UNION ST. | ie 
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Play up hardware items for 


THANKSGIVING! 


Holiday entertaining and homecomings 
bring seasonal sales opportunities 


r NHERE is a special oppor- 
tunity for hardware store 
merchandising during the 

Thanksgiving season and every 

possible effort should be made, 

not only to get the business that 
rightly belongs to us but to 
strengthen the idea that the hard- 
ware store best serves the public 
on such items as roasters, dinner- 
ware, silverware, cutlery, utensils, 
etc. Much business in these lines 
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goes elsewhere because department 
stores make a special bid for it 
through advertising and special 
displays in proper season. 
Thanksgiving time brings up an 
association of ideas that embraces 
more than kitchen equipment and 
many of these ideas contribute to 
numerous sales. This particular 
holiday season finds many fam- 
ilies doing considerable entertain- 
ing and thousands are preparing 


for homecomings, both events 
calling for home refurbishing. By 
suggestion a merchant may stimu- 
late the customer’s imagination 
enough to add several items to her 
purchases. 

Beginning with the central point 
of appeal—the kitchen, let us 
make a real display of every item 
we can think of that may be called 
for all the way from paring knives 
to high grade roasters, not forget- 
ting to have a good price range 
and instructing sales people to try 
to trade up wherever possible. 
Feature prices that will attract at- 
tention, but put sales effort on 
quality merchandise. 

Where your windows and dis- 
play spaces in the store permit, it 
would be an attention getting plan 
to have some of the women folks 
dress a smart dinner table, com- 
plete with fine linen and decora- 
tions ready for the Thanksgiving 
feast. This needs no description 
and can be done with reasonable 
effort. It will get the attention of 
every woman who passes or enters 
the store and in cases where an 
elaborate job is done may even 
receive mention from the local 
papers. 

If such a display is made on 
the sales floor the nearby area 
should present other home equip- 
ment items—new reading and 
table lamps, candlesticks and 
small radio sets. And while we are 
thinking about homecomings and 
entertaining, let us remember the 
bathroom. Many need new towel 
racks, soap dishes, toilet seats. 
Everything gets out of repair and 
now is a good time to remind 
folks to brush up throughout the 
home. If you start early enough, 
there will be those who will buy 
paints and brushes to freshen up 
the guest room. 

Well before the approach of 
the holiday, the store should take 
on its decorative atmosphere to 
keep reminding customers. Au- 
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OF BOLT AND NUT PRODUCTS 
IN AMERICA 


OU can depend on it—you can get every fastening that handling, keep the products clean until sold, and keep your 

you sell from LAMSON & SESSIONS—in one shipment, at one stock shelves tidy. No bulging, broken boxes at inventory 
me, of one uniform high quality—through your jobber. time—labels stand out sharp and clear, making inventory 
icked in the nationally known trade-marked cartons and _ easy. Ask your jobber to help you follow the LAMSON recom- 
ackages which won the All-America Package Competition mendation for balancing your stock—maintaining the proper 

ard for merchandising display value, LAMSON bolt and __ratio between fast and slow-moving products. If your jobber 
t products can be left to look at in their original packages doesn’t have a copy of the LAMSON Stock List—write us direct, 
hout apology. Just keeping the LAMSON line on counter naming your jobber. And on your next order—specify LAMSON 
splay reminds customers to buy. And as important to you, products by name. THE LAMSON & SESSIONS COMPANY, General 
D doubt, the new LAMSON cartons are three times stronger Offices, Cleveland, Ohio—Plants at Cleveland and Kent, 
an any cartons used before—stand up under frequent Ohio; Chicago and Birmingham. 
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That’s the comment of Mr. Roy H. 
Watson, manager, Booth Hardware 
Company, Canton, Ohio. If you and 
Mr. Watson got together to talk hard- 
ware business, that’s what he’d tell 
you about the effect of the No. 46 
Retail Display Unit on File sales. He’d 
probably go on to say, “A 300% in- 
crease on an item that brings in 14% 
of your hand tool business is worth 
going after! Put one in your want 
book right now while you think of it!” 

It’s easy to put yourself in the 
quality file business today. Your job- 
ber will supply you. Nicholson File 
Company, Providence, R. L., U.S. A., 


PATENTED Canadian Plant, Port Hope, Ontario. 
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NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 














tumn provides the color scheime 
and much of the material for de: 
oration. The corn field and the 
forest have a ready-made plan 
What better than a full shock of 
corn and a few pumpkins for a 
window or store display? Beauti 
fully colored brown leaves from 
the oak trees, a section of old rail 
fence, an old wagon wheel and 
such properties need only be men 
tioned and the display man is off 
on a thrilling mission of attracting 
trade to the store. 

There is always the temptation 
in such displays to overcrowd the 
picture. Greater effect will be 
gained if the plan is kept simple 
A few leaves scattered on the floo: 
of the window will be more effec. 
tive than a profusion of twigs 
fastened all over the scene. Let 
your corn shock be the main focal 
point and build the other parts 
about it. 

As in the case of our Hal 
lowe’en arrangements, go to your 
newspaper or local printer and see 
if he can supply you with an elec 
tro or stereotype cut from his ad- 
vertising service, one showing « 
large turkey, corn shock, pumpkin 
or other typical Thanksgiving de 
sign. This cut should be of a size 
to fit your price tickets, and it 
should have a space large enough 
to accommodate the prices to be 
lettered upon it. Have sufficient 
tickets printed up to give you a 
good showing throughout the 
store. This will add to the decora 
tive scheme considerably. These 
tickets will not be very expensive 
and can be produced in shor! 
order. 








































A centrally located display o! 
all items that in any way enter in 
to the Thanksgiving scene, with 
everything polished and looking 
its salable best, will go a long 
way toward increasing your sales. 
It is by making a few added sale- 
at these various festive season- 
that you finish up your year’s ef 
forts with a volume for which you 
can be thankful. Back up you: 
displays with an appropriate ad 
vertisement, either newspaper 0! 
direct, or both. Make the whole 
plan coordinate —advertising, dis 
plays and sales effort on the part 
of all members of the staff from 
delivery to management. 
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The Need for 
Packaging 
PRODUCER has a great field 


of tremendous possibilities in 
playing his part in modern packag- 
ing—especially where the article is 
a shelf item. It is his part to give 
thought to the package and its util- 
ity, appearance and display value. 
An improved package could save 
time in handling, save space on 
dealers’ shelves, keep the product 
cleaner, etc. Manufacturers haven’t 
scratched the surface of what is pos- 
sible in modern packaging of many 
items now sold in the retail hard- 
ware store. 

An official of one of our largest 
wholesale hardware houses wrote me 
recently that he was amazed at the 
few changes that have been made in 
the packaging of hardware products 
during the past 10 years. Unde- 
niably it is the part of the producer 
to more closely study the manner in 
which merchandise is best sold and 
give thought to the saving that 
might, and could be, made in get- 
ting his product to the ultimate con- 
sumer. I look upon modern packag- 
ing as offering the greatest sales im- 
petus to any product and embodied 
in same, can the printing of informa- 
tion regarding product, interesting 
sales points, etc., be included—all 
adding to the value of the product. 
—William FE. Cross, vice-president 
and treasurer, Clemson Bros., Inc.. 
Middletown, N. Y., before N.R.H.A., 
July, 1938, French Lick Springs, Ind. 





Bottles 


A dealer started a bottle contest 
in his town, offering children one 
cent for each bottle of a different 
size from those already possessed 
and purchased by him. This 
aroused a great response from the 
kiddies. They scoured their moth- 
ers’ pantries, visited friends and 
relatives, telling them why they 
wanted the bottles. This merchant 
collected more than 2000 bottles, 
ranging from small ones to big 
ones. Then he invited the public 
to come to his store to view these 
bottles which he had placed on 
display. Many persons were sur- 
prised that so many different sized 
and shaped bottlesexisted. Through 
this stunt the merchant brought 
many new people into his store, 
many of whom made purchases.of 
various items. 
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All The Files 


FOR THESE JOBS 


And Many More... 


PATENTED 


The 46 Black Diamond Files in the No. 46 Retail, Display Unit 
are fast sellers because they are tools of wide usefulness. None is a 
“specialist’s tool” —the kind you'll get a call for once or twice a year. 
Each is a file in daily demand on the farm, in the shop and the home. 

That’s why the No. 46 Display Unit is getting real praise from 
dealers. That’s why it’s selling files—quality files—and bringing 
them back for more. Your jobber will supply you. Nicholson File 
Company, Providence, R. I., U.S.A., Canadian Plant, Port Hope, Ont. 
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BLACK DIAMOND FILES 


SINCE 1863 THE STANDARD OF QUALITY 























HAT to do about levying 
heavier income taxes on “the 
little fellow” will eventually harass 
Congressmen as it is disturbing Trea- 
sury experts today. Out of the cur- 
rent wrestling will come a decision 
as to whether the Administration 
will sponsor any change in the low 
income tax brackets. What may be 
politically inexpedient today may 
develop into a necessity tomorrow 
but Administrationites can be counted 
upon to postpone the reckoning day 
just as long as possible. 
xk 
The Federal Deposit Insurance 
Corporation, created under the Bank- 
ing Act of 1933 to insure deposits of 
all banks qualifying under the stat- 
ute, is studying the possibility of 
insuring bank deposits above the 
present $5000 limit and has queried 
over 13,000 insured banks as to the 
proportion of accounts above and 
below the $5000 figure. Former es- 
timates listed 95 per cent of the 
country’s deposits as covered. The 
Corporation reports that despite the 
business recession the number of 
banks suspended in the first half of 
1938 totaled 38, of which five had 
been unable to get FDIC insurance. 
xk 
Daniel W. Bell, Governmental “no 
man” and keeper of the budget, is 
currently answering in the negative 
to scores of bureaus requesting just 
a few extra thousands to do this and 
that called for under their program. 
Like Oliver Twist, the bureaus are 
everlastingly asking for more and 
although Bell has few scruples 
about asking embarrassing ques- 
tions of Governmental money seek- 
ers and although approved appropri- 
ations are invariably less than the 
requests called for, staunch adher- 
ents of strict Government economy 
ardently wish the flow could be 
blocked more effectively. 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


xx 


Even Elmer F. Andrews, able and 
business-like, hardly got settled in 
his chair as wage-hour administra- 
tor until he announced that the 
$350,000 appropriated for his alpha- 
betical agency is inadequate and 
that he will ask Congress for a 
heavier ante, looking to expansion 
of his personnel to 1000. Already 
the Federal Government payroll is 
loaded down with supernumeraries, 
mere pensioners living off overbur- 
dened taxpayers and the latter are 
at a loss to understand why some 
of the useless “workers” can’t be 
transferred to new bureaus which ac- 
tually will require increased per- 
sonnel, as Andrews’ agency no doubt 
will. But that is not the fashion. 
The practice is to place more and 
more “workers” on the payroll. So 
stuffed is Washington with pay- 
rollers that the vastly expanded 
space has proven insufficient to 
house them and even renting of pri- 
vate office buildings and large resi- 
dences still leaves an acute problem. 
Suggestion has been humorously 
made that the Government will have 
to go on a 24-hour schedule, stag- 
gering hours, in order to provide 
space for its army of payrollers. 
This suggestion may actually prove 
to be not entirely humorous and the 
plan may really be put partially 
into effect. But so far only humor- 
ous treatment has been given the 
suggestion that bureaus be moved 
into the Washington monument and 
the Lincoln Memorial. Like a ma- 
lignant disease, once bureaucracy 
starts, it’s difficult or impossible to 
stop. 


“My experience is that the RFC 
as held out false hope to many con- 
cerns that they might meet with a 
more liberal treatment at Washing- 
ton than they received at the local 
community bank. So it appears that 
not only the banks but the lending 
agencies of the Government are of- 
fending in this continuing coagula- 
tion of credit, all this to the detri- 
ment of small business enterprises.” 
— Congressman James M. Mead, 
Democrat of Buffalo, N. Y., self-ap- 
pointed leader in a new move to be 
launched in Congress for easing 
credit machinery for small besi- 
nesses. 

xx«w* 


Farm Credit Administration fig- 
ures indicate that American farmers 
have joined both cooperative pur- 
chasing and marketing associations 
at the rate of 50,000 a year or 500,- 
000 in the last ten years, with pur- 
chasing co-ops apparently represent- 
ing more than half of the increase. 
Illinois leads with 361,228 regis- 
tered in 1936 as against 131,000 ten 
years ago. Next in the order named: 
Minnesota, New York, Iowa and 
Wisconsin. Critics of co-op develop- 
ment insist that the increase in the 
past five years has been stimulated 
by New Deal nursing. 

kkk 

While the Administration is 
preaching curtailed production un- 
der its agricultural program, an- 
other division of the Agriculture De- 
partment—the FSA—is sponsoring 
increased production of tractors and 
hosiery to the consternation of man- 
ufacturers. A tractor assembling 
plant is going up in Arthurdale, W. 
Va., with Government blessing and 
$3,000,000 of Government funds will 
be loaned to FSA homesteaders in 
four southern states for operating a 
hosiery plant with a capacity of 
300,000 dozen pairs annually. 
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How does a big league star get there? By having the 
natural ability and “stuff’’ to start with, of course. But to 
reach this perfection this raw material must be developed 
through constant practice, careful training, and wise coach- 
Ing. With rare exceptions, there is no direct jump from 
sandlots to big leagues. It is a gradual climb—from sand- 
lot, to bush league, to better minor league, before the 


player is ripe for the ” big time.” 


Top grade sash cord, too, cannot be turned out with 
cheap materials and short cuts in manufacture. Here at 
Puritan Mills, every foot of PURITAN Brand Cord goes 
through many careful manufacturing steps. First, we buy 


and inspect all our staple cotton to insure its quality. 
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This cotton is transformed into high grade yarn on the 
latest type spinning machinery. Efficient braiding methods 
and modern polishing equipment help to build the 
exceptional strength, smoothness and uniformity into 


PURITAN cord. 


Our rigid control of PURITAN’S quality—from cotton 


to finished cord—gives you a powerful selling point. 


PURITAN’S attractive price makes possible more sales 
of good cord and better profit for you. Hereafter, ask 
for PURITAN! 


PURITAN 
ze Sash Cord 


PURITAN CORDAGE MILLS, Ine. 


LOUISVILLE, KY: 











TAKING THE M 
BUILDERS’ 


(Continued from page 59) 


one direction only for each swing 
of the door and continuous check- 
ing effect is secured. 

This full rack and pinion type 


i | 
}| 


Fig. 6—Telephone booth closer 


closer is handed, and it is neces- 
sary to know the hand of the door 
or reverse the spring on the job 
if the other hand is required. 


Still another type between these 
two has been developed and 
adopted by other leading nianu- 
facturers which I would call the 
semi-rack and pinion principle. 
See Fig. 3. This type uses an action 
in which a geared pinion on the 
spring shaft travels in a slotted 
member, geared on both sides of 
the slot, which moves the piston 
forward and back for the opening 
swing of the door and forward and 
back for the closing swing. 


Fig. 8—Hospital type closer 
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In the last two types where de- 
sired a back checking action can 
be secured to prevent the door 
from slamming into furniture or 
wall. 

Each one of these three types 
offers advantages and certain dis- 
advantages. It is not my intention 
by the slightest inference to draw 
any conclusions as to which is the 
best. I only want you to know 
about all these types and decide 
for yourself which you prefer. 

If space permitted it would be 
interesting to study the various 
types of liquid used by various 
manufacturers but I am going to 
refer you to yeur sources of sup- 
ply for that information. 

As I said at the start of the chap- 
ter, the problem of using the 
proper size closer is of major im- 
portance. Every manufacturer has 


Fig. 7—Coupon 
booth closer 


his own recommendation along 
that line. I would only say that it 
is better to use a size larger rather 
than a size smaller than factory 
recommendation. 

Door closers should be of ample 
capacity to handle draft and other 
conditions. To use an old expres- 
sion, “Never send out a boy to 
do a man’s work.” 

After these developments of door 
closers came other new features. 
The holder arm closer, for ex- 
ample. Fig. 4 shows the type. 
Some are made with fricton, and 
some with plunger typeholder 
arms. 

Then came the fusible link re- 
lease holder arm closer, Fig. 5, 
particularly for fire doors and 
exits to fire tower stairways and 


the like. A holder arm closer 
with a fusible link release that 
would automatically close the door 
in case of fire. Some have the 
approval of the fire underwriters. 
These types are generally more 
expensive. 

Telephone booth, Fig. 6, and 
coupon booth closers, Fig. 7, have 
a limited play to hold the door 
open for ventilation when the 
booths are not in use. 

Hospital door closers, Fig. 8, 
too, are often required when the 


Fig. 9—Streamlined door closer 


door may be held open at the de- 
sired position to give ventilation 
yet have the door act as a screen 
from the corridor. 

In the accompanying compari- 
son chart you will get a good idea 
of the various makes and the 
features discussed before. 

Recently one manufacturer an- 
nounced through the pages of 
Harpwake AGE a streamlined sur- 
face door closer, such as is shown 
in Fig. 9. 

One manufacturer has just in- 
troduced a new idea in door con- 
struction, using ball bearings to 
reduce the friction. Fig. 9A illus- 
trates this closer which is of the 
full rack and pinion type. 

While on my previously men- 
tioned trip, I saw the most remark- 
able demonstration of door control 
I have ever witnessed by use of a 
semi-concealed closer. 

Time marches on and who 


Fig. 9A—Full rack and pinion type 
ball-bearing door closer. 
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SARGENT CLOSERS meet the most exacting demands of 
ARCHITECTS, ENGINEERS and BUILDERS. They are STURDY 
in CONSTRUCTION; ACCURATELY MACHINED and, very 
important, EXTREMELY SIMPLE to ADJUST. 


A CLOSER FOR EVERY TYPE OF DOOR 


ANN J. KELLOGG SCHOOL _ ALBERT KAHN. INC.. Architects 


BATTLE CREEK, MICH. 


For Office Buildings: 
PERFECT ADJUSTABLE CONTROL; EFFICIENT 
SPRING POWER and EXTREME SIMPLICITY for 
controlling STRONG DRAFTS. 


342 - 344 BROADWAY 
NEW YORK, N. Y. 





For Schools: 


STURDY CONSTRUCTION against ABUSE 
where ABUSE exists. 


CITY of NEW YORK HEALTH BLDG. 
Chas. G. Meyers, Archt. 


For Hospitals: 
That SMOOTH, QUIET 


Closing Action where 


QUIETNESS is so neces- 


sary. 


yd 


WELFARE ISLAND HOSPITAL, NEW YORK BUTLER and KOHN — YORK and SAWYER, Architects Associated 


SARGENT and COMPANY NEW HAVEN, CONN. 


WACKER DRIVE AT RANDOLPH 
CHICAGO, ILL. 


IN CANADA — Belleville - Sargent & Co., Ltd.; Belleville, Ontario 
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portrait: “Father 
of 86 Children” 


No fooling . . . that is, not much. For 
the LCN Standard Surface Type Door 


_ Closer pictured above (which leads the 


field in power, control and low cost ser- 
vice) has set the pattern, mechanically, 


for all 


The L C N Line 


of DOOR CLOSERS 


Actually no fewer than 86 types and 
sizes are presented in the LCN complete 
line of door closers! Every one a live 
number, part of a line that takes care of 
every (swing) door control ueed in every 
type of building. 


Overhead Concealed 
Concealed in the Door 


Concealed in the Floor 
Standard Surface 


and Special Purpose 
DOOR CLOSERS 


Designed on proved, sound mechanical 
principles and built by precision methods 
in a modern plant devoted to the making 
of fine door closers and nothing else. 
Norton Lasier Co., 466 W. Superior St., 


Chicago, IIl. 


The One Complete Line 


Overhead - Floo - Su *face 
DOOR CLOSERS 





knows what the future will hold. 
It is probably safe to predict fur- 
ther progress will be made, but 
the modern surface closer of today 
does do a very efficient and satis- 
factory job. 

Before we leave this subject we 
must consider the various types of 


Fig. 10—Soffit 
type bracket 








Fig. 11—Corner type bracket 


brackets used with these door 
closers we have been studying. 
In the comparative chart I have 
mentioned the three most popu- 
larly known ones, though all the 
manufacturers make special brack- 


Fig. 12—Flush 
type bracket 





ets for special conditions such as 
segment head doors. We will only 
consider three. 

First let me say I believe every 
manufacturer will agree with me 
that it is more satisfactory, wher- 
ever possible, to apply the closer 
to the door and the arm to the 
frame. 

This, however, cannot always be 
done and brackets often are used. 

Fig. 10 shows a soffit bracket 
recommended by many because it 


Fig. 13—Parallel 
type closer 








can be placed well out on the head 
jamb giving greater leverage. 

Fig. 11 shows a corner bracket 
recommended by many because it 
anchors the bracket not only to the 
head but to the side jamb as well. 

Fig. 12 shows a flush bracket 
used where conditions do not give 
sufficient room for either the soffit 
or corner bracket. 

At times, other conditions ne- 
cessitate the use of a parallel arm 
closer as Fig. 13, though there is 
not the same power in a closer 
placed in this position. 

Become an expert on this sub- 
ject by knowing all the merits of 
the particular closer or closers you 
sell. Consult your factory repre- 
sentative on the subject. 

In the next chapter we will study 
further the subject of door control 
by means of floor hinges, overhead 
concealed, semi-concealed; and 
concealed in the door closers. 


Community News Board 


An Illinois merchant, desiring 
to be of service to his community, 
has erected a fine glass-enclosed 
bulletin board at the front of his 
store. Any association, club or 
group may post notices on this 
board, free of charge. The only 
requirement is that the notices be 
typed neatly and given to the man- 
agement of the store to post. This 
board is watched regularly by al- 
most everyone in this merchant’s 
neighborhood. The board brings 
traffic to the store, and the window 
displays attract many people in- 
side. This type of modern bulletin 
board costs but little, and is a long 
step from the old blackboard with 
items written on it with chalk, 
which streak badly during rain 
and snow storms and can hardly 
be read. 
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The 


RUSSWIN “A00 i Door Closer 
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emi-concealed 


for 


Appearance 


and 
Pe rformance 


Dual Valves 


plus 


“Silence Adjustment. 


(Patented) 


Top Rail Application 


No Special Header Details Required 


One Size Mortise 


Soundly Engineered 


Efficiency, 
Strength and Durability 


Write for Catalog 


RUSSELL & ERWIN MFG. CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN. 
NEW YORK CHICAGO 























EDWARD A. BEIM- 
DIEK, in his 50 years of af- 


filiation with the printing shop 
of the Simmons Hardware Co., 


St. Louis, Mo., wholesale 
hardware’ distributors, has 
witnessed many changes in 
both hardware merchandising 
and printing. He is at present 
foreman of the linotype and 
composing room in the plant 
in which the Simmons com- 
pany prints its catalogs and 
handles other printing work 
needed for the company. In 
his half a century as a Sim- 
mons printer he has seen the 
company add numerous new 
lines and new kinds of mer- 
chandise to its catalog and has had to learn many new 
angles in printing. He started at the age of 17 as a job 
press feeder, in the days when the company’s printing 
presses were operated by foot power. Wher the printing 
department was enlarged and cylinder presses were in- 
stalled he was transferred to the cylinder press depart- 
ment. Later he was placed in the composing room where 
he learned to set type by hand. When linotypes, for 
machine setting of type, were installed he was sent by 
the company to Chicago to learn how to operate the lino- 
type and to get a thorough knowledge of the mechanical 
features of those machines. His position requires a varied 
knowledge of both hardware and printing. For complete 
relaxation he enjoys a friendly game of cards or an 
evening at the bowling alleys. He is a member of the 
North St. Louis Business Men, a district businessmen’s 
association. 


EDWARD A. BEIMDIEK 
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Hardware Age 
Fifty Year 
Club 


LUTHER C. FRAZER, 
Montgomery, Ala., who is 80 
years of age, continues to be 
interested in the hardware 
business although he retired 
from business in 1930. His 
early days were spent in the 
retail hardware business. He 
says of his career, “It seems 
that I have always been in 
the hardware business, my 
grandfather V. R. Tourney 
was in that business in At- 
lanta, Ga., prior to the Civil 
War. He was the stepfather 
of Lewis H. Beck, who later 
formed the Beck & Gregg 
Hardware Co., Atlanta, whole- 
sale hardware distributors. 
My father was then in the ha dware business with my 
uncle, J. Ennis, in Columbus, Ga. In the early 70’s my 
father bought his partner’s interest in the store in Colum- 
bus and I became his employee. In 1884 D. P. Dozier 
and I purchased the business forming the firm of Frazer 
& Dozier.” Mr. Frazer acquired his partner’s interest in 
the business in 1892 and continued operating the firm 
until it was liquidated in 1899. He then became a manu- 
facturer’s agent handling a number of well known lines 
including that of Henry Disston & Sons, Inc., Philadel- 
phia, Pa. For about 10 years he covered much of the 
southern states for his various accounts. From 1910 until 
his retirement he devoted his time exclusively to the 
Disston organization. In addition to his long activity as 
a hardwareman he has served two financial companies 
as a director. 


LUTHER C. FRAZER 


E. F. LAWRENCE, a 
partner in the firm of Law- 
rence Bros., Sterling, II, 
builders’ hardware manufac- 
turers, first became a_hard- 
wareman in 1875 at the age of 
17 as an employee of a retail 
hardware concern. Since 1880 
he has been a builders’ hard- 
ware manufacturer and has 
also engaged in other activi- 
ties such as the manufacture 
of barbed wire and wire nails 
and the production of electric 
power. He has served a total 
of 40 years as a bank director 
and at present enjoys man- 
aging the activities of his 
farms. Although he has many 
outside interests his chief interest is manufacturing 
builders’ hardware. His son, E. F. Lawrence, Jr., is a 
partner in the firm of Lawrence Bros. 


E. F. LAWRENCE 
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featuring, 


New “Come-Buy” Display 
FOR THE Boston NOZZLE 


ft 1939 


| 13 OSTION IN NORm 7 
Will Last a x Lifetime 


YN N7e 


j : 
| with a Swist of the’ 
Pe iyicdemg “eosTOm, ass. sou Se co. Lf 


You'll agree this preview of the new 
Boston Nozzle merchandiser lines up like 
an out-and-out box office hit. 


Ingenuity plays a part in the display, 
too — note the illustrations. Six gleaming 
Boston Nozzles stand at attention in a 
modern setting. Six more nestle in the 
storage bin at the back of the display. 


Here is a new and practical sales 
help featuring an old BWH standby — 
the Boston Nozzle that you have sold 
successfully for 40 years. 


It is a smart merchandising aid for 
every hardware store. It stands without 
support on the counter and is a perpetual 
silent salesman not on your payroll. 


Here it is — smart, new and ready 
to take up its counter stand and beckon 
new customers. 


BOSTON WOVEN HOSE & RUBBER COMPANY 


0 sa. MA S.C 
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SUPREME COURT WILL NOT REVIEW 
BIDDLE PURCHASING CO. CASE 


(Washington Bureau 
of HARDWARE AGE) 


The Supreme Court has denied 
the petition of the Biddle Pur- 
chasing Co., of New York, which 
sought a review of a Second Cir- 
cuit Court of Appeals decision 
affirming an FTC cease and de- 
sist order under the Robinson- 
Patman anti-price discrimination 


law. 

The Biddle company, which 
operated as an intermediary be- 
tween small producers, partic. 


ularly of food products, and or- 
ganizations of independent 
grocery owners, was charged by 
the Commission with having vio- 
lated the brokerage clause of the 
act. The company asked the Su- 
preme Court to review the case 
on a writ of certiorari after the 
Circuit Court of Appeals for the 
Second Circuit on May 2 in a 
divided opinion upheld the FTC 
order against the firm. 

Action by the Supreme Court 
in declining to review the deci- 
shatters at least for the 
present any chance of clarifying 
the controversial brokerage sec- 
tion of the law which is the point 
at issue in several other cases 
pending before the FTC. Even 
the Commission itself notified 
the Court that it had no objec- 
tion to a review of the case. On 
the contrary it went so far as to 
point out that the case raised 
“questions of general importance” 
which should be decided by the 
Supreme Court. 


The Commission told the Court 
that the question at issue is 
whether Section 2 (c) of the act 
is violated by persons partici- 
pating in a merchandising plan 
ander which (1) the buyer or- 
ders goods through the Biddle 
Purchasing Co., pursuant to an 
understanding that such com- 
pany will act as a purchasing 
agent for the buyer; (2) the 
buyer is credited with the 
amount of commissions paid to 
that company by the sellers fill- 
ing the erder, the credit being 
applied toward the subscription 


sion 
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price of the company’s market 
information service; and (3) the 
buyer is given outright any ex- 
cess of such commissions over 
the subscription price. 

The Biddle company argued 
in its brief that its methods for 
providing advantageous market- 
ing facilities for independent 
wholesalers against which the 
FTC complained, was actually in 
furtherance of the law’s purposes 
since its operation aided inde. 
pendent merchants to meet the 
competition of mass buyers, mail 
order houses and chains. 

Clement Biddle, president. 
Biddle Purchasing Co., issued 
the following statement: 

“The Supreme Court has de- 


nied our petition for a writ of 
certiorari to interpret the obscure 
meaning of Section 2(c) of the 
Robinson-Patman Act. We were 
surprised as this was the first 
case under this act to reach them. 
The Circuit Court Judges were 
divided with a strong dissenting 
opinion favoring our position, 
and the Federal Trade Commis- 
sion, in a petition for a writ of 
certiorari, stated that it ‘believes 
that the case merits review.’ 

“When the Federal Trade Com- 
mission’s order was first issued, 
we took the precaution of re- 
vamping our methods to comply 
with the order in the event it 
should ultimately be upheld by 
the courts.” 








WESTINGHOUSE PROMOTES 
H. M. BUTZLOFF 


H. M. Butzloff has been ap- 
pointed sales manager of the 
household refrigeration depart- 
ment, Westinghouse Electric & 
Manufacturing Co. He _ was 
formerly household refrigeration 





H. M. BUTZLOFF 


supervisor in the northwestern 
district and was located at the 
Westinghouse district office in 
Chicago. He has been connected 
with the Westinghouse Co. for 
the past five years and has spent 
all that time in refrigeration ac- 
tivities.. 

Previous to his affiliation with 
Westinghouse he spent seven 
years as an executive of the 
Stover Co. in Chicago and with 





the Electric Equipment Co. of 
Davenport, Towa. 





NEW OHIO DISTRIBUTOR 
FOR THE COLLINS CO. 


The Collins Co., Collinsville, 
Conn., manufacturer of axes, 
hatchets, picks, mattocks, etc., 
has appointed the Hardware 
Sales Co., 1276 W. Third St., 
Cleveland, Ohio, as Collins dis- 
tributor for that state. W. W. 
Damel is vice-president and gen- 
eral manager of the Ohio firm. 





LAMSON & SESSIONS WINS 
ADVERTISING AWARD 


The Lamson & Sessions Co., 
Cleveland, Ohio, manufacturer of 
bolts, nuts, cotters, cap screws, 
etc., was awarded honorable men- 
tion for its advertising at the 
convention of the National In- 
dustrial Advertisers Assn. This 
award comes to the company for 
the second year in succession. 
The advertising that received this 
recognition appeared in Harp- 
WARE AGE. 

H. A. D’'ARCY MADE A 

CROSLEY SALES MGR. 


H. A. D’Arcy has been ap- 
pointed sales manager of the 
private brand refrigeration divi- 
sion, Crosley Radio Corp., Cin- 
cinnati, Ohio. Mr. D’Arcy has 
had many years’ experience in 
the refrigeration industry as an 
executive in three companies. 








HERBERT 8S. DAVIES 


WOOSTER BRUSH CO. PRO- 
MOTES DAVIES AND RUSSELL 


The Wooster Brush Co., Woos- 
ter, Ohio, has appointed Herbert 
S. Davies manager of advertising 
and sales promotion and Webster 
R. Russell as assistant manager 
Both Mr. Davies and Mr. Russel] 
have been connected with the 
Wooster Co. for a number of 
years in sales capacities and have 
a long, successful record of ex- 
perience in the marketing and 
merchandising of paint brushes. 
Their new duties at the home 
office in Wooster will also require 
that they continue to spend con- 
siderable time in the field in sales 
promotional work, keeping in 
close contact with trade con- 
ditions. 


W. R. RUSSELL 
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J. R. DEGRAZIER 


DeGRAZIER NOW WITH 
HAL ROWELL CO. 


Joe R. DeGrazier has become 
associated with R. Hal Rowell 
Co., Fort Worth, Texas, manufac- 
turers representative of hard- 
ware and plumbing supplies in 
Texas, Oklahoma, and Arkansas. 
Mr. DeGrazier was formerly as- 
sociated with the Nash Hardware 
Co. of Fort Worth. 


CARR COMPTROLLER FOR 
AMERICAN STEEL & WIRE 


Frank J. Carr, heretofore assis- 
lant to the president of the 
American Steel & Wire Co., 
Weveland, Ohio, subsidiary of the 
United States Steel Corp., has 
been appointed comptroller of 
the company. Mr. Carr has beer 
with the American Steel & Wire 
Co. since last March. In the 
four preceding years, he was 
comptroller of the Tennessee Val- 
ley Authority at Knoxville, Tenn. 





COMPRESSED INDUSTRIAL 
GASES SALES DIVISION 


Compressed Industrial Gases, 
Inc., 221 N. La Salle St., Chi- 
cago, Ill., has recently established 
a distributor sales division to 
promote the sale of CIG welding 
and cutting equipment and sup- 
plies through distributor and 
jobber outlets throughout the 
United States. The CIG line com- 
prises a complete line of all ap- 
paratus and supplies used in the 
welding and cutting of metals, 
including Hollup electrodes and 
Victor apparatus. 


OCTOBER 20, 1938 








J. HAROLD DUMBELL, EXECUTIVE SECRETARY 
NATIONAL CONTRACT HARDWARE ASS'N 


J. Harold Dumbell has been 
elected secretary of the National 
Contract Hardware Association 
which will maintain official head- 
quarters at Pittsburgh, Pennsyl- 
vania. Decision to establish 
permanent offices, employ an 
executive secretary and to change 
its name from the too lengthy 
“National Association of Builders 
Hardware Distributors, Inc.” was 
announced at the closing banquet 
of the association’s fourth annual 
convention at the Wm. Penn 
Hotel, Pittsburgh, Pa., September 
20 to 22, 1938. 

Mr. Dumbell is particularly 
well qualified for this new posi- 
tion as he was one of the princi- 
pal founders of the body, its first 





J. HAROLD DUMBELL 


president and served as president 
for the first four years, up to and 
including the Pittsburgh conven- 
tion. He has been in the builders’ 
hardware business since 1900 
when he started with J. Jacob 
Shannon, Philadelphia, Pa., work- 
ing his way up successively as 
errand boy, stock boy and as- 
sistant builders’ hardware esti- 
mator. In 1907 he moved to Pitts- 


burgh to join the builders’ 
hardware sales department of 
Jos. Woodwell Co. where he 


stayed until 1911. He then joined 
Samuel McKnight Hardware Co., 
as builders’ hardware estimator; 
became assistant secretary when 
that company was incorporated 





in 1920 and was elected secre- 
tary and treasurer in 1927, from 
which position he resigns shortly 
to embark upon his new duties. 
Thoroughly constructive in his 
views of association procedure, 
Mr. Dumbell will enjoy the con- 
fidence of the entire industry and 
will be an important factor in 
improving the relations between 
producers and distributors. 
Other officers of the association 
are: president, I. S. Eshleman, 
Ostrander & Eshleman, New York 


City; vice-presidents, Jos. R. 
Raymer, Raymer Hardware Co., 
St. Paul, Minn., and Paul Easby. 
Smith, Builders’ Hardware Corp., 
Washington, D. C.; secretary, 
Robert A. Culp, The Stambaugh- 
Thompson Co., Youngstown, 
Ohio; and treasurer, Wm. H. 
Haase, Richards and Conover 
Hardware Co., Kansas City, Mo. 

The 1939 convention of the 
N.C.H.A. will be held at the 
Hotel New Yorker, New York 
City, in September, 1939. 








SYMINGTON HEADS 
EMERSON ELECTRIC 


W. Stuart Symington has been 
elected president and _ general 
manager of The Emerson Electric 
Mfg. Co., St. Louis, Mo., to suc- 
ceed Joseph Newman, who will 
continue as chairman of the 
board until Jan. 31, 1939. Ray- 
mond E. Otto has been elected 
manager of motor sales, succeed- 
ing L. F. Blough, vice-president. 
Oscar C. Schmitt continues as 
vice-president in charge of fan 
and motor sales. John Wright is 
manager of fan sales. E. L. Split- 
stone is chief engineer succeed- 


ing J. A. Rodgers. 


ZONITE PRODUCTS CORP. 
PURCHASES DRI-BRITE, INC. 


The Zonite Products Corp., 
Chrysler Bldg., New York City, 
has purchased Dri-Brite, Inc., St. 
Louis, Mo., and will operate that 
concern as a subsidiary company. 
H. R. Hitchcock has been elected 
vice-president and general man- 
ager of the Dri-Brite Co. He 
was formerly general manager of 
the A. S. Boyle Co. R. R. Wason, 
president of Zonite Products 
Corp. will act also as president 
of the newly acquired company. 
Ray Thorburn has been placed 
in charge of production. He was 
formerly with the A. S. Boyle 
Co. 

The Dri-Brite company makes 
Dri-Brite liquid wax, Dri-Brite 
super-paste wax, Dri-Brite Magic 
floor cleaner, Dri-Brite new 
cleaner for all painted and enam- 
eled surfaces, Dri-Brite super- 
foam upholstery cleaner, Dri- 








Brite furniture polish and Dri- 
Brite Once-Over auto polish. This 
line is in keeping with the vari- 
ous household products made by 
the Zonite corporation, namely, 
Larvex mothproofer, paradichlo- 
robenzene crystals and Annette’s 
dry powder cleaner. 

For the time being all opera- 
tions of Dri-Brite, Inc., will be 
conducted from its plant in St. 
Louis, Mo. The acquisition of 
this company is in line with the 
expansion policy which Zonite 
Products Corp. has been follow- 
ing during the past three years. 
Last year the concern added a 
complete line of paradichloroben- 
zene moth-killing crystals to its 
Larvex division. 

When the present management 
toak control in 1935, the Zonite 
Products Corp. had a sales or- 
ganization of 16 men. It now 
comprises 88 men. The Dri- 
Brite sales organization will be 
expanded as the business war 
rants. : 


MURPHY REPRESENTS 
SAVOGRAN PRODUCTS 


The Savogran Co., Boston, 
Mass., has appointed to its sales 
organization Edward J. Murphy, 
8001 Rosiline Drive, St. Louis, 
Mo. He will represent Savogran 
products in Missouri, Kansas, 
Arkansas, Oklahoma, southern 
Illinois and in the Indiana cities 
of Terre Haute, Vincennes, and 
Evansville. The Savogran Co. 
manufactures heavy duty cleaner, 
crack filler, wood putty, remover 
and bleacher for floors, wallpaper 
remover and paint brush cleaner. 
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KANSAS CITY IS HOST TO WESTERN HARDWARE 
IMPLEMENT GOLDEN JUBILEE SHOW 


This year’s annual convention 
and exhibit, Jan. 17-19, 1939, of 
the Western Retail Implement 


HERBERT J. HODGE 


and Hardware Assn. at the 
Municipal Auditorium, Kansas 
City, Mo., will mark the associ- 
ation’s Golden Jubilee. The 
organization of this progressive 
western group was conceived at 
meeting of eight Kansas imple- 
ment dealers at the Blossom 
House, Kansas City, Feb. 3, 1889. 
It was then suggested that an 


organization of implement dealers 
might result in better conditions 
for all branches of the trade. 
Accordingly a committee was ap- 
pointed to call a meeting of 
Kansas implement dealers to be 
held at Junction City, Kansas, 
Feb. 20.21, 1889. 

An organization was effected 
under the name, The Kansas-Re. 
tail Implement Dealers’ Assn. and 
eighteen dealers signed the 
articles of association. Two years 
later the dealers of Missouri and 
Oklahoma sought membership 
and were admitted. Consequently 
the scope of the association was 
so changed as to include the en- 
tire Kansas City trade area. At 
that time the name was changed 
to “Western” and dealers in 
hardware were admitted to mem- 
bership as the two lines were so 
closely allied. The growth of the 
association was steady, but for a 
depression slump, and it now has 
a membership of 2,000 implement 
and hardware dealers. 

Officers of the association are 
president, Sam Zuercher, Wichita, 
Kansas; vice-president, Clarence 
G. Nevins, Dodge City, Kan., and 
Secretary-treasurer, Herbert J. 
Hodge, Abilene, Kan. 








BOOKLET EXPOSES 
INSURANCE RACKET 


“Another Racket?”, is the title 
of a booklet written by J. Sam- 
uels, Empire State Bldg., New 
York City, exposing the practices 
of the crooked “impartial life 
insurance advisor”. The booklet 
tells many facts that insurance 
policy holders should know. Sells 
for 50 cents per copy. 


NEEDS CATALOGS AFTER 
FIRE IN MAINE STORE 


A. E. Small & Son, Inc., Mex- 
ico, Me., hardware dealers, are 
in urgent need of catalogs on 
hardware and allied lines. The 
company suffered a bad fire on 
Labor Day and needs the cata- 
logs for ordering replacements. 


WINNER IN NAME 
PICKING CONTEST 


Automatic Products Co., Mil- 
waukee, Wis., manufacturer of 
A-P oil control valves for space 
heaters, has announced the win- 
ner in its “Pick A Name Con- 
test” which closed on Aug. 31. 
Lester G. Brandt, of A. M. Brandt 
hardware store of Campbelltown, 
Pa., was awarded the first prize 
of $100, for naming the new A-P 
“Oilifter” control. This control 
is a device which when installed 
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in place of the regular manual 
control on the heater, lifts the 
fuel automatically from a remote 
oil supply either in the basement, 
one or two floors below, or as 
far away as 100 feet from the 
space heater. The control elimi- 
nates the need for a fuel tank on 
the space heater. 


CHARLES F. FAY BUYS 
PACIFIC COAST STORE 


Charles F. Fay has purchased 
the Garvanza Hardware Co., 6324 
Pasadena Ave., Los Angeles, 
Cal. Mr. Fay, formerly of Spring- 
field, Mass., was manager of the 
North Main St. store of the Car- 
lisle Hardware Co., in Spring- 
field, prior to his moving to Los 
Angeles in 1929. Since that time 
he has been associated with the 
Dresslar Hardware Co., as mana- 
ger of the company’s various 
stores until his recent purchase 
of the Garvanza Hardware from 
Edwin S. Butterfield. 


TENNESSEE ASSN. TO 
MEET, FEB. 15-16 


The ‘Tennessee Retail Hard- 
ware Association will hold its 
annual convention, Feb. 15 and 
16, 1939 at the Andrew Jackson 
Hotel, Nashville, Tenn. Secretary 
of the association is John F. 
Vaughan, Jr., Winchester, Tenn. 





BURR RETIRES FROM 
GOODYEAR Co. 


D. R. Burr, consulting manager 
for the mechanical goods sales 
department of the Goodyear Tire 
& Rubber Co., Akron, Ohio, has 
announced his retirement on pen- 
sion, effective immediately. Mr. 
Burr is a veteran of 44 years’ 
service in the rubber industry. 





STELTZ REELECTED 
SUPPLEE-BIDDLE HEAD 


At a meeting of the stock. 
holders of the Supplee-Biddle 
Hardware Co., 511 Commerce St., 
Philadelphia, the following di- 
rectors were elected: Wm. Geo. 
Steltz, Martha MclI. Biddle, 
Charles M. Biddle, Jr., Marshall 
S. Morgan, J. Carl De La Cour, 
Philip L. Corson, and Llewellyn 
A. Hoeflich. This board of direc- 
tors then met and elected the 
following officers: president, Wm. 
Geo. Steltz; vice-president, 
Charles M. Biddle, Jr.; assistant 
vice-presidents, L. B. Dreifus and 
R. P. Geppinger; secretary, 
Llewellyn A. Hoeflich, treasurer, 
Laurence S. Adams, assistant 
secretary, M. Z. Fagan, and as- 
sistant treasurer, W. Leroy 
Groom. 


VIRGINIA ASSN. WILL 
GATHER IN LYNCHBURG 
The annual convention of the 

Virginia Retail Hardware Asso- 
ciation will be held, Feb. 21 and 
22, 1939 at the Virginian Hotel, 
Lynchburg, Va. 








PITTSBURGH ASSN. STARTS MEETINGS 
WITH LADIES NIGHT PROGRAM 


The 1938-1939 series of ac- 
tivities of the Pittsburgh Retail 
Hardware Assn. began Sept. 30th 
with a special ladies’ night pro- 
gram at the Fort Pitt Hotel, 
sponsored by the American Hard- 
ware Supply Co., 43 Terminal 
Way, Pittsburgh. Approximately 
150 members and guests attended, 
including ladies and clerks of the 
member stores. Motion pictures 
of the association’s annual Jubi- 
lee held July 2 at the Wildwood 
Country Club were shown. 

President Walter E. Whitehead 
introduced John S. North, presi- 
dent, North Bros. Mfg. Co., 





Philadelphia, Pa., who exhibited 
his motion pictures of a_five- 
months sailing cruise from Tri- 
poli to Rio de Janiero, around 
Cape Horn and thence to San 
Francisco by way of Chile. 
Following this entertaining 
feature a buffet lunch was served 
by the American Hardware Sup- 
ply Co. Due to the unfortunate 
illness of William M. Stout, 
manager of that concern, E. A. 
Hastings welcomed the members 
and guests in behalf of the com- 
pany. 

At the association’s next meet- 
ing, Elmer Wheeler will be guest 


Standing, left to right, are: W. Glenn Pearce, managing director, 
PASHA; E. A. Hastings, treasurer, American Hdwe. Supply Co.; 
Leo Kelso, past president, Pittsburgh Retail Hardware Assn.; 
Otto Kossler, association secretary, and Earl Monroe, association 
treasurer. Seated, left to right, are: John S. North, North Bros. 
Mfg. Co.; Walter E. Whitehead, association president; Frank 
Hegner, vice-president, and Charles Scarborough, president, Amer- 


ican Hardware Supply Co. 
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One of the new 
Taylor Baro- 
guides. No. 2280. 
An inexpensive 


All-American Barometer. Made in black and 
chrome finish with automatic altitude adjus- 
tor. $5.00*. Other smartly designed models 
from $5.00 to $7.00. Write for information 


about the complete line. 


WINDOW THERMOMETER 


(left) No. 5304. 10’’ vitreous 
enamel scale with grey border. 
Chromium bracket and fittings. 
Popularly priced at $2.50* retail. 


INDOOR WALL THERMOMETER 


(right) No. 5126. 6’’ brass scale 
with magnifying lens. Walnut, 
ivory or natural back. Popu- 
larly priced at $1.00* retail. 


TEMPRITE WINDOW 
THERMOMETER 
(left) No. 5316. Permacolor 
tube with magnifying lens. 
White vitreous enamel scale. 

Retails at $1.00*. 


NEW UNIVERSAL OUT- 
DOOR THERMOMETER 
(right) No. 5314. Ball and 
socket wall bracket allows 
all-angle adjustment. $1.25* 
retail. 


CANDY AND JELLY THERMOMETER 


(right) Acid-resistant scale comes 
with kettle clip on back. No. 5908— 


$2.00* retail. 


DEEP FRYING THERMOMETER 
with extra-long handle. (eft) 


Packed with instructions 


ple recipes. No, 5010—$2. 


TAYLOR COMFORTMETER 


Assortment for indoor 

and outdoor tempera- 

tures in different finishes. 

6 or 12 on display card 
__ to retail at 50¢* each. 
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and sam- ‘ 
00* retail. 


HAT’S IN A NAME? Just this. In a 

recent independent national survey of 
hardware stores, 83% of all the dealers 
questioned said that the name TAYLOR 
helped them to sell more thermometers and 
build Taylor volume. 


Of course you know why! Taylor is one 
of the oldest makers of household thermom- 
eters and weather instruments in the world. 
Years of national advertising have made 
Taylor a name your customers recognize 
and trust. Men and women accept Taylor 
Indoor and Outdoor Thermometers, Cook- 
ing Thermometers, Stormoguides and other 
instruments in the line as the most accurate 
they know. And the Taylor five-year Guar- 
antee of Tested Accuracy is added assur- 
ance of quality as well as a profitable sales 
help to you. 


Write us for detailed facts about success- 
ful display material and seJling helps. 
Address Taylor Instrument Companies, 
Rochester, N. Y. 


*Prices slightly higher west of 
the Rockies and in Canada. 
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Representatives of the American Pad & Textile Co. who gathered at Greenfield, Ohio, for the 
company’s annual sales convention at which new lines and a new distribution policy for the 
independent hardware dealer were announced. 


NEW DISTRIBUTION PROGRAM 


Representatives from all parts 
of the United States were present 
at the annual sales convention 
of the American Pad & Textile 
Co. held at the firm’s main office 
in Greenfield, Ohio, during the 
week of Sept. 5. They partici- 
pated in general discussions re- 
garding sales, new merchandise 
and plans for the coming season. 
The American Pad & Textile Co. 
has pioneered an entirely new 
line of outdoor equipment com 
posed principally of life preserver 
cushions and vests for the boat- 
ing and marine trade, sleeping 
bags, duffel bags, and other camp 
equipment for the outdoor sports 
man. 

While outlets for these items 
lay primarily through the chan- 
nels of the marine and sporting 
goods trade, demand has grown 
to a point where the independent 
hardware dealers are receiving 
calls for this Ta-Pat-Co merchan- 
dise. In order that they may be 
served through their regular 
sources of supply, the wholesale 
hardware firm, the company has 
announced an entirely new pro- 
gram for distribution of this class 
of merchandise through the whole- 
saler. This program embraces 
the most popular selling num- 
bers, selected from over 400 items 
now being offered in the general 
Ta-Pat-Co line. 

Color insert pages for jobbers’ 
catalogs are being prepared so 
that each jobber’s salesman can 
soon present this to the dealer in 
concrete form. This program is 
based on a survey of the entire 
field, and is built around the sug- 
gestions and upon the advice of 
many outstanding wholesale out- 
lets. Complete layout will short- 
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FOR TA-PAT-CO LINES 
ly be placed in the hands of all 


wholesale hardware companies 
who are distributing general lines 
of sporting goods. 





FRANK WINSLOW WITH 
JONES & LAUGHLIN 


Frank Winslow has joined the 
Jones and Laughlin Steel Corp. 
as district manager in Houston, 
Tex. His headquarters will be 
in the Shell Building, that city. 
Mr. Winslow was formerly with 
the Republic Steel Corp., first at 
Houston and more recently at 
Dallas. 

SOUTHERN CALIF. ASSN. 

NAMES MEETING DATES 

J. V. Guilfoyle, managing di- 
rector, Southern California Re- 


tail Hardware Association, 1026 
Rivers-Strong Bldg., 112 W. 9th 





St., Los Angeles, Cal., has an- 
nounced that the annual conven- 
tion and exposition will be held 
at the Hollywood Roosevelt Ho- 
tel, Hollywood, Cal., March 1-3, 
1939. 

The association’s semi-annual 
hardware conference will be held 
this year on Thursday, Oct. 27, 
1938, at the Hotel Huntington, 
Pasadena, Cal. 


BRITISH FIRM SEEKS 
AMERICAN LINES 


Murray & Jenner, Inc., 11 W. 
42nd St., New York City, is repre- 
senting a British firm of manu- 
facturer’s agents, which is seek- 
ing American hardware lines for 
distribution throughout the Brit- 
ish territories. This firm is in- 
terested in builders’ hardware, 
plumbing and electrical supplies, 
machinists’ and automotive tools. 
Buyers are at the present time 
visiting this country. 


DEVOE&RAYNOLDS REVIEWS 
SALES ACCOMPLISHMENTS 


On Oct. 1, sales meetings were 
held by the Devoe & Raynolds 
Co., New York, at central points 
throughout the country for the 
purpose of reviewing sales ac 
complishments to date and to 
outline the fall program. Devoe 
salesmen gathered for all-day 
sessions in New York, Boston, 
Buffalo, Chicago, Kansas City, 
Louisville, and Atlanta. In nearly 
all points the meetings were at- 
tended by a home office execu- 
tive. In Louisville, E. S. Phillips, 
president, presided while T. J. 
Kenny, sales manager, attended 
the New York meeting; A. H. 
Mohrhusen, manager of brush 
department presided at the Kan- 
sas City meeting; C. B. Moore, 
manager of the maintenance de- 
partment presided at the Buffalo 
meeting, and Ivor Kenway, adver- 
tising manager, presided at the 
Chicago meeting. In the late 
afternoon, all meetings were ad- 
dressed by general manager E. D. 
Peck by means of a telephonic 
conference hook-up. 





TRIPLEX SCREW ADDS 
RIVET DEPARTMENT 


The Triplex Screw Co., Cleve 
land, Ohio, manufacturer of cap 
and set screws, bolts and nuts, 
has added a rivet department, 
This new division will shortly be 
in position to manufacture round, 





cone, flat, and countersunk head 


rivets. The company is now 
making coopers’ and tinners’ 
rivets, 


ARKANSAS CONVENTION 
FEB. 14-15, 1939 
The Arkansas Retail Hardware 
and Implement Assn. will hold 
its annual convention Feb. 14-15, 
1939, in the Marion Hotel, Little 





Rock, Ark. 








EASY DISTRIBUTORS HEAR 1939 PLANS 








Distributors of the Easy Washing Machine Corp. met in Syracuse, N. Y., Sept. 29 for the 
presentation of the new 1939 line of Easy washers and ironers and to be told about the company’s 
merchandising program for the introdjiction and sale of those models. The meeting was conducted 
by Morton Glide, general sales manager of the concern. 
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WE BREED A MARE TO GET A MOTORCAR 


OCTOBER 20, 


“With us, horses are cash. Cars are necessities. For we FARM JOURNAL 
readers are money-conscious. Money clothes, feeds, and entertains our fami- 
lies. So we raise horses to buy cars. It wasn’t always that way. When we 
sewed our own clothes and hung our own beef, we didn’t often drive 
our colts to buy your products. But highways, telephones, power lines, 
and FARM JOURNAL changed all that. Today FARM JOURNAL helps us 
pick the best money-crops at planting time, the best money-markets at 
harvest time, and the best money-values at shopping time. So we sell 
the colts, buy the car, and shop with you. What have you got to sell us?” 


FARM JOURNAL (Washington Square, Philadelphia 


Delivers 1,365,000 Families Whose Crop Is Money 


1938 
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R. E. MILLER NOW CONTROLS 
“HOLDEMS” AND “EDGEM” 


Robert FE. Miller, Inc., 35 
Pearl St., New York City, now 
controls the manufacture and dis- 
tribution of two popular items, 
“Holdems” and “Edgem” for- 
merly marketed by A & F. Prod- 
ucts of New York. “Holdems” 
are devices used to fix chairs and 
furniture and keep them from 
wobbling. They are packed in 
various assortments and also sold 
in bulk. Attractive display boxes 
for counter use are provided. 

“Edgem” is a popular priced 
scissor sharpener that is said to 
sharpen any style of scissor or 
shears and any type of blade, 
whether straight or curved. 

APRO CO. REPRESENTS 

HARDWARE MFRS. 


Louis W. Appell and Harry 
Rothkoph have formed Apro Co., 
to serve as manufacturers’ agents. 
Mr. Appell has his headquarters 
at 210 Veronica Pl., Brooklyn, 
N. Y., and Mr. Rothkohp makes 
his headquarters at 6330 Win- 
throp Ave., Chicago, Ill. Apro 


Co. handles the cotter pin line | 


of M. S. Brooks & Sons, Chester, 
Conn., and the lock washer line 
of Standard Lock Washer & 
Mfg. Co., Worcester, Mass., 
throughout the United States. 
Mr. Appell handles eastern sales 
and Mr. Rothkoph handles sales 
in the western part of the coun- 
try. 


MOUNTAIN STATES GROUP 
MEETS JAN. 30-FEB. 1 


The 1939 annual convention of 





The Mountain States Hardware | 


& Implement Association will be 
held Jan. 30 to Feb. 1, 1939, at 


| 


the Cosmopolitan Hotel, Denver, 
Colo. John T. Bartlett, secretary- 
treasurer, makes his headquar- 
ters at 637 Pine St., Boulder, 


Colo. 


300 AT NATIONAL HDWE 
STORES CONVENTION 


National Hardware Stores, Inc., 
sponsored by Bigelow & Dowse 
Co., Boston, Mass., held its fifth 
semi-annual convention, Sept. 1 
at the Boston City Club, with an 
attendance of 300 enthusiastic 
members from all parts of New 
England. 

Featured at the entrance to the 
hall was an ultra-modern hard- 
ware store window completely 
decorated. It displayed a mani- 
kin attractively attired, in con- 
junction with a display of kitchen 
utensils. On the other side of 
the entrance there was a modern 
store display table completely 
stocked. The merchandise was 
properly arranged and price- 
tagged, to show the dealers how 
a display table could be utilized 
to the best advantage. 

In the hall there was a com- 
plete and up-to-the-minute ex- 
hibit of Christmas toys as well 
as many other exhibits of sea- 
sonal and holiday goods. 

Following a buffet luncheon, 
L. S. Dillingham, president, Bige- 
low & Dowse Co., welcomed the 
dealers and introduced the speak- 
ers. George Hoy, secretary, New 
England Hardware Dealers Assn., 
spoke on “Modern Merchandis- 
ing,” and Joseph M. Kennedy, 
president, National Hardware 
Stores, Inc., reviewed the prog- 
ress of the national program and 
discussed future plans, including 
an eight-page rotogravure issue 
of National News for December. 





HARDWARE TRADE A FACTOR IN CITY 
LIFE, SAYS A. W. SHAPLEIGH 


The value of the hardware | 
trade to such a city as St. Louis, 
in terms of employment and pay- 
rolls, was stressed by A. Wessel 





A. W. SHAPLEIGH 


Shapleigh, vice-president and 
treasurer of the Shapleigh Hard- 
ware Co., in a recent (Oct. 2) 
radio interview over Station 
KNOX. . 

Mr. Shapleigh pointed out that 
wholesale and retail hardware 
firms in the St. Louis metropoli- 
tan area employ an _ estimated 
3200 persons and distribute ap- 
proximately $5,000,000 a year in 
wages. The city’s wholesale 
houses employ about 2000 per- 
sons, he said, and the district’s 
400 retail stores have another 
1200 employees. 

The services of hardware 
manufacturers and distributors 
in making better products avail- 
able to the public at lower prices 








AMARILLO HARDWARE CO.’S NEW HOME 





This is the new home of the Amarillo Hardware Co., wholesale firm of Amarillo, Tex. A new and 
completely modern, reinforced concrete building, it contains about 95,000 square feet of floor space. 
It is a day-light building with pressed glass brick walls for the offices and showrooms. An inter- 
communicating system facilitates service. A 5,000-foot display room permits floor samples to be 
shown to the best advantage. The building has a 125-foot loading dock to accommodate the more 
than 200 trucks that leave Amarillo daily, and sufficient track for three cars of freight. 
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also were emphasized by the 
speaker. From dealing in a rela- 
tively few items, he pointed out, 
the hardware trade now has 
grown to the point where large 
wholesale houses stock as many 
as 50,000 individual items gath- 
ered from upward of 4000 sep- 
arate manufacturers. 

Mr. Shapleigh spoke on the 
“Onward Road” program, ar- 
ranged by St. Louisans, Inc., a 
new fact-finding group of busi- 
ness and civic leaders in the St. 
Louis district. The series, which 
has been on the air several 
months, dramatizes the value of 
business leadership to the com- 
munity. 


THOS. LAUGHLIN EXPANDS 
SALES ORGANIZATION 


Donald S. Laughlin, president 
of the Thomas Laughlin Co. 
Portland, Me., manufacturer of 
marine and industrial hardware, 
has announced that F. F. Titch- 
ener has become associated with 
the company as sales representa- 
tive for New York state with the 
exception of Greater New York 
City and Long Island. He will 
make his headquarters in Cort- 
land, New York. 





PROSSER REPRESENTS 
OLIVER LINE 


Dave Prosser is representing 
the Oliver Iron and Steel Co. 
Pittsburgh, Pa., in the state of 
Texas. 


BEAVER PIPE TOOLS NAMES 
NEW DISTRICT MANAGER 


Avery Phillis has been ap.- 
pointed district manager of the 
mid-western sales territory of 
Beaver Pipe Tools, Inc., Warren, 
Ohio. Mr. Phillis will make his 
headquarters in Chicago. 





WISCONSIN DEALERS 
MEET FEB. 7-10 


The Wisconsin Retail Hard- 
ware Association will hold its 
annual convention and exhibit, 
Feb. 7 to 10, 1939 in the Mil- 
waukee Auditorium, Milwaukee, 
Wis. George W. Kornely, 3374 
N. Green Bay Ave., Milwaukee, 
is exhibit manager. H. A. Lewis, 
Stevens Point, Wis., is executive 
secretary of the association. 





BUILDERS’ HARDWARE 

CATALOGS DESIRED 
Fred Lau & Son, 516 Pine St., 
St. Louis, Mo., would like to 
receive catalogs and literature on 
door closers, screen door closers, 





double acting spring hinges, etc. 
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FAST-SELLING LINES 
EVEN FASTER! 








ee = 





1 GOODYEAR EMERALD CORD HOSE—The finest lawn hose made. Green 
cover, double braided, high quality cotton cord reenforcement. A strong, 
























LL six lines of nationally advertised Good- 


year Hose now come in attractive colors flexible, attractive hose that will give years of service. Furnished in %", %”', 
for more effective display and merchandising. and 1” sizes, complete with couplings. 

P . r 2 GOODYEAR WINGFOOT SUPERTWIST CORD HOSE— Although less in cost, 
All six are armored with tough, long-wearing this hose closely approaches the high quality of Emerald Cord Hose. Brown 


cover, of new design; two braids of Supertwist Cord. Light and easy to 
handle. Furnished in %'’, &’ and 1" sizes, complete with couplings. 


3 GOODYEAR SUPERTWIST CORD HOSE—A light weight hose that is easy to 
handle. Women and children especially like its light weight. Brown cover. 
Made with a reenforcement of the famous Supertwist cord. Although light in 


covers of distinctive design — for still greater 
sales appeal. 


All six are buttressed with stout reenforce- 





ments of heavy cotton cords, some double weight, this hose has great strength and durability. Made in the %"" size only. 
braided — for longer wear and greater value. 4 GOODYEAR GLIDE LAWN HOSE—A good hose at a moderate price. Corru- 

a gated red cover. Molded hose, reenforced with heavy double braided cotton 
Here you have everything you need to sell cords. Furnished in %"’, %’ and %" sizes, complete with couplings. Also fur- 


every customer—from top to bottom. ee 


5 GOODYEAR PATHFINDER LAWN HOSE—Designed for those who want quality at 
Get full details of Goodyear’s Garden Hose a low price. Green cover. Heavy, single-braid, cotton cord reenforcement. Made 


sas ods in the % size only, complete with couplings. Also furnished with black cover. 
proposition...stock all six lines...and get every ibe sities 


4 ° 6 GOODYEAR OAK LAWN HOSE—This hose is designed expressly for the low- 
penny of hose profits coming your way for priced market. Made with a single-braid cotton cord reenforcement, corru- 


next season! gated dark brown cover, in the %”’ size only. 
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HIGHEST GRADE MAKES BETTER PROFIT 





PADLOCKS 


OF FINEST EXTRUDED BRASS WITH 
BEST PIN TUMBLER LOCK WORK 


OU are compelled to spend a few 

minutes with each padlock cus- 
tomer. You can often make those 
minutes yield a higher than average 
profit by showing Eagle Extruded 
Brass, Pin Tumbler Padlocks FIRST. 
This is true because few of us are mind 
readers and it is next to impossible to 
tell from the appearance of a customer 
how high an appreciation he has of 
“real quality.” Many customers are a 
profitable surprise in this respect and 
it pays to try them out. 


The Eagle Quality Line 





Night Latches Padlocks 

Trunk Locks Cabinet Locks 

Front Door Sets Wood Screws 

Store Door Sets Rae Bolts 
Machine Ser 








EAGLE {BOK CO. 


26 wt 23 Street -- New York, 


Branch Offices: 
177-179 N. Franklin St. 114 Bedford St. 
Chicago, Ill. Boston, Mass. 


Works at Terryville, Conn. 


521 Commerce St. 
Philedelphie, Pe. 














VOCATIONAL GUIDANCE CONFERENCES 
HELD THROUGHOUT COUNTRY 


The distributive trades division 
of the vocational education sec- 
tion, Office of Education, hopes 
through its October conferences 
in seven large cities to smooth 
out wrinkles in the administra- 
tion of the George-Deen law, 
which provides vocational eduea- 
tion in distributing trades sub- 
jects for the first time in the his. 
tory of Federal participation. 

The conferences, under the 
direction of state vocational edu- 
cation offices, were called to 
solve teaching, personnel and re- 
lated problems under the Act, 
and were generally expected to 
arouse considerable interest in 
retail circles. Conferences were 
held in Atlanta, Ga., on Oct. 6-7, 
in New Orleans, La., on Oct. 
10-11, in Omaha, Nebr., Oct. 
13-14, and in Denver, Colo., on 
Oct. 17-18. The Chicago district 
has a meeting scheduled for Oct. 
20-21, and both New York and 
San Francisco have meetings 
listed for Oct. 25-26. 

Representatives of the Federal 
Government, whose jobs are 
largely of an advisory nature in 
addition to supervising the allo. 
cation of money to the states, 
are currently compiling data re- 
ceived from regional offices, 
which, they expect, will provide 
an accurate picture of progress 
made thus far under the pro- 
gram. This material, showing the 
number of classes held, courses 
offered, and the various trades 
in which students are employed, 
will be digested and released 
early in November, according to 
present plans. 

In launching the program and 
in assisting state departments of 








education in qualifying for Fed. 
eral aid, officials have pointed 
out that the small independent 
merchant is handicapped because 
of the lack of vocational train- 
ing, and that thousamds ef such 
establishments have neither the 
time, the money, nor the facil- 
ities for providing training for 
employees. On the assumption 
that this condition is contrary to 
the best consumer interest, ofh- 
cials have expressed the view 
that this large group of distrib. 
utors especially will benefit frem 
the program. 

Available during the current 
fiscal year for allocation to the 
states on the basis of population 
is $1,200,000, all of which will go 
for distributive training. For 
every dollar advanced by the 
Federal Government up through 
June 30, 1942, the states will be 
required to put up 50 cents al- 
though that ratio will be hiked 10 
per cent each year until the 
states are matching Federal 
funds dollar for doHar by 1946. 

Under the George-Deen law, 
the funds are to be used for eal- 
aries and travel expenses for 
teachers, supervisors, and for 
teacher training in distributive 
occupational subjects. 





INDIANA CONVENTION 
JANUARY 24-27 


The Indiana Retail Hardware 
Association will hold its annual 
convention and exhibit Jan. 25, 
26, and 27, 1939 in Indianapolis, 
Ind. The exhibit will be held at 
the Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., is 
managing director. 





RECEIVES FIRST PRIZE IN DUCO CONTEST 





Roy pragpiiead yay & Prince Lumber Co., Millville, N. J. 


who was awarded 


first prize in the recent Duco contest spon- 


sored by E. I. du Pont de Nemours & Co., Wilmington, Del., as 
receiving his check of $250.00 from J. C. Holloway, du Pont dis. 
trict sales manager, while Harry Farren, du Pont’s South Jersey 


sales representative, looks on 
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CHICAGO DEALERS DISCUSS 
DIRECT SELLING EVILS 
At the- first of the fall series 


of meetings of The Chicago Re- 
tail Hardware Assn., 1416 Mer- 






CHESTER A. CREIDER 


chandise Mart, Chicago, Ill., 178 
dealers gathered for a discussion 
on the association’s drive against 
direct selling by wholesalers and 
manufacturers. The group de- 
cided that the association should 
continue its vigorous campaign 
against this type of selling and 
all dealers voted to cooperate to 
make this drive more successful. 
Chester A. Creider, secretary, 
Butler Brothers, Chicago, dis- 
cussed “Holding the Retail Line,” 
in which he told the dealers how 
to merchandise and how to 
handle store personnel. President 
Ronald G. Dix, presided. 





N. Y. CYCLE PROGRAM 





The Department of Parks, City 
of New York has issued a “Pro- 
gram of Proposed Facilities for 
Bicycling,” showing with the use 
of maps the many miles of 
bicycle paths being considered 
for the five boroughs of New 
York. 


CALIFORNIA ASSOCIATION 
CONVENES FEB. 21-23 


Le Roy Smith, manager-trea- 
surer, California Retail Hard- 
ware Association, Room 237, 417 
Market St., San Francisco, Cal., 
has announced that the 1939 con- 
vention will be held Feb. 21-23, 
1939, at the Hotel Whitcomb, 
San Francisco. 


TENN. COAL AND IRON 
DISTRIBUTOR CATALOG 


The Tennessee Coal, Iron and 
Railroad Co., Birmingham, Ala., 
a subsidiary of the United States 
Steel Corp., has announced the 
completion of its No. 100 dis- 
tributor catalog. This catalog is 
a complete reference book for 
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distributors and users of wire, 
sheet steel, and hot rolled prod- 
ucts. It contains illustrations, 
descriptions, gages, tables, 
weights, and much other general 
and useful information pertaining 
to products regularly distributed 
through hardware wholesaler and 
dealer channels. The company 
in announcing this new catalog 
advises that the first edition is be- 
ing distributed to its carload cus- 
tomers, and that later editions 
will be available to the hardware 
trade more generally. 


SCHNAKENBERG, V-PRES. 
OF AMERICAN MFG. CO. 


Fred J. Schnakenberg has been 
elected a vice-president of the 
American Mfg. Co., Brooklyn, 
New York. He succeeds the late 
Oscar H. Vieths who passed 
away recently. 

Mr. Schnakenberg was born in 
Brooklyn, N. Y., where he served 
his apprenticeship in the cordage 
business. In 1915 he became af- 
filiated with the St. Louis Cordage 
Mills branch of the company, of 
which in 1929 he was appointed 
sales manager and in 1937, gen- 
eral manager. 


NEW YORK MEN FORM 
HARDWARE LUNCH CLUB 


A new lunch club to be known 
as The Hardware Lunch Club 
was organized recently by a 
group of 28 hardware men in 
the New York area. The club 
will have a private room in the 
Tavern Restaurant, 43 Murray 
St., New York City, which will 
be open from 10 a.m. to 12 mid- 
night. A regular dinner will be 
served for 50 cents daily except 
Sunday. All members of the 
hardware trade are invited to 
join. There will be no dues or as- 
sessments and the club will not 
have any officers except a house 
committee. Elected to this com- 
mittee were Jack DaSilva, U. S. 
Electric Tool Co., Wm. Edwards, 
Federal Hardware Co., Wm. 
Green, L. S. Starrett Co., 
Charles Coe, Greenfield Tap & 
Die Co., Fred Scholl, Long 
Island Hardware Co., Lew Ed- 
wards, American Saw and Mfg. 
Co. and Roy C. Schmidt, Stanley 
Works. 


NORTH COAST DEALERS 
ANNUAL CONVENTION 


The North Coast Hardware & 
Implement Dealers Assn. will 
hold its annual convention in 
Portland, Ore., some time in Feb- 
ruary. Exact dates have not yet 
been decided upon. Theodore S. 
Coy, Olympic Hotel, Seattle, 
Wash., is secretary of the asso- 
ciation. 
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ELEK-TRO-CUT 
“TReite Stoo” 





FLOOR SANDING PAPER 


(FOR RENTAL FLOOR SANDING MACHINES) 


It's the Elek-Tro-Cut method of coating that 
gives your customers added yardage when 
they use Elek-Tro-Cut Ruff-Stuff Floor Sanding 
Paper. By this method the mineral grains are 
placed on end — evenly spaced — with sharp 
edges exposed for greater cutting efficiency 
without loading or filling—an advantage over 
floor sanding papers made by conventional 
methods, 


Your customers will be satisfied with the 
results they obtain through the use of Elek-Tro- 
Cut Ruff-Stuff Floor Sanding Paper. 


Why not order a supply from your jobber 


today? 


There Ian A "Ruff-Stuff* 
Cut Sheet Gor Every 


HA 1038 


MINNES 


rh 


OTA MINING & MF 





JOBBER 
CAN SUPPLY 
YOU 


GS. 











| DEALER OBSERVES 
50TH ANNIVERSARY 


| P. E. Snyder is celebrating the 
| fiftieth anniversary of the found- 
ing of his retail hardware busi- 
ness, P. E. Snyder & Sons, Blan- 
chester, Ohio. In commemora- 
tion of the anniversary, The 
Star-Republican of Blanchester, 
Ohio, recently published a spe- 
cial golden anniversary section 
devoted to the history and growth 
of the hardware store. 





RECOMMENDATIONS ON 
INSECTICIDE PACKAGES 


The Division of Simplified 
Practice, National Bureau of 
Standards, has announced that 
printed copies of Simplified 
Practice Recommendation R41- 
38, Package Sizes for Agricul- 
tural Insecticides and Fungicides 
are now available at five cents 
per copy from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C. 
Through the industry’s adoption 





| tion to include package sizes for 
| basic lead arsenate. 


| practice to be followed in various 





| card party Sunday, 


| the 27th annual exhibition of the 


of Simplified Practice Recom- 
mendation R41 in 1926, a simpli- 
fied list of stock package sizes 
for arsenate of lead, calcium 
arsenate, Paris Green and Bor- 
deaux mixture was established. 
The current revision embodies 
certain changes in package sizes 
and amplifies the recommenda- 


The revised 
schedule lists recommended types 
of packages and the number of 
packages to be placed in each 
shipping box, also packaging 


sections of the country. 


STEINER CORP. ACQUIRES 
SCHROETER ITEMS 


The Steiner Products Corp., 
3642 Cottage Ave., St. Louis, 
Mo., has assumed the manufac- 
ture and distribution of the 
graters, velocipede jig saw, mole 
traps, weeders, of the manufac- 
turing department of the Schroe- 
ter Bros Hardware Co., St. Louis. 





MISSOURI ASSN. 
MEETS FEB. 21-23 


The 4lst annual conventon and 


Missouri Retail Hardware Asso- 
ciation will be held Feb. 21, 22, 
and 23, 1939 at the Hotel Jeffer- 
son, S. Louis, Mo. Peyton C. 
Clark, 2861 Gravois Ave., St. 
Louis, is secretary. 





HARDWARE BENEVOLENT 

GROUP TO HAVE DINNER 

Members of the Hardware & 
Housefurnishing Benevolent As- 
sociation will hold a dinner and 


7 P.M. at the China Royal Res- 
taurant, 535 Fulton St., Brook- 
lyn, N. Y. Proceeds will be given 
to the widow of a deceased mem- 
ber of the organization. Meyer 
Jacelow, L. Teich & Sons, New 
York City, is president of the 
association. Jack Levin, 2447 Pit- 
kin Ave., Brooklyn, N. Y., is 
secretary. 


RALPH ALLEN HEADS 
RED CROSS DRIVE 


Ralph S. Allen, Diamond Ex- 
pansion Bolt Co., 48 W. Broad- 
way, New York City, has again 
been appointed chairman of the 
hardware division, Red Cross 
drive in Manhattan and the 
Bronx. 





METROPOLITAN HARDWARE 
BANQUET APPROACHES 


The annual banquet of the 
Metropolitan Hardware Associa- 
tion, New York City, will be held 
Tuesday evening, Nov. 15, 1938, 
at the Hotel Commodore. Tickets 
are five dollars each and can be 
secured from the committee. 
Anthony Herrmann, 6729 Myrtle 
Ave., Glendale, Queens, New 
York, is chairman of the ticket 
committee. 


OKLAHOMA DEALERS TO 
CONVENE IN JANUARY 


The annual convention and 
exposition of the Oklahoma 
Hardware & Implement Assn., 
will be held, Jan. 31, Feb. 1 and 
2, 1939 at the Municipal Audi- 
torium, Oklahoma City, Okla. 
C. F. Nelson, 411 Key Bldg., 
Oklahoma City, is secretary. 





PORCELAIN ENAMELERS 
MEET, NOV. 16-17 


The eighth annual meeting and 
sales conference of the Porcelain 
Enamel Institute will be held in 
Cleveland, Ohio, at the Hotel 
Statler, Nov. 16 and 17. This 
meeting had previously been an- 
nounced for Oct. 25 and 26. 


SPORTING GOODS 
PROMOTIONS 


Dates for the 1939 observances 
of the four “Weeks” originated 
and sponsored by The Sporting 
Goods Dealer, St. Louis, Mo., 
will again be from Saturday to 
Saturday and are as follows: Na- 
tional Baseball Week, April 1 to 
8; Fishermen’s Week, April 22 
to 29; National Golf Week. April 
29 to May 6, and National Ten- 
nis Week, May 20 to 27. Dates 
for the “weeks” had been erro- 
neously announced previously, 28 
starting one day later and being 





Oct. 30, 


from Sunday to Sunday. 
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BOOSTERS HEAR LACEY 
TALK ON SELLING 
A salesman must be persistent 
Mark J. Lacey, president, The 
Peck, Stow & Wilcox Co., South- 


ington, Conn., told members of 





MARK J. LACEY 


the Hardware Boosters at the 
Sept. 30 meeting held at the Cir- 
cle Club, 1819 Broadway, New 
York City. “You must be healthy 
to be a salesman,” he said. Ly- 
ing and swearing are a detriment 
to salesmen. A salesman must 
think and study and must re- 
member that he is “always on 
parade.” Urging salesmen never 
to forget how to sell small orders 
and to refrain from smoking in 
a customer’s place, he also said 
they should call buyers “Mr.” in- 
stead of calling them by their 
first names. He warned against 
telling stories to a story teller 
and said, “Never think that the 
man you are selling knows less 
than you do.” Try to rate the 
patronage of your customers, he 
emphasized. 

John Johnson,  Stutterheim, 
Cape Province, Union of South 
Africa, a student at the R.C.A. 
Institute, New York City, spoke 
briefly of his experiences in his 
homeland stating that he came 
to this country to study radio and 
refrigeration because people in 
his country wanted American 
products. Mr. Johnson spoke, 
with enthusiasm, of the friendli- 
ness of people he has met while 
in the United States. 

M. E. Wyckoff, Hardware 
World, president of the Boosters, 
presided at the meeting which 
was attended by more than 45 
members and guests. A moment’s 
silence was observed in memory 
of the late Joseph Cooney, Igoe 
Bros., who was a charter member. 
W. W. Lewis, Fiwale Equipment 
Mfg. Co., Inc., and George J. 
Koeltl, of the 


same company 
were elected members and H. R. 
Conner, Newton Highlands, 


Mass., representing Behr-Manning 
Corp., was made an honorary life 
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member. Roy C. Schmidt, Stan- 
ley Tools, reported as chairman 
of the recent fishing party. 

Announcement was made that 
elections would be held at the 
October 28 meeting. 





HANDBOOK ON 
HARDWOOD FLOORS 
(Washington Bureau 
of HARDWARE AGE) 

Styles and patterns of modern 
hardwood floors, recommended 
finishes and refinishing methods 
and similar subjects are dis- 
cussed at length in a new book- 
let entitled “American Hardwood 
Flooring and its Uses” just is- 
sued by the Forest Products Di- 
vision of the Commerce Depart- 
ment’s Bureau of Foreign and 
Domestic Commerce. 

In addition to covering styles 
and patterns, recommended fin- 
ishes for new floors, and refinish- 
ing used floors, the bulletin 
describes methods of specifying 
grades or color for flooring; 
methods for estimating flooring 
requirements; laying of floors; 
the physical and aesthetic prop- 
erties; the use of hardwood 
floors in the home, schoolroom, 
office building or factory. 

The booklet, a 35-page illus. 
trated publication, is designated 
as Trade Promotion Series 186 
and sells for 10 cents a single 
copy. It can be purchased from 
the Superintendent of Docu- 
ments, Washington, or from any 
one of the 31 district offices of 
the Bureau of Foreign and Do- 
mestic Commerce. 





NEW ORGANIZATION TO 
PRODUCE BALSA WOOD 


The International Balsa Corp. 
with headquarters at 96-100 Boyd 
Ave., Jersey City, N. J., and with 
mills and kilns in Guayaquil, 
Ecuador, has been organized to 
produce, import and deal in kiln- 
dried Balsa Wood, cut to dimen- 
sion, using the  corporation’s 
trade mark, “Feather Brand” 
Balsa—As Light As A Feather. 
The organization, an affiliate of 
the Lignum-Vitae Products Corp., 
will not fabricate or manufacture 
finished products of Balsa wood 
but will act as a medium through 
which various companies special- 
izing in fabricating Balsa wood 
will be able to contact parties 
interested in having Balsa wood 
products manufactured. 





TABLE TENNIS 
CATALOG 


The Harvard Specialty Mfg. 
Corp., 99 Broadway, Cambridge, 
Mass., has issued an attractive 
new catalog on table tennis sets 
and equipment ranging in price 
from $1.00 to $10.00 per set. 








Yew PLASTIC BASE 
HOUSEHOLD 


Stix 


COLORS 


RED, GREEN, BLUE 
YELLOW, WHITE 
AND BLACK 









» SOLID BRASS 
PLASTIC BASES 


Cash-in on COLOR with these sensational new Androck 
Household Hooks! Beautiful, new, jewel-like plastic 
bases in red, green, blue, yellow, white and black — 
popular, fast-moving colors — colors that are solid all 
the way through and will noi fade or chip off! Here is 
a wealth of arresting new eye-appeal — and that means 


SALES APPEAL! 


ASK YOUR JoBBER FoR DEAL NQ. 300 


DEAL NO. 300 consists of three gross of these color- 
ful, new household hooks — fast-selling size—conveni- 
ently packaged in a partitioned box (% gross each of 
six colors), complete with attention-getting display card. 
The unit occupies only 5” x 9” of counter space, and, 
placed next to your cash register, will sing a song of 
profits all day and every day! 









BULK PACK consists of 1 gross shelf carton — solid 
colors. See your jobber today or write us for complete 
details and prices. 


THE WASHBURN COMPANY 
Worcester, Mass. * Rockford, Ill. 


ANDROCK 


PrmooucrT 


ANOTHER First BY ANDROCK 
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SPINNERS 


Cash in on artificial 
fireplace Reflector 
Spinners. Practically 
every home has a 
fireplace. Each must 
have two Reflector 
Spinners—an integral 
part of modern fire- 
place equipment. 


The GAMMON Re- 
flector Spinner is in 
huge demand be- 
cause it is ready for 
immediate use — no 
bending or adjusting 
is necessary. Your 
cost is several pen- 
nies—it sells for be- 
tween 10c. and 25c. 

Plac Gs 
Reflector Spinners in 
TWO COLOR DISPLAY CARD jo mart-looking 

es on the striking Display Cards on your 
ee ee peer window. Show the Spinner in — 
tion. Place it on a bulb. Customers stop to watch it re- 
volve and instantly buy! 4 lati aie 

ed a large supply to keep up wi - 
Pr Bay be) 80 oe prepared! Order directly from us 
or from your jobber—and DO IT TODAY ; 
JOBBERS and DEALERS! Franchise for your territory 
may still be open—write today! 


BENJAMIN W. GAMMON 
177 LAFAYETTE STREET NEW YORK. N 
i s i: 


















The New Latex 
Coated Fabric Gloves 
with Hundreds of 
Household and 
Outdoor Uses 


EASY TO SLIP ON AND OFF 


More Comfortable * More Durable 


Swaggerettes many uses and smart styling attract sales through- 
out the year. Women praise their greater comfort, their everyday 
utility. Keep them out front and cash-in on the advertising in 
Good Housekeeping, American Weekly and American Home 
magazines. Order now — feature them for Fall and Winter 

leaning hing, outd chores and for Christmas gifts. 49c 
retailers that bring you over 60% mark-up profit. 





Edmont’s ‘’Work-Tested’’ Latex 
Coated Fabric Work Gloves 


Many retailers are adding profits with Ed- 
mont’s work gloves for men and women. 
“Work-Tested’’ assures long wearing lite. 
Brings back customers. A feature line with 
curved fingers. Many styles, finishes and 
colors. Order from your wholesaler or write 
today. 





EDMONT MFG. CO., COSHOCTON, O. 





‘ 





75 ATTEND SQUARE 


CLUB SMOKER 
Seventy-five members and 
guests attended the annual 


smoker of the Hardware Square 
Club held in its meeting rooms, 
Masonic Temple, 71 W. 23d St., 
New York City, Sept. 20. A 
dinner in the Masonic restaurant 
preceded an entertaining show. 
Henry Kornrumph, Long Island 
Hardware Co. arranged for the 
entertainment. 

The club is inaugurating a new 
feature this year, Members will 
be provided with a free dinner 
prior to each meeting. 





AUSTRALIAN FIRM 
OBSERVES 50TH YEAR 


Wyper Brothers, Ltd., Bunda- 
berg, Queensland, Australia, is 
this year celebrating its fiftieth 
anniversary in the hardware busi- 
ness and in commemoration of 
its golden anniversary has issued 
an attractive brochure relating 
the history of the organization 
throughout its 50 years of prog- 
ress. 


SAN DIEGO STORE SHIFTS 
HOUSEWARES MAN 


W. A. Saleebey has been trans- 
ferred and promoted by the 
Parmalee-Dohrmann Co. from be- 
ing in charge of the household 
department at the company’s San 
Diego, Calif., store to buyer of 
the household department in the 
new store which this firm is plan- 
ning to open in Los Angeles 
about Noy. 1. 


——__ 


NORTH DAKOTA ASSN. 
CONVENTION 


The North Dakota Retail 
Hardware Assn., will hold its 
annual convention and exhibit, 
Feb. 7-9, 1939 at Minot, N. D. 
The exhibition will be held in 
the Armory and sessions will be 
held in the Knights of Pythias 
Hall. Louise J. Thompson, Grand 
Forks, N. D., is secretary of the 
association. 


POT AND KETTLE NEWS 


A determined organized effort 
is being made by the Los An- 
geles Pot and Kettle Club to 
capture the $100.00 first prize 
offered by the Associated Pot and 
Kettle Clubs of America for the 
local club showing the greatest 
percentage of attendance gain at 
meetings for this year, This 
drive will be under the leader- 
ship of the club’s regular atten- 
dance committee, W. T. Clement 
and Marshall Niedecker. 

A “Red” team captained by 
R. H. Cragg will compete with a 


Saxton for a side bet of a turkey 
dinner. The 106 club members 
will be divided into eight sepa- 
rate groups or teams of workers, 
four on a side, with each one do- 
ing his part to make sure the first 
prize comes to the Los Angeles 
Club. 

U. T. Rupp was appointed by 
president Weldin R. Read to be 
club historian of the Los Angeles 
Club so that a permanent record 
will be kept of all functions of 
the club. 

PASADENA, CALIF., CLUB 

ELECTS OFFICERS 


The Crown Hardware Club, 
composed of hardware dealers of 
Pasadena, Calif., elected the fol- 
lowing officers: president, L. C. 
Darbareiner, Stevens Hardware 
Co.; vice-president, L. J. Knapp, 
Pasadena Hardware Co.; and sec- 
retary, C. S. Thompson, Hender- 
shot Hardware Co. 





HARDWARE MAN ELECTED 
MAYOR IN NEW JERSEY 
Henry W. Pleister, president of 

the Diamond Expansion Bolt 
Co., Garwood, N. J., has been 
elected mayor of Westfield, N. J. 





TOY AND GIFT 
GOODS CATALOG 


The Salt Lake Hardware Co., 
wholesale hardware firm of Salt 
Lake City, Utah, has issued its 
1938 toy and gift goods catalog 
containing a complete selection 
of Christmas merchandise. The 
company has also prepared for 
its dealers a special order book, 
utilizing “Env-O-Blanks,” which 
are perforated sheets that the 
dealer can fold and seal into an 
envelope, requiring no postage. 
At the same time the dealer is 
enabled to keep a carbon record 
of his order. 


IOWA CONVENTION AND 
HOUSEFURNISHINGS SHOW 


The Iowa Retail Hardware 
Association will hold its annual 
convention and housefurnishings 
show, Feb. 7-10, 1939, in Des 
Moines, Iowa. The exhibit will be 
in the Coliseum building and 
convention sessions will be held 
at the Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is 
secretary of the association. 





HARDWARE, TOOLS, WHEEL 
GOODS CATALOG 


The Spiegel Brothers Corp., 33 
E. 17th St., New York City, has 
issued a new and comprehensive, 
hardware, tools, bicycle and 
bicycle accessories catalog, show- 
ing a full line of popular priced 





“Blue” team captained by R. H. 


items in all three commodities. 
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EDWARD P. STOUGHTON 


Edward P. Stoughton, chairman 
of the board, Millers Falls Co. 
and Goodell-Pratt Co., tool manu- 





EDWARD P. STOUGHTON 


facturers, with factories located 
at Greenfield, Millers Falls, and 
Shelburne Falls, Mass., passed 
away recently aboard the ship, 
Queen Mary. Death came to Mr. 
Stoughton in his ninety-second 
year. 

Mr. and Mrs. Stoughton had 
been on a European vacation. 
Mr. Stoughton was taken ill in 
London the day before sailing, 
and failed slowly during the sail- 
ing. He passed away just as the 
ship was docking. 

Mr. Stoughton begag his long 
career with the Millers Falls Co. 
when the company was organized 
in 1868. During his 70 years 
with that company, his duties 
have embraced general office 
work, credit management, sales 
management both domestic and 
foreign, and executive work, serv- 
ing as vice-president, president, 
and chairman of the board. 

He took up export work for 
the company in its infancy and 
made many European business 
trips. On these voyages, Mrs. 
Stoughton usually accompanied 
him. 

From 1894 to 1934 Mr. Stough- 
ton was a member of the Hard- 
ware Club, New York, and was 
its governor from 1921 to 1933. 
He was a member of the Harp- 
ware Ace Fifty-Year Club. 





WALTER S. CASS 


Walter S. Cass, 81, prominent 
business and civic leader of 
Pembroke, N. H., passed away 
recently after a brief illness. 
Well known in local business 
and fraternal circles, he had con- 
ducted a hardware business at 
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Suncook, N. H., for 35 years. He 
served for several years as select- 
man and also tax collector for 
Pembroke. He leaves his widow, 
a son L. Walter Cass, who will 
carry on the hardware business, 
and a daughter. 





DOUGLAS ARNOLD 


Douglas Arnold, 55, Center- 
ville, Tenn., hardware dealer, in 
that town for more than 30 years 
passed away recently in a Little 
Rock, Ark., hospital. He is sur- 
vived by Mrs. Arnold, a son and 
two daughters. 





HENRY D. ARCHER 


Henry D. Archer, a prominent 
figure in hardware circles in the 
southeastern states, passed away 
suddenly Sept. 28 at his home in 
New Orleans, La. Death followed 
a sudden heart attack. He was 
55 years old. Funeral services 
and burial were held in Rich- 
mond, Va., his native home. 

Mr. Archer was known for his 
astuteness as a salesman. He was 
for 25 years associated with the 
Electric Hose & Rubber Co., Wil- 
mington, Del. Last year with 
Robert Barnes he formed Archer 
& Barnes, manufacturers agents 
with offices at 404 St. Charles St., 
New Orleans, La. Traveling 
Virginia, the Carolinas, Georgia, 
Florida, Alabama, Mississippi, 
Tennessee, Arkansas, Louisiana 





HENRY D. ARCHER 


and Texas, he represented many 
nationally prominent manufactur- 
ers. 

He was a past president of the 
Old Guard Southern Hardware 
Salesmen’s Assn. and a member 
of the X-Club. 

He leaves his 
daughters, and a 


widow, two 
son, Henry 





Dabney Archer, Jr. 
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GREENLEE 





SCREW DRIVERS 


The fact that a tool has certain exclusive fea- 
tures is not of great importance to you unless 
those features add value to the tool and help 
you sell it. Consider the Greenlee Spiral Screw 
Driver. The first thing anyone will observe 
about it is that the spiral is. completely en- 
closed, even when fully extended, as shown to 
the right. 


This one feature, alone, adds considerable value 
both from the standpoint of sales and utility. 
First, it attracts at-ention because it is different. 
Second, it makes it easier and more convenient 
to use, and it adds to the useful life of the tool. 
By means of this enclosing sleeve, dust and dirt 
can’t get in, oil can’t get out, and the user can’t 
pinch his fingers. 


There are many other design features incorpo- 
rated in these screw drivers, which help sell 
them and help keep them sold. Let us give 
you the whole story. Just drop us a line and 
mention the name of your jobber. 


GREENLEE TOOL 


1715 Columbia Ave. 







































































CO. 


Rockford, Illinois 
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ROBERT BURTON JONES 


Robert Burton Jones, president 
of The Clyde Cutlery Co., Clyde, 
Ohio, passed away Oct. 5. He 
was 67 years old. 

Mr. Jones left school when 
still a young lad to seek employ- 





ROBERT B. JONES 


ment. Following a year of teach- 
ing school, he left Clyde, Ohio, 
at the age of 17 to go to Chicago 
where he was employed succes- 
sively by the American Ship- 
building Co., the Monon Rail- 
road Co. and the Kelly Maus 
Hardware Co. 

In 1892 he returned to Clyde 
to form a partnership with his 
brother Lawrence and the late 
Grant Russell in the manufacture 
of kitchen cutlery. They pur- 
chased what was then the Hunter 
Tool Co., Eventually the origi- 
nal partnership was dissolved 
and in 1900 the company was 
incorporated with Mr. Jones-as 
president. 

For many years he was promi- 
nently active in the affairs of the 
American Hardware Manufactur- 
ers Assn. Five years ago when 
he was stricken with paralysis, 
he was preparing to go to New 
York to join a group of leading 
hardware men in formulating the 
NRA code for the hardware 
trade. He leaves his widow and 
two daughters. 


M. F. BARRETT 


Michael Francis Barrett, 75, 
founder and president of the 
Cleveland Brass Mfg. Co., Cleve- 
land, Ohio, passed away recently. 
[ll for a month he continued 
work until death followed a 
cerebral hemorrhage. 

Mr. Barrett was born and edu- 
cated in Cleveland. He founded 
the Cleveland Brass Mfg. Co. in 
1892. 

A civic leader, at 23, he was 
elected to the Cleveland Board 
of Education. He later served 





several terms as councilman. He 
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was also at one time director of 
police. His widow and a son, 
Frank, vice-president of the brass 
company, and three daughters 
survive. 


JOHN W. HARRINGTON 


As Harpware AGE goes to press 
word is received of the passing 
of John W. Harrington, treasurer 
of the Harrington & Richardson 
Arms Co., Worcester, Mass. Mr. 
Harrington was in his fifty-eighth 
year. 


PATRICK M. HERRON 


Patrick M. Herron, 79, promi- 
nent hardware merchant of 
Auburn, N. Y., passed away Oct. 
12. He had been in the hardware 
business in Auburn for approxi- 
mately 60 years and for a large 
part of that time had been head 
of P. M. Herron & Co. 

Mr. Herron was a director of 
the Auburn Trust Co., of Mercy 
Hospital, of the Chamber of 
Commerce, and of the Auburn 
Country Club. He had also served 
the city as fire commissioner. His 
widow, a daughter and two sons. 
Charles Francis and David Mar- 
tin Herron, all of Auburn, sur- 
vive. 


JOHN P. KOHLER 
John P. Kohler, Iola, Kan., 


hardware and implement dealer, 
passed away recently from in- 
juries received when he suffered 
a fall in his home. Mr. Kohler, 
who was 68 years of age, had 
been in business in Iola since 
1922, having previously con- 
ducted a hardware store in La 
Harpe, Kan., from 1902 to 1921. 
Before entering business in [ola, 
he had been employed for a 
time by Townley Metal & Hard- 
ware Co., Kansas City, Mo., and 
later by Green Bros. Hardware 
Co., Lawrence, Kan. Mrs. Kohler 
and his son and business sur- 
vivor Charles E. Kohler and two 
daughters survive. 


M. McPHAIL 


M. McPhail, 91, oldest active 
business man of Marshall, Tex., 
passed away recently after. a 
brief illness. In 1891 he found- 
ed the M. McPhail Hardware 
Co., which is still in business in 
Marshall. A son, Albert Mc- 


Phail, and a daughter survive. 





EDWARD D. PEEK 


Edward D. Peek, 73, widely 
known in Atlanta, Ga., hardware 
business circles, passed away 
Sept. 29 after an illness of 
several weeks. He had been en- 
gaged in the hardware business 
for more than 40 years and was 
connected with the Beck & Gregg 
Hardware Co. for the last decade. 





J. G. SCHULLIAN 


J. G. Schullian, 61, second 
vice-president and treasurer of 
The Geo. Worthington Co., Cleve- 
land, Ohio, passed away Sept. 29. 
Death was due to a severe heart 
attack. 





J. G. SCHULLIAN 


Mr. Schullian had a distin- 
guished record of 46 years of 
service with The Geo. Worthing- 
ton Co., the only concern with 
which he had been connected 
throughout his long business ca- 
reer. 

He joined the organization in 
1892 and his first job was that of 
office boy. He steadily advanced 
up through the financial end of 
the business, first as cashier of 








the retail department which was 
discontinued many years ago; 
then cashier in the wholesale de- 
partment. In 1919 he was elected 
to the board of directors and in 
1923 became assistant treasurer 
and secretary. In 1930 when A. 
J. Gaehr succeeded W. D. Tay- 
lor as president, Mr. Schullian 
assumed Mr. Gaehr’s former po- 
sition as secretary. Following 
Mr. Gaehr’s death in 1936, Mr. 
Schullian was, elected second 
vice-president in addition to his 
duties as treasurer, which posi- 
tions he held up to his death. 





JULIUS LANGENBACH 


Julius Langenbach, 54, retired 
buyer for the Shapleigh Hard- 
ware Co., St. Louis, Mo., passed 
away Oct. 2. Mr. Langenbach had 
been associated with St. Louis 
hardware concerns for more than 
30 years and with the Shapleigh 
Hardware Co. for 10 years. His 
widow survives. 





EDWIN R. POWERS 


Edwin R. Powers, R., 44, vice- 
president of Mitchell-Powers. 
Inc., Bristol, Tenn., passed away 
recently. He had been in ill 
health for several months. He 
had been associated with the 
hardware company since 1912. 
His widow and six children sur- 
vive 











CO-OP TRACTOR PLANT EXPANDS 
AT ARTHURDALE, WEST VIRGINIA 


(Washington Bureau 
of HARDWARE AGE) 

Work will start soon on the 
construction of an addition to 
an existing plant at Arthurdale, 
W. Va., for the assembly of farm 
tractors. It is estimated that the 
plant will have a capacity of 
300 tractors a year. It will be 
operated by four midwest whole- 
sale cooperatives to which the 
facilities have been leased by 
the Arthurdale Association, an 
organization of homesteaders. 
For the purpose of constructing 
the plant the association has been 
granted a loan of $325,000 by 
the Bond Security Administra- 
tion of the Department of Agri- 
culture. The cooperatives which 
have signed a contract to man- 
age the plant are the Indiana 
Farm Bureau Cooperative Asso- 
ciation, the Farm Bureau Services 
of Michigan, the Farmers’ Union 
Central Exchange, St. Paul, and 
the Consumers’ Cooperative As- 
sociation, Inc., North Kansas 
City, Mo. The lease provides for 
the management of a farm equip- 
ment plant so that operations 





can be extended to the assembly 


of any kind of farm implement 
but present plans contemplate as- 
sembly of farm tractors. Parts 
will be purchased from estab- 
lished commercial producers. 
The plant will replace the one 
formerly managed by the same 
cooperatives at Battle Creek. 
Mich. The contract for operating 
the Battle Creek plant has ter- 
minated. It is expected that parts 
will be purchased from the 
International Harvester Co.. 
which has announced that it will 
not sell completed tractors to co- 
operatives. 

The new operation will extend 
the idea of Mrs. Franklin D. 
Roosevelt for setting up a sub- 
sistence homestead community at 
Arthurdale as an experiment in 
planned economy to give em- 
ployment to inhabitants who had 
been made idle by closing down 
industrial activities. 

At present there are two plants 
operating under lease at Arthur- 
dale. One, leased to Phillip- 
Jones, makes Van Heusen shirts. 
The other, leased to a subsidiary 
of the General Electric Co., 


‘makes vacuum cleaners. 
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WALK-LAID 
MANILA ROPE 


jpresolt 


Wall distributors and deal- 
ers know how confidently 
they can furnish Wall Manila 
Rope for the toughest kind of 
job and have it give full sat- 
isfaction. 


The Wall Line is complete 
in all standard sizes and types, 
“the right rope, in the right 
lay, for the job in hand.” 


Wall distributors and Wall 
dealers are getting bigger rope 
sales-volume and building up 

rofits. Know the full mean- 
ing of Wall cooperation. Write 
in for the facts. 


WALL ROPE WORKS, Inc. 


48 South Street New York, N.Y. 
Factory: Beverly, N. J. 


= Ean E_S T ROPEWALK IN THE 
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FO 
PROFITS 


COATED ABRASIVES 
BY CLOVER 


THE COLOR-STRIPE 
LINE 


FLINT EMERY 


ALUMINUM OXIDE 
SILICON CARBIDE 


GARNET 


SUPPLIED IN SHEETS, 
ROLLS, BELTS and 
DISCS 


Sell Clover Color-Stripe Abrasive 
Papers and Cloths. Your customer will 
see how much better they really are, 
and, once tried, will never be satisfied 
with the ordinary kind. 


It’s not the first sale but the repeat busi- 
ness that brings real profits. You get 
these profits with the Clover line. 


* 
CLOVER MFG. CO. 


NORWALK, CONNECTICUT 


Also makers of the famous 


CLOVER GRINDING and LAPPING 
COMPOUNDS 

















Neil Carothers 


(Continued from page 76) 


would have the Government 
pledge itself to never again pay 
a cash subsidy to any pressure 
group or special industrial in- 
terest in America, whether it 
be the American Legion or the 
farmers or the silver bandits 
of the West. I would have the 
Government pledge itself not 
to compete with private enter- 
prise in any field. This is a 
simple platform, mostly nega- 
tive. 

That platform was suggested 
more than a year ago. What 
has happened since? Two of 
those measures have _ been 
adopted by the Government, the 
amendment of the undistributed 
profits tax law and the amend- 
ment of the capital gains tax— 
the two least important of all 
the measures in that program. 
But every man in this room will 
remember what a revivifying 
effect on industry and enter- 
prise and credit and values the 
passage of those two little mea- 
sures had. 

Two of them have been re- 
versed in major ways. An 
A.A.A. more destructive, more 
pregnant of evil, more danger- 
ous, and more provocative of 
distress than the old A.A.A. has 
been passed and installed, cre- 
ating further chaos in an al- 
ready chaotic situation. A 
Wages and Hours Act has been 
passed whose possibilities for 
good or evil no man knows. It 
may be a worse N.R.A. I hope 
not! 

As for the other plans in my 
little platform, nothing has 
been done about any one of 
them. I have no hope that any- 
thing will be done with the 
present temper of our Govern- 
ment and the present political 
opinions of the people, so that, 
as I see it, we cannot look to 
Government for any material 
assistance in recovery. A new 
squandering program has been 
adopted, adding further to the 
enormous weight of fixed Fed- 
eral debts and to the already 
enormous burden of taxation, 
both on the producer and the 
consumer, until one dollar in 
every four of America’s pro- 
duction today goes to the uses 
of Government. 

We cannot hope for any ma- 
terial assistance, but there 
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again we are likely to exag- 
gerate the influence of Govern- 
ment, both in causing depres- 
sions and in encouraging the 
recovery. The laws of econom- 
ics are more powerful than the 
laws of governments. A gov- 
ernment can conceivably de- 
stroy its whole economic sys- 
tem by actual destruction, as 
in Russia, or by a mad inflation 
of the currency. But in no other 
way is a government able to 
destroy the spring of enter- 
prise and kill its economic life. 
Government cannot do that. 

We are set for recovery. 
There is a powerful flood of 
consumer demand waiting pro- 
duction. There is an enormous 
accumulation of idle capital 
begging for an opportunity to 
be invested. The capital of 
equipment of the country, by 
obsolescence, is at the lowest 
point relative to our size and 
productive needs in the history 
of America. There is a crying 
demand for replacement of ob- 
solete equipment throughout 
all industry, even in your own 
plants, and recovery will come 
in my judgment despite any 
mistakes of the Government. It 
is inevitable. 

A year from now, I predict, 
your situation in your own busi- 
ness will be far better than it 
is today. There are grave prob- 
lems and hazards ahead of us. 
The exactions of labor may not 
be a terrific handicap to busi- 


ness. We have not as yet 
reached a point where we can 
be sure that labor will not de- 
stroy its own house. The situ- 
ation of the railroads is pa- 
thetic. There seems to be no 
happy outcome of the railway 
problem in the present situa- 
tion. There is a remote possi- 
bility of a calamitous inflation 
which will eat up the values of 
all savings accumulations in 
America. That day is remote. 
I do not anticipate any disas- 
trous outcome even with these 
undoubted hazards, uncertain- 
ties and problems, and even 
with the mistakes of the Gov- 
ernment—which I expect to be 
continued and repeated in the 
future. Even so, the powers of 
recovery are irresistible, inevi- 
table, and unstoppable. 

Your business, not entirely, 
of course, but in a very great 
measure, is dependent upon the 
prosperity of agriculture and 
of construction. Those two in- 
dustries have been prostrate 
for nine years and still remain 
in an unnatural condition. Yet 
you here today are eager for 
your business and confident of 
the future. You are just part 
of the great economic order of 
America and there are other 
industries like yourself that are 
able to survive because the 
forces of economic progress are 
immutable and inevitable. 

I predict, with some allow- 
ance for the dangers and haz- 
ards and burdens that we now 
suffer from, an irregular but 
certain upward progress to- 
ward recovery. 














A'H.M.A. ADVISORY BOARD 





P. B. NOYES 
Oneida, Ltd. 


ROBERT GARLAND 
Garland Mig. Co. 





F. H. PAYNE 
Greenfield Tap & Die Corp. 
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HAMLIN Shovels «Hoes «Rakes 


SELLING FROM COAST TO COAST 
Here’s Proof! 





EXTRA PROFITS FOR 
THESE BUYERS 


They’re not making the mistake of handling 
the wrong line of Shovels—Hoes and Rakes. 
They’ll be sure of their Profits .. . WILL 
YOU? You can be by adding the Hamlin 
Line. Definite savings in manfacture and the 
developing of new methods has enabled 
Hamlin to bring you a line of outstanding 
quality that will bring you greater profits 
from each unit sale. These savings are passed 
on to Hamlin Distributors. You’re entitled to 
more profit. Specify Hamlin, AND GET IT! 


SEND FOR A CATALOG 


THE HAMLIN METAL PRODUCTS CO. 


AKRON , OHIO. 














Champion Hardware’s 








New --- Complete 


Shelf and Builders’ Hardware 
Catalog 


Attention jobbers! Champion's new catalog illustrates an 
excellent line for jobbing purposes. You can profitably in- 
crease your sales volume by featuring the complete line of 
shelf and builders' hardware described with illustrations in 
Champion's NEW catalog, out now. 


Champion's new, easy-to-use catalog features a large num- 
ber of items used in contract builders' hardware work. What- 
ever you need in miscellaneous items for residence work, 
remember, Champion has it. 





The Champion Hardware Co. 


Geneva, Ohio 


New York Office: D1 Murray Street 
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National Hardware Week 


(Continued from page 86) 


dising plan they will recommend. 
Some wholesalers will un- 
doubtedly prepare for the event 


by securing special merchandise . 


for their customers. Many will 
undoubtedly get up circulars fea- 
turing such merchandise and 
sell them to their retailers for 
distribution. The merchandise 
used and the kind of advertising 
offered will be up to the judg- 
ment and ingenuity of the indi- 
vidual wholesaler. 

In that respect we have but 
one suggestion to make. Unless 
National Hardware Week leaves 
the consumer with increased 
respect for the hardware retailer 
and the merchandise he offers, 
it will not be the kind of success 
we are hoping for. 

That merchandise leaders have 
their place in the scheme of 
things we have no doubt. But 
after all, the entire industry— 
and the consumer—will profit 
most if the promotion results in 
wider acceptance of standard, 
high quality items. 

But the field is not limited to 
supplying new merchandise for 
the event. All retail hardware 
stores will have full stocks at 
that time of regular merchandise 
and if National Hardware Week 
succeeds in reducing such stocks 
it will be definitely in the inter- 
est of the manufacturers who 
produced it and the wholesalers 
who distributed it. Vacant 
shelves and other storage spaces 
will be clamoring for refills. 


Individual Problem 


This makes the matter an in- 
dividual problem for each manu- 
facturer who wishes to cooper- 
ate. If his line is one which will 
respond to some special promo- 
tion plan he can develop it and 
sell use of the plan to his retail- 
er outlets, either directly or 
through the wholesaler. He may 
want to use the week as a time 
to introduce new items to the 
public. He may want to pro- 
duce special merchandise. He 
may need only to provide retail- 
ers with special National Hard- 
ware Week price tags and dis- 
play material which can be used 
with regular stock and removed 
when the week has become his- 
tory. 

During the period of May 6- 
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13, 1939, hardware retailers will 
probably merchandise more ag- 
gressively and intelligently than 
at any time during the year. 
Whose lines they put these in- 
tensified efforts behind will un- 
questionably depend upon the 
soundness of the sales plans and 
sales helps produced by manu- 
facturers and wholesalers, and 
the ability which is used to se- 
cure dealer acceptance of them. 
The foundation of the 1938 
promotion was a kit of display 
material, designed and produced 
by the National Retail Hardware 
Association and sold to hardware 
retailers at a price of $2.75, de- 
livered. The sale of these dis- 
play kits was not confined to 
association members. They were 
available to all independent re- 
tail hardware stores. They were 
not made available to chain out- 
lets, and it is not the intention 
that they shall be next year. 


The 1939 Kit 


The display material kit sup- 
plied this year was not all that 
it might have been. We are 
profiting by that experience. The 
kit for 1939 will contain 212 
pieces as compared with 153 this 
year. We believe it will be more 
effective and better suited to 
dealer requirements than our 
first one. 

These kits were sold and dis- 
tributed mainly by the state 
hardware associations for 1938. 
Some jobbers had shipments 
made to them which they sold 
and delivered. This plan led to 
a certain amount of confusion. 
The confusion would have been 
increased if more jobbers had 
cooperated in this respect. Some 
dealers placed orders for kits at 
their conventions, then forgot 
all about it and placed duplicate 
orders with their jobbers. Like- 
wise some jobbers, with good 
intentions, but poor judgment in 
our opinion, supplied kits with- 
out cost if dealers purchased a 
certain amount of merchandise 
from them. 

These situations led to a 
change in the kit distribution 
plans for next year. We hope 
every hardware wholesaler, 
through his salesmen, will accept 
orders for the display kit mate- 
rial. But these orders will be 


forwarded to the state associa- 
tion in the state in which the 
retail store is located and ship- 
ment will be made by that state 
association. In this way dupli- 
cate orders will be eliminated, 
and the right kind of control 
exerted. In 1938 some whole- 
salers developed their own Na- 
tional Hardware Week display 
kit material. We hope this will 
not be done next year. 

The kits offered by the Asso- 
ciation are sold on a non-profit 
basis and do represent an out- 
standing value. There is definite 
merit in having the material 
standard. Inasmuch as all whole- 
salers, under the new plan, can 
offer their customers the Na- 
tional display kit material, we 
hope they will see fit to confine 
their offerings to the Associa- 
tion kit. 


Promotional Material 


Another class of promotional 
material will be available for 
use by wholesalers and manufac- 
turers themselves. This will be 
in the form of automobile bump- 
er strips and truck banners. The 
bumper strips will advertise the 
dates of National Hardware 
Week. The truck banners will 
probably feature our national 
slogan, “Check the Hardware 
Store for Values and Variety.” 

In certain areas, wholesalers 
willundoubtedly further publicize 
the event through newspaper ad- 
vertising during National Hard- 
ware Week. Some may use spe- 
cial radio programs. Both were 
done this year, and you may be 
sure that these supporting mea- 
sures, as well as the radio adver- 
tising done by some manufac- 
turers, were deeply appreciated 
by the retail hardware trade. 

To manufacturers who are 
doing any advertising in con- 
sumer publications immediately 
prior to or during National Hard- 
ware Week, we express the hope 
that mention of National Hard- 
ware Week may be included in 
their copy. Advance informa- 
tion of your intentions along 
such lines may stimulate dealers 
to give the advertised merchan- 
dise a special spot in their store 
promotions in order that they 
may capitalize most fully on such 
consumer advertising. The same 
thing holds true for those manu- 
facturers of hardware and allied 
lines who may be on the air with 
regular radio programs during 
the same period. 


HARDWARE AGE 














sur 
sup 
Na’ 
the 
tio! 
tio! 
pre 
sco 
tha 
to 

wh 
use 
otk 
adi 


us¢ 
lik 
to 

vel 
en’ 


th: 





cia- 
the 
1ip- 
ate 
pli- 
ted, 
trol 
ole- 
Na- 
lay 
will 


S0- 
ofit 
ut- 
lite 
*ia} 
le- 
an 
Na- 
we 
ine 


nal 
for 
ac- 


ip- 
‘he 
he 
ire 
rill 
ial 
ire 
— 
rs 
ize 
d- 


re 
be 
A 
r- 
ic- 
ed 











As for the trade press, I feel 
sure we will get enthusiastic 
support. I repeat again that 
National Hardware Week is not 
the private property of the Na- 
tional Retail Hardware Associa- 
tion. In order that the trade 
press may be reassured on this 
score, I have given instructions 
that all material with reference 
to National Hardware Week 
which we prepare for our own 
use shall be submitted to the 
other hardware publications in 
advance of our own printing. 

Earlier in these remarks I 
used a football simile. I would 
like to return to it long enough 
to say that the “team” hopes 
very earnestly for a large and 
enthusiastic “cheering section.” 
By this I refer to the influence 
that can be exerted on the retail 
hardware trade by traveling 
salesmen, both of wholesalers 
and manufacturers. 

The “team” will never make 
the gains that are possible un- 
less it does receive this encour- 
agement. Personally, I am not 
at all concerned with whether a 
hardware retailer offers mer- 
chandise at special prices dur- 
ing National Hardware Week or 
not. I am confident that without 
specials, if he will give his store, 
and his employees a good facial, 
if he will clean up and put out 
the display material, if he will 
step-up his selling tempo, the 
trade will make material prog- 
ress in selling the hardware 
business back to the consumer 
during National Hardware 
Week. 


Welcome Stranger 


A Michigan merchant secures a 
list of all new residents in his city, 
sends them a letter of welcome, 
and invites them to call on him 
for any information they need con- 
cerning the city, gas and light ser- 
vices, or special merchandise or 
services needed, even if such mer- 
chandice and services are not of- 
fered by his store. He also invites 
the new residents to check parcels 
at his store when they are down- 
town. This service is free, and 
brings the merchant many new cus- 
tomers from time to time. New 
residents have relatively few con- 
nections in a new locality and wel- 
come such a friendly gesture. 
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Secretary Rockwell's Report 





Charles F. Rockwell, presents semi-annual report as Secretary Treasurer, 
American Hardware Manufacturers’ Association, announces 16 new 
members during past year and urges that government eliminate every 
item of unwarranted expense. Urges all branches of industry to assume 
promotional expenses properly their own. 





HEN the current asso- 

ciation year began at the 

conclusion of our Chicago 
convention in October of 1937, 
the country was in the midst of 
the most precipitant recession in 
its history, a recession which 
continued its downward course 
until late spring. Apprehension 
with respect to European affairs 
leveled the moderate recovery 
which succeeded, but with the 
apparent passing of the: immi- 
nent danger of war, pessimism 
has again given place to justi- 
fiable expectation for resumption 
of the upturn. 

Business forecasters make no 
promise for a long period, but 
they anticipate the same steady, 
non-spectacular improvement 
noted since the June adjourn- 
ment of Congress and the in- 
auguration of the “spend-lend” 
counter attack. Too many un- 
predictable factors dim the hori- 
zon to justify prophecy beyond 
the first of the year, although 
expectation is general for fur- 
ther moderate improvement in 
the early months. 

The index of general business 
currently hovers around 92, as 
against 77 in early June. It will 
likely reach a high of from 95 
to 98 between now and the holi- 
days, whereas the peak for 1937 
was 117. This advance will be 
insufficient to materially reduce 
the number now unemployed, or 
reduce the present monthly ex- 
penditure of approximately 
$275,000,000 for WPA projects, 
but it should provide a better 
psychology than prevailed a year 
ago. The most optimistic im- 
mediate prospects lie in the auto- 
mobile and construction indus- 
tries, and high expenditures for 
both PWA and WPA. 

No broad upturn in commodity 
prices has accompanied such re- 
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covery as has taken place. In- 
dustrial raw material quotations 
have risen, but prices of farm 
products and manufactured 
goods have failed to register net 
advance. Raw material prices 
rise sooner and advance further 
than do finished products, just 
as they lead the way on a de- 
cline. Therefore, even if the 
general price level is to rise, the 
failure of manufactured goods to 
register a gain as yet is not sur- 
prising. It will be recalled that 
recovery following 1933 was ac- 
companied by two relatively 
brief periods of rapidly rising 
commodity prices, the first stim- 
ulated by currency depreciation 
and the second by rising wage 
and other costs and by inflation 
fears. The short life of each of 
these booms in prices tends to 
make another less likely. In fact, 
a period of prosperity is likely to 
last the longer if characterized 
by stable, rather than by rising 
prices. In that event there is 
less danger of speculative in- 
ventory accumulation to antici- 


pate price increases, with the 
usual aftermath of a later con- 
traction in buying. 

Heavy general taxation, the 
contributions to Social Security, 
high labor cost and reduced pro- 
duction already constitute so 
great a burden upon business 
that every item of unwarranted 
or unproductive expense should 
be eliminated. And in this latter 
category, it is proper to classify 
some demands made by one 
branch of industry upon an- 
other in the guise of advertising 
allowances, especially with re- 
spect to anniversary or other 
commemorative editions of lo- 
cal publications. A recent edi- 
torial comment in a leading trade 
paper well states the case: 

“It is grossly unfair for a re- 
tail hardware dealer to try to 
load part of his advertising and 
sales promotion costs on either 
wholesalers or manufacturers. 
It is equally unfair for whole- 
salers to try to ‘hold up’ manu- 
facturers for similar donations. 
Advertising and other sales pro- 
motion costs are a proper part 
of business operating expenses 
which should be borne by the 
firm using such promotion and 
are just as much a part of busi- 
ness operation costs as wages, 
rent, light, heat and the cost of 
goods and deliveries. 

“There may be special reasons 
or occasions where either manu- 
facturers or wholesalers, or both, 
wish to enter into a cooperative 
advertising investment with 
their distributors. But the pres- 
ent increasingly prevalent prac- 
tice of putting a little gentle 
‘heat’ on a source of supply for 
what amounts to merely a con- 
tribution is a form of ‘hold up’ 
and should be discouraged. 

“The Robinson-Patman Law 
prohibits any contributions for 


HARDWARE AGE 























advertising that are not actually 
used for such purposes and pro- 
hibits any other ‘special rebate’ 
not available to all competitors. 
In simple language—if you give 
a donation to one customer, you 
must give the same to all of his 
competitors, the terms, quantity, 
etc., being the same. 

“Obviously, no manufacturer 
could afford contributions to all 
of his wholesalers or to all of his 
retailers, nor could any whole- 
saler afford similar financial aid 
to all of his retailer-customers. 
Discussing this problem with 
manufacturers, we learn that 
this practice is on the increase 
and that a great many producers 
merely ignore such form letter 
bids for contributions. Another 
interesting fact, learned from 
these discussions, is that the ma- 
jority of requests seem to come 
from relatively small buyers of 
goods made by the firms asked 
to donate.” 

Therefore, if not only with re- 
spect to these specific points, but 
also in other related promotional 
endeavors, every branch of the 
industry will fairly assume those 
items of expense which are prop- 
erly its own, all will benefit in 
the long run and the policy will 
make additional contribution to 
the good-will which character- 
izes the the hardware industry 
as a whole. 

During the association year 
just closing, 16 companies . have 
been added to our roster of 
membership: -« 

W. D. Allen Mfg. Co., Chicago, 
Ill. 

Allith-Prouty, Inc., Danville, 
Ml. 

Circle Tip Tool Co., Inc., East 
Orange, N. J. 

The Cleveland Cleaner & Paste 
Co., Cleveland, Ohio. 

The Cleveland Quarries Co., 
Cleveland, Ohio. 

F. & N. Lawn Mower Co., 
Richmond, Ind. 

Fleming & Sons, Inc., Dallas, 
Texas. 

General Fittings Co., Provi- 
dence, R. I. 

R. H. Hutchinson & Co., Dal- 
las, Texas. 

The Malin & Company, Cleve- 
land, Ohio. 

Masters Planter Co., Chicago, 
Ill. 

The Oakes Mfg. Co., Inc., Tip- 
ton, Ind. 

The Paine Company, Chicago, 
IH. 
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..-That’s how some dealers sell so many 
DU PONT CELLULOSE SPONGES 





ERE’S a proved way to sell more 

Du Pont Cellulose Sponges. Let 
customers see for themselves that the 
Du Pont Cellulose Sponge floats—does 
not sink and pick up dirt! Let them feel 
how soft it is when wet; then squeeze it out 
and see what a lot of water it holds—20 
times its own weight by actual test. Keep 
one in a pan of water on the counter—then 
just watch the Cellulose Sponges sell. 

By using this dramatic presentation of 
one of the advantages of the Cellulose 
Sponge, you are sure to sell a lot more of 
them. And you make liberal profits. For 
instance, one dozen Number 8 Sponges, 
retailing at 75c each, costs you $5.40... 


cellulose 


SPONGE 


sells for $9.00. Your profit is $3.60. 


You can sell two or three Du Pont 
Sponges to many customers. They'll want 
one for dishwashing, another for wood 
work or windows, etc., and one for 
the bathroom. Many dealers sell more 
brooms, pails, mops and other cleaning 
aids by using the pan with a Cellulose 
Sponge floating in it to attract attention. 

Cash in now, while 7,961,551 potential 
customers are reading about this Sponge 
in four big national magazines! In four 
sizes, retailing for 25c' to $1.10. Attractive 
consumer folders and counter- 


window cards are furnished Ct) 
free! Mail the coupon today! &sS= 
Taw. ui oud NOW 


E. I. du Pont de Nemours & Co., Inc. HA 10-20 
Cellulose Sponge Sales, Wilmington, Del. 


0) Please send information about the money-mak- 
ing opportunities in the Du Pont Cellulose Sponge. 


© Please have your nearest service wholesaler 
ship me a dozen No. 8 Sponges and bill me $5.40 


Name. 





Addr 





City. State 
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THE STANDARD [0OL (0. 
a 


NEW YORK ++ DETROIT © CHICAGO 


TWIST DRILLS « MILLING CUTTERS + TAPS + DIES «© REAMERS 
DRILL CHUCKS «+ WHEEL DRESSERS + SPECIAL TOOLS 

















Many a youngster is already working earnestly in an effort to assist Dad 
in making the right selection of that much desired Christmas gift—a 
( Shelby Bicycle. Wise merchandising puts a bicycle display where sonny 
can conveniently demonstrate the superior advantages of his choice of 
} a bike. 
; take care of an active holiday demand. 


We suggest you order at once the Shelby Bicycles you need to 


Western Office & Assembly Plant 


New York Sales Office & Warehouse 
935 S. Wall St Los Angeles, Calif. 


60 Reade St New York City 
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The Payson Mfg. Co., Chicago, 
Ill. 

Sand’s Level & Tool Co., De- 
troit, Mich. 

Union Wire Rope Corp., Kan- 
sas City, Mo. 

We may well take pride in 
the recognized fact that for 
nearly forty years the outstand- 
ingly successful manufacturers 
in the industry, practically with- 
out exception, have found mem- 
bership in the American Hard- 
ware Manufacturers Association 
both advantageous and profit- 
able. In fact, it is probable that 
we hold a record among the trade 
associations of the country in 
the percentage of memberships 
held unbroken since the birth of 
the organization. 

Thirty-seven years ago on the 
9th of this month, the American 
Hardware Manufacturers Asso- 
ciation was organized in Cleve- 
land. In the first year of its 
existence it attracted a member- 
ship of 169. Of these origina] 
members, 76 companies, or their 
direct successors, are today mem- 
bers of this association. Nor 
are long-time memberships con- 
fined to these pioneers; many 
others may boast of periods only 
slightly less. 

Such resignations as are in- 
evitable in every organization 
have almost invariably resulted 
from mergers or liquidation, or 
from changes in product or sales 
policy which shifted distribution 
to other than hardware channels. 
But again, it is noteworthy that 
of 85 firms added to our member- 
ship in the last four years, 
nearly one-third were former 
members returning to the fold. 

Your association continues in 
strong financial position, as in- 
dicated by the report of the 
1uditing committee. 





Clock Thermometer 


An Indiana merchant placed a 
large thermometer outside his 
store, with an electrically-operated 
clock at the top, knowing that 
people are always interested in 
temperatures and in the correct 
time. The merchant, too, was en- 
terprising enough to erect a black- 
board just below the thermometer 
on which he daily listed four spe- 
cials. This idea brought him quite 
a bit of business, with many regu- 
lars stopping to see the correct 
time, the temperature, and to buy 
at the store as well. 
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Chas. H. Black 


(Continued from page 82) 


ilar any comparison we make 
with our other competitors comes 
out. 

There is one other report I 
do want to bring up which is 
very helpful to us. Undoubtedly 
each one of you monthly have 
your listings, your accounts in 
the credit department. Maybe 
our credits out West are a little 
bit longer than the credits you 
men have to suffer here, but 
each month our credit depart- 
ment puts out a complete listing 
of our past due accounts. They 
don’t put out a complete list of 
all of our accounts. Each quar- 
ter, however, we get a complete 
list of the accounts receivable, 
but in this list here, we show 
the amount of money due in Sep- 
tember, the amount due in Aug- 
gust, and the amount due prior. 
Then we show all bills receiv- 
able from customers. Although 
they may not appear past due 
technically, they wouldn’t be 
there if the account hadn’t got- 
ten into that shape, which shows 
over here a total column of all 
past due business on our books. 


Watch This! 


Each month we have a re- 
capitulation of this which gives 
us the condition of our indus- 
trial accounts past due, which 
is the first heading here. The 
next is our dealer accounts, 
which we always segregate any- 
way. That shows us the total 
bills receivable from each group, 
shows us the amount due prior 
to August, September, the cur- 
rent and out here it gives us 
the total of our past due. We 
watch it like a hawk. 


Close Control 


This report, which is compar- 
atively recent in our business, 
together with the stock control 
sheet which I have just tried to 
explain, gives us a very close 
control, we think, of the mer- 
chandise and of our business as 
well as the credit end in this 
report. 

I don’t mean for one minute to 
be trying to suggest to other 
executives how to run their own 
business, but to me those are 
the helpful ones. 
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Up Lantern Sales With 
Th Newest Streamline Models in 





R.E. DIETZ COMPANY 


OVS 24 LZAUTSLAINES 


Tie Fall Season brings new de- 

mands for Dietz Lanterns. A 
stock of Dietz “Bonus Value" 
Streamline Lanterns covers every 
requirement of customers with the 
best lanterns that money can buy— 
“Monarch,” the leading Hot Blast 
Lantern—"Little Wizard," the Cold 
Blast small lantern with the big 
light—No. 2 "D-Lite," famous low 
globe, Cold Blast large lantern of 
highest lighting power — No. 2 
“Blizzard,” large size high globe 
Cold Blast lantern. 


These lanterns represent the Big 4 
in sales and profit possibilities 
among kerosene lanterns. Let your 
jobber complete your stock for fall 
and winter business. 


NEW YORK 





MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1840. 
Output Distributed Through the Jobbing Trade ee e 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers. 








FOR THE FOX-WISE TRAPPER 


Successful Fox Trappers wrote the 
ticket for this new No. 2 Victor Coil 
Spring Fox Trap. It’s been tried, 
tested and approved by real trappers 
out on their trap lines. They like it. 
They like its compact size and shape 
which permit a small, flat set, easy to 


VICTOR 


conceal. They like its quick action, 
holding power and sturdy strength. 
Same trap with double jaws (No. 22) 
for raccoon, skunk and mink. 

If you do business in a fox-trapping 
neighborhood you’ll want to offer the 
Victor Coil Spring to your trade. 

Write for circular and prices or ask 
your jobber salesman to showit to you. 


ANIMAL TRAP COMPANY 
OF AMERICA -LITITZ, PA. 








Trade Mark Legislation 


(Continued from page 158) 


commodities, but equally because 
other people want to deal in 
them. The desires of both trade 
and public, which constitute 
good will, act collectively by con- 
tinuous suction to draw the 
trade-marked commodities into 
the markets and along the trade 
channels that radiate from the 
proprietor in all directions to- 
ward the ultimate buyers. 

Distribution will be impaired 
whenever the proprietor’s mar- 
keting agencies are discontented 
with their experience in dealing 
with his products. They will be 
discontented if they cannot profit 
from selling those products. 
Hence, it becomes an important 
problem for the proprietor to 
enable his marketing agencies to 
make respectable profits. 

The proprietor may set up a 
pricing system which, if adhered 
to, would allow fair margins to 
all his marketers. That would 
tend to induce them to trade so 
that their favor might add 
largely to the proprietor’s good 
will. Their favor, however, 
would vacillate or would subside 
altogether if their margins of 
profit were unreliable; if today 
they may make money but to- 
morrow must sell at unprofitable 
cut prices or not at all; if the 
proprietor’s pricing system rep- 
resents only an impractical ideal 
to which no one is obliged to 
conform. 


Weakest Points 


The importance of maintaining 
the proprietor’s pricing system 
reaches its maximum, in most 
situations, at the retailers’ coun- 
ters. There are the weakest 
points in the pricing system and 
the most vulnerable spots in the 
proprietor’s total good will. 
There the public demand is 
focused, and that demand will 
be stimulated and satisfied, or 
discouraged and rejected, accord- 
ing to the disposition of each re- 
tailer. Purchasers may be well 
disposed toward any preferred 
product, but the retailer is pres- 
ent in person to exert a strong 
influence either for or against 
his customer’s preference. The 
proprietor’s influence is remote 
and can be undermined. If for 
any reason a retailer disfavors 
the proprietor’s products, he will 
desire to sell a competitive sub- 
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stitute. Too often customers will 
acquiesce in substitution because 
the retailer persuades them or 
merely because it is more con- 
venient than to argue or go else- 
where. 

Retailers are by far the most 
numerous class of marketers, 
They are widely scattered and 
largely governed by local condi- 
tions. Hence they are the most 
difficult marketing class to in- 
fluence, while at the same time 
each retailer holds literally in 
his own hands, for good or evil, 
a definite fragment of the pro- 
prietor’s good will. The retailer 
may abuse that fragment of good 
will not only in dealing with his 
own customers but also with 
serious effect upon competing 
retailers in his area and even 
beyond. 

The proprietor can go far 
toward safeguarding these wide- 
ly diffused elements of good will 
that are in the custody of the 
retailers, if he can compel main- 
tenance of stipulated retail 
prices, on his trademarked goods, 
and thereby prevent destructive 
price competition in those goods, 
among the retailers. The oppor- 
tunity, now afforded by the Fair 
Trade Acts, to enforce such price 
maintenance on the part of all 
marketing agencies, is one of the 
most valuable contributions that 
legislation has ever made to the 
protection of proprietary good 
will. 

Besides keeping retailers sat- 
isfied and loyal (and other mar- 
keters as well) price mainte- 
nance tends to preserve a uni- 
form status and dignity for the 
trademarked goods, in the mar- 
kets and in the estimation of the 
public. These points are too 
self-evident to require elabora- 
tion. 


Not Workable 


An argument sometimes made 
against compulsory price mainte- 
nance, is that retail prices stipu- 
lated by agreement between the 
proprietor and selected retailers, 
are likely to be unreasonably 
high and therefore unfavorable 
to the purchasing public. That 
reasoning, however, does not 
work out in practice—or so I 
firmly believe. There are ines- 
capable influences, I think, which 
must force proprietors to stipu- 





late resale prices at levels which 
are fair and reasonable. 

The relationship between the 
proprietor’s trade mark and the 
maintenance of resale prices 


calls for consideration. The 
fact is that the trade mark itself 
is the indispensable weapon of 
the price cutter. Without that 
weapon, price cutting would fall 
flat. If it were not for the pro- 
prietor’s good will and his trade 
mark on the merchandise, price 
cutting would have no material 
result. The public cannot be 
stampeded into buying nonde- 
script merchandise. The success 
of price-cutting generally de- 
pends upon the existence of a 
popular trade mark, and a nor- 
mally respected price that rep- 
resents, in the public estimation, 
the fair value of the merchan- 
dise. It is the contrast with 
such a price standard that makes 
the cut prices appear to repre- 
sent an alluring bargain. The 
pretended bargain is essentially 
identified with the trade mark. 

We see now, I think, why the 
purpose of the Fair Trade Acts 
to protect good will and trade 
marks, is directly served by 
safeguarding retailers’ profits 
through preventing price-cut- 
ting. 


Like a Signature 


The trade mark is comparable 
to the proprietor’s signature 
upon a check or draft. In either 
case the status of the signature 
and its acceptance in the busi- 
ness world depend upon the 
reputation of the signer. Noth- 
ing could be more individual and 
personal. I have a_ profound 
conviction that any legitimately 
used trade mark, and the related 
good will, are strictly the pro- 
prietor’s own business and 
should not be subjected to un- 
necessary regulation by legisla- 
tion or otherwise. A proprietor 
should have complete freedom to 
develop his own good will and 
trade mark, with only such mini- 
mum policing as may be requi- 
site to protect the just rights of 
others. On the other hand, if 
he misuses his trade mark so as 
to impose upon the public, or 
uses it in any way to restrict 
unfairly the competitive oppor- 
tunities of others, he should pay 
proper penalties and should not 
be surrounded by any artificial 
safeguards, by registration or 
otherwise, which might exempt 
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him from the consequences of 
his misconduct. 

The foregoing generalizations 
indicate, somewhat sketchily, the 
basis for my views upon existing 
and proposed trade mark legis- 
lation, the three main examples 
of which I propose to discuss: 

First, the “Fair Trade Acts” 
already adopted in at least 43 
States provide for enforcement 
of price-maintenance upon re- 
sales of trademarked merchan- 
dise. Related to these is the fed- 
eral statute, the Tydings-Miller 
Act, which legalizes operations 
in interstate commerce in pur- 
suance of the State acts. There 
is opposition to these price- 
maintenance statutes, and con- 
siderable agitation for their re- 
vision or repeal. 

Second, the numerous pro- 
posals for compulsory registra- 
tion laws in the States, that 
would require all trade marks to 
be registered in each enacting 
State in which the marks are to 
be used. 

Third, there is the Lanham 
Bill, before a committee of the 
House of Representatives in 
Washington (H.R. 9041), which, 
if enacted, would revolutionize 
the status and effects of trade 
mark registrations under Fed- 
eral law. 

In my opinion, the State Fair 
Trade Acts are wholly desirable 
practically and legally; and if 
availed of prudently they may 
greatly benefit those trade mark 
owners who can qualify for suc- 
cessful operation on price-main- 
tenance bases. 

State compulsory registration 
laws, at their worst, would 
threaten trade mark owners with 
great expense and troublesome 
controversies, but without of- 
fering any compensating advan- 
tages. At their best, they would 
be worthless except to produce 
revenue for the States, and for 
those attorneys who would col- 
lect fees for registering thou- 
sands of trade marks in as many 
States as might require regis- 
tration. 

The Lanham Bill is good in 
some respects. Undoubtedly the 
present Federal Trade Mark 
Laws, enacted in 1905 and 1920 
and variously amended, should 
be rewritten and considerably re- 
vised. But some provisions of 
the Lanham Bill seem to me alto- 
gether unnecessary, or else use- 
less and dangerous distortions 
of existing law and practice. 


(Continued on page 166) 
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OLIVER IRON AND STEEL CORP. 
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SHORTER DAYS 


mean 


GREATER SALES 


ITH days growing 
W an. home owners, 

offices and factories use 
more electric light and buy 
more electric light bulbs. Every 
person who enters your store is 
a prospective buyer. The big- 
gest buying season starts NOW. 


Make sure you get your share 
of this profitable business, but 
get the extra profit Sun-Glo 
offers you. Perfect performance 
insures satisfaction and repeat 
business. Made in the U. S. A. 
and guaranteed. See your job- 
ber or write us. 


Sun-Glo Lamp Works, Inc. 


WU) okilellela ameli 
ELECTRIC WABASH APPLIANCE CORP. 
LL STREET 
LIGHT 335 CARRO 
BULBS 314010), 404. en) oo 















KEIL 


QUALITY 


HARDWARE 





QUALITY 
and win more 
friends — 


These days when a little has to stretch so 
far, there’s a golden opportunity to sell 
quality items. A better product gives 
your customer more for his money and 
creates greater volume of sales. 


No. 20619 


Cylinder Mortise Dead Lock 


Here is an item it will pay you to stock. 
It -noves well and Keil Quality through- 
out keeps it sold. Made in two sizes with 
two backsets. Has bronze bolt, strike 
and armored face. Can be keyed alike 
or master keyed to order. Key changes 
are practically unlimited. Furnished 
complete in box with screws. Ask your 
jobber or write direct for complete in- 
formation. 








Interchangeable with 


other standard compar- 
able locks. 


=KEIL= 
. i? 4 


FRANCIS KEIL & SON, INC. | 
401-425 East 163 ST.. NEW YORK, N. Y. 
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President Thompson's Address 


(Continued from page 68) 


means it was to be accom- 
plished. 

One evening, to my consider- 
able amazement, I received a 
telegram from the sales man- 
ager to start immediately for 
Atlantic City to attend the 
hardware convention. That did 
not mean much to me then, but 
orders were orders and I obeyed. 

It was a large convention, 
even for those days, and I 
knew so few in the milling 
crowd that I wondered what it 
was all about and why I was 
there. After some hours of 
standing about, I sought the 
boardwalk. Something at a lit- 
tle distance had attracted a 
crowd, of which I soon became 
a part. They were drawing in 
a fish seine, to me a novel and 
interesting sight. As I watched, 
someone enthused at the catch. 
To my surprise, it was the un- 
approachable buyer from my 
territory. He did not at first 
recognize me, but as we fell 
into easy conversation in the 
friendly atmosphere which has 
always characterized Atlantic 
City, I found that he was very 
human, after all. During the 
rest of our convention stay, we 
were together frequently and 
developed real companionship. 

When, some weeks later, rou- 
tine prompted a business call, 
instead of the former dignified 
dismissal, my reception was 
that of one in whom the buyer 
had at least some friendly in- 
terest. We lunched together, 
and for the first time I had op- 
portunity to tell my story. My 
first order was not large, but it 
was a beginning, and before 
many months his business was 
ours and we have held it ever 
since. 


Valuable Contacts 


I cite these facts not boast- 
fully, but merely to emphasize 
the value which we place upon 
our membership in the Ameri- 
can Hardware Manufacturers 
Association. Countless other 
valuable contacts have been 
formed, but we would have re- 
garded that one instance as 
ample compensation for such 
expense as our membership has 
involved. What has been our 
experience likewise has been 
the experience of others, and is 


the fundamental reason why so 
large a proportion of our pres- 
ent membership has been with 
us from the first. 

The American Hardware Man- 
ufacturers Association has 
functions and a field which are 
peculiarly its own. It was or- 
ganized to promote cordial re- 
lations and better understand- 
ing between members, and 
between producer and distrib- 
utor; to correct abuses and to 
improve ethics and methods of 
distribution in the Hardware 
Industry; its field, the manu- 
facturers of that multiplicity 
of products which seek distri- 
bution through wholesale Hard- 
ware channels. In conjunction 
with its admirable sister organ- 
izations of distributors, it has 
done much to establish the 
hardware industry in its envi- 
able trade position. Our roster 
is large and truly representa- 
tive; any company can well be 
proud to be included. 





MRS. LEILA BLOMFIELD 


New York City, writer and lecturer 
had the distinction of being the first 
woman to address a meeting of the 
American Hardware Manufacturers 
Association Mrs. Blomfield told 
those present at the Wednesday 
morning session of the Manufac- 
turers Association of the results of 
three decades of state socialism ex- 
periments in New Zealand, her 
homeland. Inauguration of numer- 
ous pensions and forms of insur- 
ance, at tremendous cost, had neces 
sitated, she declared, excessive bor 
rowing by the government. The 
experiments caused people in New 
Zealand to lose interest in the gov- 
ernment and in public affairs, she 
said. A more detailed account of 
Mrs. Blomfield’s comments will ap 
pear in a later issue 
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GRIFFIN 


HINGES 


AND WROUGHT STEEL 


HARDWARE 





Quality Products 
Manufactured Since 1899 


DOOR BUTTS 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 
Barrel Bolts 


All Are Available Through Progres- 

sive Jobbers and Are Fully Described 

in our Catalog No. 19, a Copy of 
Which Will Be Sent on Request. 





GO-GETTER GUS 
HE'S HUNG WITH HORSESHOES 














HAS BEEN TRYING ALL DAY TO SNEAK DOWNSTAIRS 


FOR A CUP OF COFFEE 





nN 





HA! HE HAS IT! PUSHES BISSELL DISPLAY ‘way OVER cn 


BY STAIRS——AND VANISHES DOWN THEM 











RETURNS TO DISCOVER GROUP OF SHOPPERS 


RIGHT WHERE HE LEFT BISSELLS 








(GRIFFIN 


nufacturing Company 








NEW YORK: 45 Warren St. 
CHICAGO: 162 N, Clinton St. 





OCTOBER 20, 


ERIE, PENNSYLVANIA 





AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 
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THUNDERSTRUCK TO HEAR BOSS, BEHIND HIM, SAY’ 
“GREAT IDEA, YOUNG MAN! YouRE on YouR way uP!” 











ISSELL displays near staircases, elevators, and other 


heavy traffic spots pay handsomely for the space they 


use. And an important reason for this is Bissell’s consist- 


ent national advertising—- it has taught women that Bissells 


are the finest carpet sweepers made. As a result- 


when 


they see a Bissell display, they buy! And they buy at the 
full mark-up, too—every Bissell sale you make is a full- 


profit sale! 


BISSELL CARPET SWEEPER co. 


GRAND RAPIDS, MICHIGAN 
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DISTRIBUTOR 
ACCEPTANCE... 


the final verdict on 
quality... 


UTICA is very proud of the number 
and character of the supply houses 
which handle its line of tools. 

Acceptance of UTICA Tools by so 
many top notch distributors is out- 
standing proof of the high quality 
and dependable performance for 
which these tools have been known 
over a period of more than forty 
years. 

That UTICA Tools offer profitable 
repeat order possibilities is a fore- 
gone conclusion — attested to by 
continued distributor acceptance 
and a constantly growing number of 
UTICA-boosting eupply houses of 
long-established standing in their 
communities. 

UTICA is happy to have a sales 
policy and a line of tools which win 
confidence, promote good will and 
build profitable business. 


UTICA 


DROP FORGE 
& TOOL CORP. 











UTICA, NEW YORK 
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Sheet Metal Distributors 
Favor “Old Basing Points” 


EMBERS of the National 

Association of Sheet 
Metal Distributors, met in At- 
lantic City, N. J., Oct. 18, coinci- 
dent with the joint annual con- 
vention of the manufacturers and 
wholesalers, with A. W. Howe, 
The J. M. & L. A. Osborn Co., 
Cleveland, Ohio, president, pre- 
siding. 

Recommendations of the Gal- 
vanized and Black Sheet and 
Corrugated Roofing Committee 
were read by A. J. Becker, Ohio 
Valley Hardware & Roofing Co., 
Evansville, Ind., the report re- 
ceiving the approval of the asso- 
ciation. The committee favored 
elimination of the new basing 
points and “re-establishment of 
the old basing points, namely, 
Pittsburgh, Gary and Birming- 
ham, in so far as flat sheets and 
roofing are concerned.” The re- 
port also recommended careful 
study of the jobbers’ list for the 
elimination of firms not entitled 
to the jobbers’ differential. 

The Hon. A. O. Eberhart, 
Special Assistant Administrator, 
Federal Housing Administra- 
tion, and former governor of the 


State of Minnesota, spoke on the 
“Possibilities of the National 
Housing Movement for Busi- 
ness.” 

Joseph Stelwagon, Stelwagon 
Mfg. Co., Philadelphia, Pa., 
chairman of the Asphalt and 
Roll Roofing Committee, read the 
report of that committee, which 
recommended that manufactur- 
ers individually adopt price plans 
similar to that used in the steel 
industry, with prices established 
for each quarter. The commit- 
tee recommended that fewer 
types, weights and colors of 
shingles and roll roofings be of- 
fered by manufacturers. An- 
other recommendation was that 
manufacturers “endeavor to 
adopt a merchandising plan 
which will permit the legitimate 
distributor of roofing materials 
to make a reasonable profit for 
the services rendered.” 

An address, “Some Present- 
Day Problems” was given by 
Norman W. Foy, general man- 
ager of sales, Republic Steel 
Corp., Cleveland, Ohio. 


Central States Hardware Club 
Held Banquet At Hackney's 
During Convention 


ORE than 95 members and 
guests attended the sec- 
ond get-together party of The 
Central States Hardware Club, 
held Sunday evening, Oct. 16, at 
Hackney’s Restaurant, Atlantic 
City, N. J., the night before the 
joint convention of the manufac- 
turers and wholesalers. 

Will J. Feddery, Cleveland, 
Ohio, central western manager, 
HARDWARE AGE, who is chairman 
of the board of the club, wel- 
comed members and guests and 
acted as toastmaster at the party. 
A program of professional en- 
tertainment was presented, after 
which members and guests par- 
ticipated in an informal pro- 


gram. Col. John P. Dunphy, 
Covington, Ky., representing The 
Yale & Towne Mfg. Co., told sev- 
eral famed stories, and W. M. 
Floto, American Steel & Wire 
Co., Chicago, told dialect stories. 
Group singing was led by W. H. 
Fitch, Richards & Wilcox Mfg. 
Co., Aurora, IIl. 

The club, which now has 285 
members, will hold a meeting on 
Jan. 12, in Chicago, at which 
time officers will be elected. Pres- 
ent officers of the club are: Allan 
J. Coleman, Chicago, president; 
E. R. Swift, Chicago, The Stan- 
ley Works, vice-president, and 
Ben Leve, Chicago, The Carbo- 
rundum Co., secretary-treasurer. 
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Possibilities of the National 


Housing Movement for Business 





Hon. A. O. Eberhart, Special Assistant Administrator, Federal Housing 
Administration (FHA), Washington, D. C., and a former Governor of 
Minnesota, tells National Association of Sheet Metal Distributors about 
the fundamentals of FHA operations and their direct relation to sales 
opportunities among hardware distributors and sheet metal distributors. 
Addresses Tuesday afternoon session. 





T is my privilege to bring to 
you a message which is en- 
couraging to your great in- 

dustries and at the same time 
indicates the importance of 
active cooperation to the end that 
the building industry may pros- 
per in a greater measure than 
ever before. During the past 
four years the Federal Housing 
Administration, under the able 
leadership of Administrator 
Stewart McDonald, has made a 
record which is unparalleled in 
the entire history of home im- 
provement, home building and 
home ownership. 

I would rot have you think 
that the individual hardware 
man or sheet metal distributor 
should assume the entire respon- 
sibility of selling the benefits of 
the FHA. The Federal Housing 
Administration is well organ- 
ized and equipped to give the 
most effective cooperation, short 
of the actual selling job, because 
that job belongs to you as well 
as to other material and supply 
organizations and the members 
of the real estate fraternity. 
Home building and home im- 
provement is in every sense of 
the word a community problem 
and records can be shown from 
almost everywhere throughout 
the United States that under the 
cooperation of the FHA, the ac- 
tive realtor, builder, or material 
and supply dealer has_ been 
crowned with much greater suc- 
cess than ever before. 

Perhaps the greatest benefit 
that has come to your organiza- 
tions throughout the entire coun- 
try from the FHA has been de- 
rived under Title 1 which pro- 
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vides for the insurance of funds 
for building, repair and modern- 
ization to the extent of up to 
$10,000 payable in monthly in- 
stallments up to five years on a 
discount basis of $5 per $100 per 
year. As you’ undoubtedly 
know, this plan has been ex- 
tended to cover the construction 
of new buildings in an amount 
not to exceed $2,500 and in all 
instances where the new building 
constitutes a home, the discount 
rate has been reduced to $3.50 
per $100 per year, and the term 
extended up to seven years. It 
has also made possible for the 
owners of farms to repay the 
loan at such times as the farm 
crops are marketable instead of 
in regular monthly installments. 


Cooperation Essential 


Let me suggest to you a plan 
of operation which has been 
found successful wherever the 
proper effort has been put forth. 
In any community where there 
is a demand for home improve- 
ment and new building,-and that 
applies to every section of the 
country, it requires generally 
active cooperation between the 
organizations that furnish the 
material for repair, moderniza- 
tion and building and the real- 
tors and builders. It is not prac- 
tical for the average member of 
your organization to finance ac- 
tive solicitation in the field, but 
this can readily be accomplished 
by the material and _ supply 
houses joining with the realtor, 
builder and lending institution 
to place solicitors in the field that 
are fully equipped with informa- 
tion from the FHA and the prin- 


ciples of salesmanship. It may 
require the advancing of some 
funds at the start but if the 
solicitor knows his business it 
will not be long before he can 
put himself on a self-sustaining 
basis. 

In one of the smaller towns of 
Illinois one local lumber man de- 
cided to try out this plan and in- 
stead of occupying the office and 
waiting for business to come, he 
went out into the field with his 
automobile and solicited busi- 
ness, leaving his secretary to 
look after the office work. In 
six weeks he had secured over 
100 contracts for repair and 
modernization of homes and 
buildings in that community. He 
knew the owners of these prop- 
erties personally and if they 
were not in a position to meet 
the obligation with ready cash he 
took them to the bank interested 
in handling these improvement 
loans and in nearly all instances 
he was able to secure for the 
borrower the immediate cash 
under the FHA ‘insurance plan 
which, of course, meant cash for 
himself and the elimination of 
all credit problems. In many in- 
stances he had the cooperation of 
the hardware man, the sheet 
metal worker, the decorator and 
the contractor so that he could 
furnish definite estimates and 
give assurances as to when the 
work could be actually completed. 
One great advantage of this plan 
of cooperation is that it elim- 
inates the chiseler. If an organ- 
ized effort is made to go out and 
do the selling the results will in- 
variably be favorable. 

The importance of moderniza- 
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tion of old homes and the build- 
ing of new ones, especially low 
cost homes, is established by a 
study of consumer income re- 
cently completed by the National 
Resources Committee. This study 
shows that 87 per cent of fam- 
ilies in the United States have 
incomes of $2,500 or less per 
year. It seems safe to assume 
that many of these families must 
be obliged to live in quarters 
that hardly represent good hous- 
ing conditions. Moreover, sur- 
roundings that are unfavorable 
to the rearing of children and to 
the enjoyment of proper home 
conditions make it appear that 
there is a great responsibility 
resting upon every member of 
the community to improve these 
conditions. The actual need of 
the moderately priced home for 
the average honest worker of 
limited income cannot be over- 
emphasized. The successful op- 
erations of the FHA will furnish 
conclusive evidence to the effect 
that the low priced home can be 
secured. Every office of the FHA 
throughout the country is ready 
and anxious to cooperate with 
your organizations to the fullest 
extent and all you have to do is 
to indicate to them your prob- 
lems and you can rest assured 
that every effort within the 
power of the FHA _ will be 
granted. 


Greater Opportunities 


This cooperative solicitation 
plan affords also greater oppor 
tunities under the multiple home 
or rental building plans where 
construction funds are available 
in all cases where the plans pro- 
posed and the ability of the 
builders to cohsummate the 
undertakings are approved by 
the Federal Housing Administra- 
tion. 

It is certainly a source of 
great satisfaction to us as it 
should be to you, that the leading 
financial institutions of the coun- 
try are not only cooperating with 
the FHA but are eager to invest 
their funds in FHA insured 
mortgages and character loans. 
If the FHA had accomplished 
nothing more than the stabiliza- 
tion of the mortgage business 
for financial investments every- 
where, its existence would have 
been worth while. When you ada 
thereto that its risk rating sys- 
tem and its insistence upon pro- 
vision of adequate location safe- 
guards and minimum standards 


for materials have been adopted 
by lending institutions and real 
estate organizations, we can 
readily recognize the inestimable 
value of the Federal organization 
in promoting the building indus- 
try on a sound and practical 
basis. 

Permit me to say in conclusior 
that the FHA is equipped to give 
you all the cooperation but is not 
equipped to take your place and 
go out into the field to do the 
selling. That is exclusively your 
job and we should not be asked 
to do anything which you are 
better equipped to do. Up to the 
present time, the records for 
1938 show approximately an in- 
crease over last year’s business 
of about 58 per cent. That splen- 
did result has been obtained only 
through the active cooperation of 
organizations like yourself, and 
I am bringing you the express 
appreciation of Administrator 
McDonald for the cooperation 
you have extended in the past 
and for the renewed efforts 
which you are sure to make in 
the future. The restoration of 
the building industry must go 
a long way toward solving our 
unemployment problem and to 
stimulate industries in other 
directions through this increased 
employment and the demand for 
durable goods. The whole situa- 
tion presents to you not only 
great opportunities for business 
and profit but places upon you 
a proportionately great responsi- 
bility. We know that you are not 
going to fail. May I, therefore, 
bring to you the best wishes of 
the Federal Housing Administra- 
tion and its hopes for your suc- 
cess in bringing untold benefits 
to the masses of the American 
people. 


Independents Cooperate 


Desiring to secure more busines= 
and to advertise regularly to a 
wider trade area, nine independent 
merchants in a small North Dakota 
town issue an eight-page circular 
once a month in lots of 20,000. 
thus placing a formidable adver- 
tising broadside before a potent 
prospect list. The cost is pro- 
rated, according to the size of the 
ads. ‘ Each business represents a 
different field. One rigid rule is 
that no chain store organization 
can advertise in this co-operative 
circular. 
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ALADDIN OFFERS YOU 


an opportunity to make that extra profit on a line not sold to the cut-rate chains or mail 
order houses. The two assortments shown below may be ordered from your jobber or 
direct, giving us the name of your jobber. 


Aladdin FALL Assortment Circulars 


’ 
Alan 4 
1 n0 cnanse Gers 4 


Aladdin Fall Assortment 


6 No. 10 pint bottles at $1.00, $6.00 
3 No. 30 quart bottles at 1.75, 5.25 
3 No. 095 lunch kits at 1.60, 4.80 


Total, $16.05 
Less discount 30-5%, 5.37 
Net cost, $10.68 


This with 1 No. 10 pint bottle which sells for 
$1.00 included. NO CHARGE. Your Total Profit 
is $6.37 or 60% on your cost! 








Beautiful 
Counter 
Display Cards 
Packed 
with Each 
Deal 


The Aladdin Assortments shown 
above are packed in single ship- 
ping cartons. The bottles in the 
Xmas Assortment are wrapped in 


colorful red and green holly paper. 





Aladdin Industries, Inc. 
223 West Jackson Boulevard, Chicago 


Madd 


1QUART 
and Wo.35 Aladdin 


*2° WO CHARGE } 
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Aladdin Xmas Assortment 


8 No. 15 pint bottles at $1.25, $10.00 
3 No. 35 quart bottles at 2.00, 6.00 


Total, $16.00 
Less discount 30-5%, 5.36 


Net cost, $10.64 


Included with the above is 1 No. 35 quart bottle 
which sells for $2.00. This NO CHARGE. Thus, 
Your Total Profit is $7.36, or 69% on your cost! 





‘Acme 


BEARING 


CAS Teens 


VERYWHERE, in all homes, more and more people are using 


“ACME” Ball Bearing Casters. 


This constantly increasing 


demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. Modern in design and 
attractively finished. Stock and sell “ACMES”—the Quality casters. 
Tue ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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yOu'LL BE IN LINE FOR 
NEW RECORDIN SALES / 





NEW SOFT RUBBER GRIPS 


a detachable offset handle with 
sensible, practical, hand-fitting 
soft rubber grip. 


X Introduced by Premax for 1939— 





ALL AGATINE GUIDES 


All except the cheapest numbers 
have the agatine guides and tip- 
top—eye appeal that sells! 








DETACHABLE HANDLES 
X One of the most popular features 


of the Premax Line—11 numbers, 
proven best sellers, at $1 to $1.60. 





TWENTY-TWO IN THE LINE 


A complete line of steel rods, 
tested and tried, designed to meet 


every possible demand. 








NEW DOLLAR NUMBERS 
Four hot numbers to retail at $1, 
X including the new non-detachable 
offset handle with cork grips and 
the new detachable offset handle 
with wood grips. 





RETAIL AT 25c to $1.60 

No lost sales because of limited 
X buying power if you carry the 

complete Premax Line. It builds 

sales—and profits. 


Send For Bulletin FR-391 


IFeMAaxX. Poducts 


nos Lhishoim 





390! Highland—Niagara Falls, N. Y. 
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Trade Mark Legislation 


(Continued from page 159) 


The Fair Trade Acts appeal 
to me greatly because they rec- 
ognize and validate the theory— 
which today is strange and un- 
familiar—that a man is entitled 
to run his own business. Under 
the Fair Trade Acts, the trade 
mark proprietor may set up his 
own pricing system upon any 
basis to which some of his mar- 
keters will agree. If he places 
his resale prices at improper 
levels, that is his misfortune and 
he must suffer the consequences. 

These acts permit compulsory 
price maintenance only on trade 
marked, branded or named com- 
modities, which are in fair and 
open competition with commod- 
ities of the same class produced 
by others. That is, the propri- 
etor must maintain free competi- 
tion with his own competitors, 
as to prices and in all other re- 
spects; otherwise he cannot law- 
fully prevent price competition 
on his own trade marked goods. 

When he has set his price 
levels and negotiated price main- 
tenance contracts with some 
dealers, he may then compel all 
like dealers, whether contract- 
ing or not, to maintain his stipu- 
lated prices. To this end the acts 
provide that price-cutting below 
stipulated levels, is unfair com- 
petition and is actionable at the 
suit of any person damaged 
thereby. This means that a per- 
son damaged by such price cut- 
ting may go into court and pro- 
cure relief, provided he can 
prove his case in accordance 
with the act. 

Those dealers who contract to 
maintain prices, voluntarily obli- 
gate themselves to do so. But 
all dealers, whether or not they 
have contracted, may elect either 
to maintain the stipulated prices 
or else not to handle the mer- 
chandise at all. 

The enforcement of price 
maintenance jis arrived at by 
recourse to duly constituted 
courts. The litigation is between 
man and man before conven- 
tional tribunals. These are not 
cases in the field of so-called 
“public law” in which govern- 
mental agencies pursue individ- 
uals in criminal proceedings. 

The Fair Trade Acts have 
been bitterly attacked (mainly 
by habitual price cutters) on the 
pretense that they threaten a 
general increase in commodity 


prices, and, therefore, disregard 
the interests of the purchasing 
public. Such arguments, how- 
ever, are misdirected because 
they ignore certain conditions 
that are inherent in operations 
under the acts. 

If prices are stipulated on 
arbitrary levels that are unrea- 
sonably high, that alone will im- 
pair the proprietor’s good will 
and deflect patronage to competi- 
tive substitutes. This result is 
definitely safeguarded by the 
acts, because they protect only 
those commodities which are “in 
fair and open competition with 
commodities of the same general 
class produced by others.” It is 
no answer to this to say that 
all competitors in a given field 
may stipulate unreasonably high 
prices on their respective trade 
marked products, and thereby re- 
quire the public either to pay 
exorbitantly or else to go with- 
out such products. Competition 
does not work that way in prac- 
tice—in the absence of con- 
spiracy. Honestly competing pro- 
prietors inevitably make price 
differentials. And competition 
between proprietors must be pre- 
served. Most of the acts ex- 
pressly condemn “contracts or 
agreements between producers 
or between wholesalers or be- 
tween retailers as to selling or 
resale prices.” 


Conspiracy 


It is conceivable, of course, 
that competing proprietors 
might secretly conspire to raise 
prices generally. But that would 
be open to attack as unlawful 
conspiracy, just as always here- 
tofore. This possibility of abuse 
wholly outside the Fair Trade 
Acts is no argument against the 
acts themselves. It suggests no 
reason for denying the benefits 
of the acts to honestly compet- 
ing proprietors. 

I see no reason, at least in 
theory, to apprehend any mate- 
rial tendency toward general 
price advances inspired by the 
Fair Trade Acts. Thus far I 
have seen no such tendency, in 
practice, in my own experience. 
Perhaps it is too soon to be 
dogmatic on the subject. 

Everything considered, I feel 
certain that trade mark pro- 
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A PAINT CAN ? 






| STAN DARD 
‘OUSE PAINT 
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; can print a paint can label but anyone cannot make it a 


symbol of confidence... confidence based on years of leader- 
ship ... confidence which helps you make more sales and 
hold customers. 

It took 67 years to produce the Lowe Brothers label which is 
your assurance of quality and dependability . . . 67 years of faith- 
ful adherence to one rigid standard of manufacturing integrity! 

Lowe Brothers Label distinctively identifies each product in a 
complete line of quality paints—a line which only years of 
experience plus the facilities of modern research and manu- 
facturing can produce. 

Lowe Brothers unsurpassed quality—Lowe Brothers aggressive 
merchandising program—and Lowe Brothers exclusive fran- 
chise make a combination that speeds your sales and guards your 


profits. Why not write today for details to The Lowe Brothers 


Company, Dayton, Ohio? 


ows Brothers 


PAINTS AND VARNISHES 
QUALITY UNSURPASSED SINCE 1870 
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and egy MADE IN U.8.8 


You have many customers 
for this new, popular-priced 


WYTEFACE TAPE 


Contractors, builders, surveyors—carpenters, masons, plumb- 
ers—stone and metal workers—in every division of both light and 
heavy construction, you have customers who will want the new 
Favorite Wyteface, as soon as they see it. Over the past four years, 
thousands of higher-priced Wyteface Tapes have been sold. 
Favorite Wyteface—listed at $3.50 and up—multiplies your sales 
Opportunities many times. 


Dealers report this black-on-white steel tape sells itself. Easy to 
read, even in poor light; saves time; reduces errors. The smooth 
white surface is crack-proof—a protection against corrosion and 
rust. Hard to curl, hard to kink. Favorite Wyteface has a long- 
wearing leatherite case; nickel-plated mountings; sturdy, sim- 
plified center; patented friction brake. 


Your customers know Wyteface. They are now learning of this 
new, popular-priced tape—through a consistent advertising cam- 
paign in American Builder, Practical Builder, Popular Mechanics, 
Popular Science, Construction Methods, Industrial Equipment 
News, Building Products and Building Reporter. Every advertise- 
ment tells them to look for the Wyteface display in your window, 
on your counter. This attractive, permanent display is sent free 
with your first order. Use the coupon today—to secure complete 
price list. Make sure of a// your profits on Wyteface. 


EST. 1867 


KEUFFEL & ESSER CO. 


NEW YORK - HOBOKEN, N. J. 
CHICAGO - ST.LOUIS + SAN FRANCISCO - DETROIT - MONTREAL 


ravorite WY TEFACE 


STEEL MEASURING TAPES 


YOUR O KEUFFEL & ESSER CO., Dept. 16, Hoboken, N.J. 


CUSTOMERS AY Send folder and prices on Favorite Wyteface 
ARELOOKING ¢/ A |] Name_--------------------------------- ‘ 
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WHEN YOUR GUSTOMER 
oAYo- 


HAVE YOU SOMETHING 
1 COULD USE " 
OR TINTING PAINT ? 


YOUR ANSWER I5 . 


WE CERTAINLY HAVE - 
SHEFFIELD PURE OIL COLORS 
WILL DO THE TRICK 
TO PERFECTION * 





















They’re so good, in fact, that 
SHEFFIELD has become the 
World’s Largest Manufacturer 
of Pure Oil Colors in Tubes! 


@ And such dominant leadership has been 
gained through sheer merit. In Sheffield’s 
big Cleveland plant—expert paint makers 
formulate 30 standard colors from the fin- 
est, purest Dry Colors, then triple grind 
them in pure linseed oil on water cooled 
mills to that superb fineness so essential in 
giving extreme tinting strength. Such 
craftsman care, plus enormous production 
on every color, assures your customers of 
perfect consistency in color and quality at 
very low cost (at good profit to you). 


@ Sheffield Pure Oil Colors are available 
in special assortments of tubes in all sizes. 
with beautifully lacquered all-metal Display 
and Stock Cabinets FREE. Also in \% pt.. 
quart and gallon cans. 


Order an assortment today from your job- 
her. Jobbers—Write for discounts. 


Fast Sales, too, on these Sheffield 
profit-items 
dluminum Paint, Paste, Powder; Gold and Col- 
ored Bronze Powders, Crack Filler, W oodfix, Iron 
Cement, Kleen-A-Paint, Black Enamel, Kleen-A- 
Brush, Pipe Joint White, Liquid Porcelain, Lino- 
leum Varnish 


* Sheffield - 


BRONZE POWDER & STENCIL CO., INC 


The Specialty House of Top Values 
3000 Woodhill Rd Cleveland Ohio 
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prietors must be very cautious 
in resorting to price mainte- 
nance. From a strictly practical 
viewpoint, a proprietor must 
have supreme confidence in his 
established good will, and his 
ability to uphold it, before he 
dare place a rigid floor beneath 
his dealers to prevent them from 
indulging in price competition 
with equivalent goods offered at 
lower prices. The _ inevitable 
risk of over-estimating the 
strength of good will, must al- 
ways deter conservative propri- 
etors from stipulating prices 
that are too high. 

When a proprietor by honesty 
and fair dealing has established 
a dependable good will, based 
upon loyal preference for his 
trade marked goods among the 
trade and the public, and when 
he has conscientiously computed 
his prices at levels which are 
fair to every one concerned, in- 
cluding the ultimate purchasers, 
then, in my opinion, the propri- 
etor may derive great benefit 
from setting his pricing system 
and compelling conformity with 
it. Because of the Fair Trade 
Acts, he need no longer see his 
trade marked goods disparaged, 
his dealers discouraged, and his 
markets disrupted by price wars 
in which everyone is victimized 
sooner or later, except the price 
cutter himself. 


Two Classes 


Compulsory registration acts 
have been considered in numer-- 
ous States in recent years. They 
are thoroughly offensive and 
threatening from the viewpoint 
of trade mark proprietors. So 
far as I know, the advocates of 
these measures have been in only 
two classes: State officials who 
have sought new ways of rais- 
ing revenue, and a few trade 
mark registration agencies who 
solicit proprietors to register all 
their trade marks in all the 
States. Some such agencies, in 
past years, have greatly exag- 
gerated the value of State trade 
mark registrations and in some 
instances have persuaded pro- 
prietors to spend many thou- 
sands of dollars for registrations 
which have little, if any, value. 
The slight practical value of 
State registrations may be fair- 
ly inferred from these facts: 
For more than 30 years, I have 
been trying trade mark infringe- 
ment suits for plaintiffs who 
were proprietors. I have never 


yet had occasion to rely upon a 
State registration; and I have 
never suffered any material dis- 
advantage when my adversaries 
have attempted to rely upon 
State registrations. On the con- 
trary, in several cases, I have 
had no difficulty in procuring 
mandatory injunctions requiring 
my adversaries to nullify their 
State registrations because they 
were inconsistent with the com- 
mon law titles which my slients 
were asserting. This illustrates 
the common experience of law- 
yers specializing in trade mark 
litigation. The necessary con- 
clusion is that State registra- 
tions, in the past, have had but 
negligible value to substantial 
businesses engaged in interstate 
commerce. 

Now, it is suggested that 
every trade mark proprietor in 
the United States must register 
each of his trade marks in each 
of numerous States, if he wishes 
to sell his trademarked goods 
in those States. If one fails to 
register, his marks may be ap- 
propriated and registered, and 
his good will pirated, by others. 
The proposed statutes offer 
nothing of value in exchange for 
registration fees, except im- 
munity from the dangers created 
for the first time by the statutes 
themselves. 

These compulsory registration 
proposals are well characterized, 
and the best arguments against 
them are strikingly stated in a 
message by a Governor of 
Nevada on his veto of a com- 
pulsory registration bill which 
had passed the Nevada legisla- 
ture. This was the veto message: 

“This bill presents attractive 
revenue possibilities, but so far 
as I ean see it has nothing else 
to recommend it, and the sole 
question is whether we will let 
that feature blind us to its 
manifest injuries and to its 
glaringly apparent possibilities 
of fraud. National concerns op- 
erating under registered trade 
marks have spent millions of dol- 
lars in advertising and in estab- 
lishing markets for their prod- 
ucts and they have thus acquired 
property rights therein which it 
should be the policy of our laws 
to protect. This bill violates 
every principle back of the rule 
against taking property without 
due process of law. Then, too, 
by making any unregistered 
trade marks public property 
which may then be registered as 
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EXTRA SALES! 


EALERS report a curious (or 
D is it?) phenomenon about 
Duco Household Cement. 

It’s only necessary, they say, 
to display this handy little item 
in plain sight . . . and lots of 
folks, whose thoughts have been 
far from household cement, will 
tuck a tube away as an extra 
purchase. 

Here’s the way we figure it, 
and we think you'll agree: First, 
everybody has many uses for 
household cement; people know 
it’s mighty handy in the house. 
Second (and perhaps more im- 
portant), there’s the name Du 
Pont. Du Pont has made so 
many friends through its other 
fine products . . . auto polish 
and wax, anti-freeze, paints, 
cellulose sponges, etc. . . . that 
folks know a Du Pont product 
has to be good. 

Maybe all these easy sales of 
Duco Household Cement aren’t 


such a phenomenon after all! 
Du Pont Duco Cement is a 
clear, flexible, waterproof ce- 
ment which holds permanently 
on practically everything except 
rubber. We suggest you set up 
a display of Duco Cement, and 
reap the benefit. It’s just so 
much extra money in the till. 
Here’s what you do first, and 
do it now while it’s on your 
mind: write for net prices and 
full details. Address inquiries to 
E.I.du Pont de Nemours & Co., 
Inc., Wilmington, Delaware. 


GUPOND 


"to us eat orf 


REG. U.S. PAT. OFF. 


CEMENT 





TRANSPARENT, FLEXIBLE, WATERPROOF... for china, 
glass, wood, leather, metal, paper, fabrics, etc. 
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DEALERS EVERYWHERE 
ENDORSE THEIR SPARKLING 
EYE-APPEAL AND STRONGER 
PURSE-APPEAL 
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A padlock that sells itself! Anyone can see 
that Master “Strong Boy” has strength and 
quality far beyond the price asked. .. the in- 
comparable strength of laminated steel, plus 
the finish and workmanship for which all 
Master locks are famous. Master “Strong 
Boy” has many features of bigger Master 
locks...including multiple 
key changes, cadmium rust- (3% 

proofing, and colorful 2 
display packages. 
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the property of and used by any 
person, we open the doors to 
and encourage the deception and 
defrauding of our citizens. If 
this bill is enacted into our law, 
our State will be flooded with in- 
ferior goods manufactured and 
marketed by unscrupulous per- 
sons. However much the State 
of Nevada may be in need of 
additional revenue, we cannot af- 
ford to pay therefor the price 
which this bill will exact of us. 
The well-being of our citizens 
and the good name of Nevada 
require the disapproval of this 
bill. For the foregoing reasons, 
this act is deposited without my 
approval thereon.” 

If similar arguments are pre- 
sented to State legislatures and 
executives, it should be possible 
to defeat similar proposals. Un- 
doubtedly, trade mark propri- 
etors should be on guard during 
the coming sessions of legisla- 
tures to advise against such pro- 
posals which may not always be 
so wisely forestalled as in the 
case of Nevada. 


The Lanham Bill 


I shall not attempt to discuss 
this bill in detail. It is composed 
of 41 sections on 34 printed 
pages. It has gone through vari- 
ous revisions already, and un- 
doubtedly will be changed again 
in Congressional committees. 
We cannot tell what, if any, im- 
portant issues may remain to be 
decided in the end, and it would 
be largely a waste of time to try 
to anticipate them now. 

As I have already said, there 
is undoubted need to rewrite the 
Federal trade mark statutes. 
There are defects in the present 
statutes which should be rem- 
edied. The Lanham Bill in its 
present form embodies the re- 
sults of painstaking and con- 
scientious effort toward improv- 
ing the protection afforded to 
trade marks. The scholarship, 
unselfishness and long experi- 
ence of the principal authors of 
the bill, are beyond question. 

Under these circumstances, I 
feel that everyone should main- 
tain so far as possible an open 
mind toward the suggested pro- 
visions of the bill. Conceivably, 
I may become convinced even- 
tually that the bill is not as bad, 
in some particulars, as I now 
think it is. Meanwhile, however, 
I am obliged to say that there 
are certain aspects of the bill 
which I dislike heartily. 





The present Federal statute is 
based on the venerable common 
law doctrine that trade marks 
are created by actual use, and 
can be maintained only by sub- 
stantial continuity of use in 
legitimate ways. The statute 
does not change the common 
law, but simply supplies certain 
conveniences relating to evi- 
dence and practice. It permits 
the registration of proper trade 
marks and makes the registra- 
tions when granted prima facie 
evidence of ownership. That 
means simply that the registrant 
is presumed to have the exclu- 
sive right to the registered mark 
until the contrary is proven, and 
the burden of proof rests heavily 
upon anyone who would attack 
the right. In spite of its defects 
this statute has greatly benefited 
trade mark proprietors. But al- 
ways it has left the proprietors 
undisturbed in their fundamen- 
tal rights, and charged with 
weighty responsibilities, under 
the common law. 

The Lanham Bill would change 
this radically. It would make of 
a trade mark a piece of statu- 
tory property created by regis- 
tration under the bill. After five 
years following registration, the 
registrant’s ownership and ex- 
clusive right would be incontest- 
able, unless the registration had 
been fraudulently procured in 
the first place, or unless the trade 
mark had been abandoned. In 
the recent revision of the bill, 
“abandonment” is defined broad- 
ly to embrace many things never 
previously describable as aban- 
donment. The result apparently 
intended is that registered 
marks are to be incontestable 
only if they are free from the 
same defects which would de- 
stroy registrations under the 
present statutes and trade marks 
under the common law. [f I 
understand the bill, the sup- 
posed incontestable registrations 
and rights would be just as vul- 
nerable to proper attack as are 
any registrations or marks to- 
day. And that should be so. If 
the bill would not have that 
effect, it would tend to protect 
the misuse of trade marks to 
the injury of the public. It seems 
to me that the incontestable 
provision is either largely use- 
less, or else is dangerous from 
the viewpoint of public policy. 

A second revolutionary pro- 
posal in. the Lanham Bill is that 
trade marks should be assign- 

(Continued on page 184) 
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and MARSHALL-WELLS says ||| }f} 
sub- - 
, "We expect . . few people 
tute will be satisfied with any 
rm make of Oil Heater... 
evi- unless it does have an 
— Control. 
rade 
tra- Marshall-Wells Company 
acie oviute nnn SPOKANE eearne MiInmeArouie 
eit bare fOuonTOn oun 26einan 
‘hat Duluth,.Minnesota 
rant August 22, 1938 
clu- automatic Products Company 
2450 No. 32nd Street 
ark Milwaukee, Wisconsin 
and Gentlemen: 
vily Last year the Marshall-Wells Company were among the leading 
distributors of Oil Heaters in the 'mited States, selling e 
ack well-known make. 
ects These heaters were equipped with automatic controls manufactured 
. by your company, and we attribute a considerable portion of our 
ited consumr success with these heaters to the excellence of your 
controls. We cannot call to mind more than a dozen service neces- 
al- sities out of the entire sale, and since the service of the heater 
ors is so greatly dépendent upon the accuracy and the performance of 
the control, it is with a greet deal of pleasure that we can thus 
en- compliment your product. 
ith We expect o still further increase this year with your Model 240 
@ Thermo Auto-Heat Top and your Model 240-£ Electric Control. The 
der providing of automatic ofl heat through the mediume of these two 
controls greatly increases the consumer appeal of an oil heater. 
We expect the sale of your automatic controls to steadily increase 
in percentage, to a point where few people will be satisfied with 
nge amy wake of oi) heater unless it does have an "AP" control. 
} of Yours truly, 
itu- MARSHALL WELLS COMPANY 
os Seles Manager 
e 
ex- 
st- 
1ad ) 
in fo) Model 240 LR 
Constant Level Oil 
ade Control 
In Manually Operated 
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ks J 
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lp- 
ns 
ul- re & 
re The new A-P Model 240-E Type L The new A-P Model 240 TL Ther- 
[0- Electric “Auto-Heat’ Top Unit mo ‘‘Auto-Heat” Top Unit pro- 
If makes your Heater.a Completely vides Automatic Heat Control to 
Automatic Heating Plant controlled homes without electricity. A self- 
at by a Room Thermostat. Quickly contained unit with built-in Ther- 
attached to the Manual Control on jostatic Bulb— attached in a few 
ct the Heater and to the Wall a. minutes to the Manual Control on 
to ee Geis ellie ten Heater. Unusually accurate and 
ns than a 2° variation. sensitive. 
le ALITOMATIC PRODUCTS COMPANY 
ie- 2442 NORTH THIRTY —SECOND STREET 
m MILWAUKEE ® WISCONSIN 
90% © of the Better Oil Burning Heater Manufacturers 
| Use A-P Controls. +» »- « « — 
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business-getting equation if you rely on UNION 
HARDWARE Ball Bearing Extension Roller Skates 
to produce the desired result—more business. Take 
advantage of UNION HARDWARE’S reputation for 
sustained quality—and prices that produce a profit 


in this 


the same 


as well as please customers! Arrange with your 
jobber today to stock or replenish the popular, fast- 
selling UNION HARDWARE line and assure your- 
self a full share of Fall and 


Winter roller skate business. 






UNION HARD. 
WARE’S Roller 
Skate Catalog No. 17 
describes and _illus- 
trates a complete line 
of attractive models 
for both outdoor and 
rink skating. Write 
for your copy today. 


imEeVEE © w 
HARDWARE COMPANY 
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U.S. 
HEXLOK 
Poultry Netting 
sets an entirely new 
standard of quality for 
hexagon-mesh fabric. 


The LOCK-TWIST 
Weave produces a more 
uniform, more rigid fab- 
ric, neater in appearance, 
easier to handle and cut, 
superior in service. 


U. S. HEXLOK is avail- 
able in all fast-moving 
widths and weights, Gal- 
vanized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
inch mesh comes in No. 
19 and 20 gauge; the 
two-inch mesh in No. 16, 
19 and 20 gauge; the 
144-inch at y=, 16 
auge. All Coppers 
oe Steel Wire. 


OU TRY NETTIN 
Lew 
liv ia 


, 7 
MS 4, 
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U.S. STRAITLOK—the 
original straight-line net- 
ting—is woven like farm 
fence. The straight, par- 
allel line wires and mesh 
wires are bound together 
by the Lock- Twist weave. 


nh eee U. . pi a a 

: stretches perfectly with- 
LIRY NE TTING outtop-rail or Seodbeaed 
ae Costs less to erect... 
Gives long, satisfactory 
service. 


Made of Copper-Beari 
Steel Wire in one an 
two-inch mesh Galvan- 
ized Before or After 
Weaving. Furnished in 
all standard heights from 
12 to 72 inches. 


U. S. HEXLOK and 
U. S. STRAITLOK 
Poultry Nettings cost no 
more than ordinary fab- 
rics. Ask your Jobber or 
write di 





~ UNIFORM SPACING - 


PARALLEL 
LINE WIRES 


INDIANA 
STECL & WIRE CO. 
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Here's the tree that brought the publicitv 


Padlocks Tree, Boosts Business 


The Lorraine Hardware Co., Rich- 
mond, Va., has a tree in front of its 
store that has brought the firm con- 
siderable publicity and profits in the 
bargain. 

Some time ago city employees ar- 
rived with instructions to fell the 
tree, claiming that it was in the busi- 
ness district and that merchants 
wanted the tree removed. Eddie 
Blankenship, assistant manager, pro- 
tested this action and made his 
protest stick by wrapping a large 
chain around the tree, locking it 
around the trunk and hitching the 


end to a large iron stob which he 
drove into the surrounding earth. 
Then he completed the job by paint- 
ing chain and stob white to attract 
attention. 

Local newspapers gave Mr. Blank- 
enship’s defense of the tree consid- 
erable space and he also received 
many complimentary letters for his 
attitude from city garden clubs. In- 
cidentally he took advantage of the 
publicity by ranging racks of garden 
tools around the tree. And sales of 
garden tools increased. 





The Jewel of Inconsistency 


OW comes Assistant Attorney 

General Thurman Arnold with 
a threat to prosecute the American 
Medical Association as a violator of 
the Sherman Antitrust Law. The 
Association has dared boldly to op- 
pose a Washington group health or- 
ganization set up for federal em- 
ployees with federal funds, because 
they see in it the spearhead of state 
medicine. 

This would set a precedent which 
the debunker of capitalistic folk- 
lore might regret. We suggest that 
he read again that paragraph in his 
newspaper blast branding with his 
disapproval: 

An attempt on the part of one group 
of physicians to prevent qualified doc- 
tors from carrying on their calling and 
to prevent members of the Group 
Health Association from selecting phy- 


sicians of their choice. The department 
interprets the law as prohibiting com 
binations which prevent others from 
competing for services as well as goods. 

Doctors can show that the allega- 
tion is fanciful. But granting that he 
could prove it, how could he avoid 
taking parallel action against labor 
organizations—perhaps the C.I.O. it- 
self. That would be bad for Mr. 
Arnold. In the statement just quoted 
substitute “union leaders” for “phy- 
sicians,” “workmen” for “doctors,” 
and “independent unions” for “Group 
Health Association.” It would then 
read not so badly: 

. an attempt on the part of one 
group of union leaders to prevent 
qualified workmen from carrying on 
their calling and to prevent members 
of independent unions from selecting 
leaders of their choice. 

-Nation’s Business 
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CHENEY SALE$ MAKER 
SEM MORE and MORE Aammetrs. 


THE 
CHENEY NAILER 


THE HAMMER THAT 
HOLDS THE NAIL 


Put a Cheney Sales Maker display on your counter, right 
now, and let it sell more and more hammers for you. Let 
your customers see the Cheney Nailer—the only hammer 
with a real selling feature—and they'll buy. Send in your 
order today for a Sales Maker Carton. In it are: 


10—1!6-ounce Cheney Nailers No. 938 
2—20-ounce Cheney Nailers No. 937 
1—16-ounce Cheney Nailer No. 938 
chained to display 
i—Cheney Nailer Sales Maker display 
It's easy to sell the Cheney Nailer—the hammer that 
holds the nail. It appeals to everybody. 


HENRY CHENEY HAMMER CORP. 
Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 




























“NOW J KNOW WHY YOU FELLOWS 
KEEP TALKING ABOUT) 
‘GALVANNEALED’ FENCE” / 


ses asassteas tent sceeee cate ee een ene ee eee een acme = A) 
“I've had Mid-States Fence - on my farm for 7 years now, and 
< ge good as new. If that's what ‘Galvannealed’ does, 
*m all for it!” 


That's typical of what farmers are saying about Mid-States Fence, 
and it's typical of the satisfied customers you secure when you 
sell Mid-States. 


Mid-States Fence is BUILT TO LASTI it has double RUST 
RESISTANCE, because the “Galvannealed" process puts a 
heavy layer of zinc RIGHT INTO THE COPPER-BEARING 
STEEL ITSELF. 

Mid-States Dealers know that they get satisfied customers and 
that this builds up their reputation for reliability. As a Mid- 
States dealer you are dealing with a company which lives up to 
its claims—which gives you real service and merchandising help 
as well as national advertising. Write for further information. 

it pays to sell Mid-States Fence! 


MID-STATES STEEL & WIRE CO. 


DEPT. M-88 CRAWFORDSVILLE, INDIANA 


MID-STATES 


PATENTED 


“GALVANNEALED” Copper-Bearing 


FENCE 
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“Keeping Yourself in Circulation” 


Brooktyn, N. Y.:—With no in- 
tent to be sarcastic, impudent, or in 
any way belittling, and with sincere 
desire to help rather than hinder 
Mr. Saunders Norvell’s cause for 
putting oneself in circulation (See 
H. A. Aug. 11, 1938, page 80), I im- 
plore tolerance if my method of 
criticism seems harsh. 

There’s nothing like a good begin- 
ning and a good idea—if the 
two are not slaughtered in their pro- 
cess of evolution. In paragraph 
eleven Mr. Norvell summarizes the 
article as illuminating and then hits 
at the very core of what it has really 
been up until then, “I would fail at 
my task if I did not pay my respects 
to the greatest family of circulators.” 
Mr. Norvell’s enormous debt of re- 
spects running down into history is 
all polyglot to the common store 
clerk who knows only that Mr. 
Smith, for some mysterious reason 
was irked, Mrs. Halperin pleased, 
and sales below quota. Mr. Norvell 
thinks if some jack-rabbit person 
appears first in London, then Buenos 
Aires, or perhaps Cape Horn, he’s a 
brilliant example of one being in cir- 
culation and therefore headed for 
success. 

What is “being in circulation”? 
—running around wild-eyed, or ex- 
posing oneself to opportunity? Op- 
portunity has made men of those 
capable of recognizing it. Lack of 
opportunity can also break the ex- 
alted and great. Mr. Norvell is 
making a mistake we, each and 
every one of us, do. He’s looking 
from inside out. A history of the 
United States makes grand reading. 
A knowledge of early Colonial so- 
ciety is helpful in understanding the 
changes daily evolving. Friends are 
also glorious reasons for living. Mr. 
Norvell had something more to 
say but didn’t—he reminisces and 
dreams too much. Look about. 
Open your eyes and observe. See 
the solidification of haphazard bus- 
iness, guess-work sales talks, risky 
credits, poor buying, extra operating 
expenses—observe them congealing 
into a solid scientific block in the 
history of human progress. 

Science is the password of 
tomorrow and the newest minds 
—skeptical, exacting, analytical, and 
inquisitive—of the coming genera- 
tion shall control business of 
tomorrow. Pity the poor buyer 
whose every thought, action, and 
word will have been cataloged in 


statistical rows which add to more 
and bigger sales. Pity the poor slov- 
enly storekeeper, who cannot make 
himself the student rather than the 
subject of the new trend of thought. 

The inquiring clerk or store- 
keeper, bound behind the counter— 
out of circulation—with a world of 
opportunity riding by his showcase 
sees and hears, what hurrying Mr. 
Run-about hasn’t time to stop for. 
He learns perseverance; he observes 
the hopeless, drifting manner of the 
average populace. He sees the hesi- 
tant, the assertive, the loud, and the 
clever in action. He can sit back 
and watch the world go by—if he 
doesn’t mind being left behind. He 
can move ahead and beyond if he use 
what mind he has. He’s not in the 
kind of circulation Mr. Norvell has 
described; he’s exposed to the op- 
portunity kind of circulation. He 
has a chance to know people and 
therefore the driving force of mar- 
kets, prices, goods, and demands. He 
can promote himself to generalship 
in the economic wars of our future. 


M. GARBER 


Theater Party 


The day following Thanksgiving 
is usually a dull retail day. Seventy- 
five merchants in a Middle West- 
ern town yearly give a free movie 
all day long for children in their 
county on this day, and the stunt 
brings many farm families to town. 
Tickets are mailed in advance to 
teachers of all rural schools, the 
tickets stating the hours children 
from various schools will be ad- 
mitted to the movie. Children from 
schools close in are admitted in 
the early morning hours from 8 
a.m., to 12 noon. Children living 
farther out are admitted from 12 
noon to 5:30 p.m. If mothers wish 
to attend the movie with their 
children, there is an extra charge 
of 25 cents per mother. Usually 
farm parents bring their children 
to the movies, then browse about 
local stores doing their buying 
while the kiddies are at the show. 
A retailers’ committee counted 
1100 additional cars in town on 
such a free movie day, proving 
that this co-operative venture drew 
in plenty of trade. 
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ywease 
ig Mr. A new and revolutionary development in grain scoops 
p for. which is meeting with instant approval wherever it is 
ARMOR-D shown. Here are the outstanding features of the Rivetless 
serves OR a Socket Grain Scoop: ; 
of the OPTIONAL Smooth socket —Elimination of rivets from the socket 
e hesi- makes it possible for the user to slide hand over socket 
nd the without encountering sharp or rough edges. 
- back Less possibility of handle breakage at socket. Handles 
Mf he which are not bored are approximately 12% stronger 
. # than those bored for rivets. 
a ” 3 Handle securely fastened to scoop by a rivet at the 
he use frog. Back of socket is welded to approximately 2’ 
in the from top. End of handle is reinforced with steel, which 
ll has makes it impossible for rivet to spread or pull loose when The above back view of the 
; i scoop is subjected to shoveling strain. ABW Rivetless Socket Grain 
1€ Op- z Scoop shows—(A) Steel cap 
H The lower end of handle is covered with a metal cap on end of handle, (B) Single 
€ which protects handle and adds to appearance of tool. rivet in frog and (C) The 
, and 5 Rehandling can be easily accomplished by removing Oe See ae Se 
mar- PATENT head of rivet and extracting. 
Is. He PENDING 
. a Ask Your Jobber ABW PRODUCTS 
alship AMES Shovels ¢ Spades *« Scoops 
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ce to 
, the 
Idren An ever-increasing interest in better kept lawns and gar- 
e ad- dens plus the exclusive sales features of Doo-Klip grass 
shears have made these shears sure profit makers year after 
from year. In 1939 a large national advertising campaign will 
1d in tell yt —_ than ever before about Doo-Klip features 
—and send them into your store. 
om 8 . 
iving The Long Handled Doo-Klip 
m 12 Enables the user to trim grass along side- 
a The Standard walks, under hedges, shrubs, etc., standing 
wis. up! Pinch-proof grip will not tire the hand 
their Doo Kili or cause ver peor Cadmium plated blades 
are rust and acid proof. Patented toggle 
large 0Oo- 1p stud makes shear self-tensioning and 
ually self-sharpening — never requires ad- 
ldren justment. Beautifully finished in 
jade green with 32” handle. A SOLD 
bo } . 
ibout , - tool that will sell on sight to 
tying A itt diesel. PSs anyone who takes care of a ONLY 
how. << ag THRU 
ited Combines all of the patented features of the Long Handled YOUR 
n on Doo-Klip to make the finest hand grass shear ever built. JOBBER 
ving Perfect balance and “feel” plus the Doo-Klip up-and-down 
drew action permits extended use without tiring the user. A 
real best-seller—check your stock today. ALLIANCE MFG. co., Alliance, Ohio 
SALT AAAS DISA RRS OT EMRE OS RARE TE A EE ASL RITE TEST RRS SARE: 
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Wilford L. White 


(Continued from page 91) 


the industry as a whole, business 
in general and society at large. 
Today, our most important prob- 
lems are external rather than 
internal. Try as he may, one 
business man alone cannot solve 
them. Many business men never 
know that many of these prob- 
lems exist until something hap- 
pens. Government is getting in- 
to business. More and more 
laws are hampering the opera- 
tions of business men. This 
confusion encourages those who 
are interested in starting a con- 
sumers’ cooperative enterprise. 

There are the conditions out 
of which consumers’ cooperatives 
may grow during the next few 
years. The extent of their 
growth will depend largely upon 
business men such as yourself. 
What can you do? I suggest four 
things, every one of which has 
been suggested before. 

First, I would join the busi- 
ness leaders and study consumer 
needs as I never studied them be- 
fore, fully realizing that as a 
wholesaler, I seldom contact the 
consumer directly. How would 
I do this? First, through stock 
control. Second, through my 
salesmen who are constantly con- 
tacting retailers and while in 
the retail stores, observing con- 
sumers themselves. Finally, if 
large enough, I would study re 
ports made for manufacturers of 
products I sold and, where pos- 
sible, make some studies of my 
own. They are not expensive. 


Consumer Education 


Second, I would develop as an 
association or as an individual 
operator, a plan of consumer edu- 
cation. I would arrange to show 
groups of local men and women 
through my warehouse and let 
them see behind the scenes for 
themselves. I would prepare a 
so-called industrial movie which 
could be shown before groups of 
club women, at educational meet- 
ings, and in the classroom. I 
would prepare some educational 
leaflets and distribute them to 
the ultimate consumer through 
my retail customers. I would 
jointly and openly advertise the 
functions which I perform and 
what I get paid for so doing— 
after I carried out the following 
point three. Among those whv 
will probably be educated will be 
my customers and my own em- 


ployees. Probably I will have 
greater respect for my business 
myself. 

Third, I would conduct a self- 
analysis. In fact, it could be 
done with good effect once a 
year. I would break this jot 
down into three parts. 

First, and most profitable the 
first time, would be a study of 
customer accounts covering the 
past six or 12 months and based 
upon my own records, usually 
sales slips or original order 
forms. Such a study would show 
the number of customers broken 
down by location, trade, size, 
credit rating, size of order, sales 
for period covered. It could show 
the relative value of each terri- 
tory and the profitableness of 
the sales of each salesman in 
terms of the profitableness of the 
customers served. 


Purchase Study 


Second, a similar study could 
be made on purchases, studying 
the records of purchases from 
each supplier over some given 
period of time. This study would 
be made in connection with in- 
ventory records. 

A third plan would involve 
product analysis, or a study of 
gross margin, expenses, and net 
profits when broken down by de- 
partments, and for the fast 
sellers, individual products. It 
would not be necessary to study 
each product each year, but when 
carried out sincerely, such 
studies would reveal much about 
the characteristics of the mer- 
chandise I buy and sell. 

As a matter of fact, the Bu- 
reau of Foreign and Domestic 
Commerce, anticipating analyti- 
cal work in this field, has pre- 
pared some aids for my benefit. 
There is the Consumer Market 
Data Handbook, the 1938 edition 
of which will be out early next 
spring. In it are 82 marketing 
facts broken down by state, coun- 
ty, and for every city of 2,500 
population or more. There is the 
Wholesale Grocery Atlas—and a 
similar one can be prepared for 
the hardware trade if you want 
it—which establishes logical ter- 
ritories for 184 wholesale gro- 
cery markets. The manuscript 
is just about completed on a 
manual for wholesalers, showing 
us how to conduct our own dis- 
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‘hairs that can 
“take the rap’’! 


The TUCKER’WAY (all wood 
folding chair) is as tough as a 
yegg. Demonstrate its ‘‘take- 
ability’”’ by treating it rough, in 
the presence of customers. 
Give it the works. Show how 
strong and sturdy it is, how 
rigid so it won’t rattle—and 
assure its durability. Abuse 
















several of them 
Give ‘em 
= the 3rd 


Degree! 


They're NOT 
"Policemen" 
Chairs that 
Pinch you if 

you don't park 


Folds Flat right! 





The TUCKER’WAY 
Easy to Fold and Tuck Away 


This chair is easy to open and close (with the foot), easy to stack 
and EASE-y to sit in (large, roomy seat and back). Easy to sell 
too! Will hold the fattest person without strain or overturn. No 
sharp corners to scratch the floor or injure the flesh; no metal to 
tear the clothing or pinch the seat; smooth finished so it won’t 
tear hose. Waterproof varnished so it won’t turn white if left in 
the rain (also lacquered in colors). Won’t warp and can’t rust. 
Ideal in every way for assembly use or for “‘spares’’ in home, fac- 
tory or office. 

Made in three sizes—Regular, Intermediate and Juvenile; single 
or in sections. May we send sample? It may be returned or kept 
as part of order. ’ 


Be the Chair Renter in Your Town! 


In addition to selling the TUCKER’WAY Chairs, why not rent 
them? There are many occasions for need of folding chairs on a 
one-time basis. You could furnish them for conventions, meetings, 
banquets, weddings, corner-stone laying, card parties, political and 
other gatherings. Special prices for large quantities. Write 
for details! 


THIS” Ride This Hobby 
HOBBY To Sales! 






This little hobbyhorse is the kind kids 

“ride” astride. 4 ft. long. Retails at 

such low price you can afford to give away 

as a leader or premium. Or feature a window- 

vf ful to pull parents into the store. An all year 
‘round seller. Send for sample. 


PAULINS 


For your own use, as well as resale, consider paulins (and our 
Tuck-Se-Do and Protecto Furniture Pads) to protect your goods 
from the weather and scarring in transit. Send for descriptive 
literature. 


TUCKER DUCK 








& RUBBER CO. 


Fort Smith, Arkansas 
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Dependable Aging & Grading 
INSPECTED FROM BILLET TO “BILL IT” 














HICKORY 


B-I (‘Buy'') Line of Handles 


Look down the aisles of our warehouses and you'll see 
THOUSANDS of handles for immediate, or future ship- 
ment. “Good old Arkansas Hickory’—close-grained, long- 
fibered, tough-textured, heavy-weight stock to endure great 
strain and yet insure sufficient elasticity. Such material. 
with our practical designs, makes these handles ideally bal- 
anced and easy on the hands. 

The stock is carefully selected, and individually inspected 
in each operation from start to FINISH. It is accurately 
cut, properly graded (according to S.P.R. No. 77) and ade- 
quately seasoned in our dry rooms and enormous ware- 
houses. No wonder the B-I Handles have such a world- 
wide reputation! (Some of our customers have bought 
from us for periods of from 20 to 40 years!) 


Large stocks also carried in Boston, Rome, N. Y., and Seattle. 


co Sample Handles sent interested Jobbers. IF YOU'RE A 
DEALER, ask your Jobbers to show you samples—or write 
for catalog and Price List—7-A. 


tune. VORY 


HANDLE CO. 


Hickory and Ash Handles 
HOPE, ARKANSAS 
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ARMSTRONG 









rorceo WRENCHES 


With 51 types always stock 

. all millings, all es from 
tiny miniatures to great 2-man 
wrenches . . . there - — 
ARMSTRONG WRENCHES 
readily available te aon any 
norma! industrial requirement. 
And, for those special demands, 
calls for special wrenches and 
special millings, an ample stock 










of forged wrench blanks is maintained 
to assure delivery en shert notice. 
ARMSTRONG Wrenches are quality 
wrenche 


. finer tools, still cost 
other quality wrenches 

Carbon Steel Wrenches 

Chrome- Vanadium Wrenches 

b pe erm <n Head Socket Wrenches 
r 


®0 mere than 


Detachable Head Hollow Serew Wrenches 
i Types. All Sizes. 


















PIPE 
VISES 


The Quality and 
Features that Close 
Sales 


4auargone ( BROS. 


- kL center wag, teat that 


smalest vive). oa 
are iB, forged. 
Chaim proof-tested. 


m Side and Hinged 
ha bodies of 


ve 
certified malleable iron; 
tool steel jaws — accu- 
rately machined, oval- 
end handles that do not 
pinch hands. The Hinged 
Vise has an wnbri 
hook—drop forged steel. 


The quality and features 
of these vises are typi- 
cal of all ARMSTRONG 
BROS. Pipe Tools he 


—t 





most complete line made 
—and each is an im- 
proved. a more salable 





ARMSTRONG BROS. TOOL CO. 
“The Tool Holder Peeple” 

314 Franciseo Ave., Chicago, U. S. A. 
Eastern Warehouse and Sales: 
199 Lafayette St., New York 

San Francisce 







London 
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tribution cost studies without 
outside technical aid. If I were 
about to make a self-analysis of 
my business, I would write the 
Marketing Research Division of 
the Bureau of Foreign and Do- 
mestic Commerce or see whether 
one of their 33 district offices was 
in my city. In either case, I 
would receive prompt and spe- 
cific aid. 


Review Conditions 


Finally, I would give some 
time each week and more time 
each month to a review of gen- 
eral business conditions in the 
United States and in my terri- 
tory. I would study conditions 
not only in mine and related 
trades, but throughout the busi- 
ness world. Here, again, this 
association can be of direct bene- 
fit to you in digesting such in- 
formation for each of you. Pos- 
sibly it already does so. 


Various Services 


In this connection, I should 
like to call your attention to our 
Current Statistical Service to 
which many of you are now 
contributing certain figures on 
monthly dollur sales, accounts 
receivable, collections and month- 
ly inventories, Our last report on 
hardware and allied trades con- 
tained this information from 485 
wholesale hardware operators, 
broken down as follows: Gen- 
eral hardware, 190; heavy hard- 
ware, 26; industrial supplies, 
147; plumbing, heating, and 
tinning supplies, 122. Our sam- 
ple has been built up with the 
aid of your associations. (I 
should like to take this oppor- 
tunity to thank you collectively 
and individually for the splendid 
cooperation of the industry since 
our sample of the hardware 
trade is outstanding.) In addi- 
tion, this monthly release shows 
figures for hardware manufac- 
turers and independent retail 
dealers. The last report shows, 
for example, that August, 1938, 
sales of hardware wholesalers 
were 17 per cent below those of 
August, 1937, but up 13 per cent 
above July, 1938. Notice the 
difference, however, for the four 
sub-groups. General hardware, 
down only 15 per cent under a 
year ago; heavy hardware down 
15 per cent; plumbing, heating, 
and tinning supplies, down 17 
per cent; and industrial supplies 





down 26 per cent under a year 
ago. Sales were down less in the 
South Atlantic region than else- 
where throughéut the United 
States. As of September 1, the 
inventory position of distribu- 
tors of general hardware and 
plumbing supplies was much bet- 
ter, although not improved to 
such an extent that these firms 
will immediately enter the mar- 
ket to make large purchases. 
While their inventories are be- 
ing cleared steadily and for the 
past several months have been 
below the corresponding levels 
of 1937, sales have not improved 
in the same proportion. How- 
ever, the relationship between 
the two is improving, and a 
slight sales pick-up would bright- 
en the picture considerably. Sales 
of industrial houses were off 26 
per cent but their inventories 
were down only 10 per cent. For 
heavy hardware houses, however, 
sales were off 15 per cent, while 
dollar inventories were off only 
1 per cent. 


Off 10 Per Cent 


This same monthly report also 
shows that while wholesale sales 
generally declined 17 per cent, 
those of almost 1,700 indepen- 
dent retail hardware stores were 
off only 10 per cent. 


Co-ops Increasing 


I have tried to give you a 
fresh view of consumer coopera- 
tion with special reference to 
cooperative retail stores. They 
are steadily increasing in this 
country, both in numbers and 
influence, although as yet they 
are statistically unimportant. In 
my opinion, the federal govern- 
ment is not doing as much to 
encourage them as is business 
itself. Cooperators are not com- 
monly found in the hardware 
trade, as you know. Whether 
they develop there as time goes 
on depends to some degree upon 
your attitude toward the four 
negative stimuli which I have 
presented to you this morning. 
If my remarks suggest action, 
please remember that the De- 
partment of Commerce and the 
Bureau of Foreign and Domestic 
Commerce stand ready to help 
you by supplying current and ac- 
curate information in order that 
you can intelligently guide your 
own business as an independent 
business man. 
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ATHLETIC EQUIPMENT ® 


ALL SPORTS 


YOUR JOBBER CAN GIVE You 
COMPLETE INFORMATION.. 
. - IF YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wiel us DIRECT! 














AN “IDEAL” HARDWARE TRADE ITEM 


ATIBACTIVE ivory-color case, set off by 
a polished brass bezel. Modernistic dial 
and hands; bowed, unbreakable crystal. 30- 
hour movement, temperature-compensated to 
insure reliability. Top alarm shut-off. A 
thoroughly dependable alarm; yet suitable as 


a timepiece anywhere placed. 

Size, 5%” wide, 44%” high. Retails for $1.95. See 
your jobber about this and numerous other fine values 
in clocks and watches by “New Haven.” 


CORDIAL GREETINGS 
to all our good friends at the 
Atlantic City Convention! 







THE NEW HAVEN CLOCK CO., 
NEW HAVEN, CONN. 


OCTOBER 20, 1938 









No. 281 CUP HOOK 





New Appealing 
Designs Move 


Gud Merchandee 


Here's a radical change from the old style 
collar, yet retaining the low cost and other 





advantages of all-metal construction. And 
with the addition of sparkling color combina- 
tions, JUDD No. 281 gives cup hooks the 
beauty modern housewives demand in home 


fixtures. 


This is typical of the many JUDD hardware 
items receiving new sales appeal through "A 
Judd Idea”. 


Every day, more and more alert hardware 
dealers stock JUDD merchandise and insist 


that their jobbers keep them informed on JUDD 


innovations. It pays to take ‘advantage of 
JUDD’s leadership in product design. 


Samples and prices of JUDD Cup Hook No. 281 
sent promptly on request. No obligation. 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM, 87 CHAMBERS ST. 
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7 SEALS DOORS AGAINST 
DRAFTS WHEN CLOSED! 


@ Here's a money-maker for you. 
Sentry Stop-A-Draft is a NEW 
device that automatically blocks 
the gap between floor and closed 
door. 


Your customers will want 
Stop-a-Draft because it answers 
a need in every home. It STOPS 
DRAFTS, CUTS FUEL BILLS, 
GUARDS HEALTH, PRE- 
VENTS CHILLS, REDUCES 
DUST, STOPS DOOR RAT- 
TLES, CHECKS ODORS. Easily 
attached to avy door. Four attrac- 
tive finishes. Made in all wanted 
lengths. Retails —$1.50 and 
$2.00. Your market is limitless. 
Stop-a-Draft sells on sight— 
and one sells several. ‘‘Fastest 
moving houseware item ever 
handled,”’ says Cleveland store.* 
“Sold 48 first day on display, 
without advertising,” writes 
Chicago merchant.* 


Cash in on the fall and winter 
selling seasons. Write for in- 
troductory offer including de- 
scriptive folders, sales helps, 
counter demonstrator, balanced 
order assortment and trade dis- 
count. Write today. 


“Names on request. 
EVERY DOOR EVERYWHERE is a 
PROSPECT 


ole 
Stp-2 Draft 


The Raysteel Specialties, Inc. 
Cleveland, Ohio 


Terminal Tower, 


180 











George Sokolsky 


(Continued from page 89) 


vidual liberty in every possible 
respect. 

The Middle Ages were a period 
of stability. Everybody ate. It 
didn’t make much difference 
what they ate, but they ate— 
black bread, broken bread, 
broken meat. If they were serfs, 
they were tied to the land. If 
they were apprentices, they were 
governed by rules; if they were 
journeymen, they were gov- 
erned by rules; if they were 
merchantmen, they were gov- 
erned by rules. Every man knew 
his place; every man knew his 
rights; every man had his stand- 
ard of living according to his 
station. Life was stabilized. If 
you believed the earth was round, 
you were burnt at the stake. You 
weren’t burnt at the stake be- 
cause you believed the earth was 
round; you were burnt because 
you were interfering with sta- 
bility. The object of the whole 
system was to maintain stability. 
Everybody had some form of 
security. Religion was de- 
termined by the prince. There 
were no newspapers. There was 
no conception of freedom of 
thought, freedom of speech, free- 
dom of action. 

For 5000 years the human race 
never changed the plow until 
about one hundred and ten years 
ago when an American was 
crazy enough to do it—John 
Deere. Nobody had any new 
conceptions. The count of cloth 
was fixed. This town could use 
so many counts; that town could 
use so many. Nobody ever 
thought of changing the counts. 
The amount of silver that went 
into something was fixed by a 
guild; the amount of pewter and 
the character of pewter was fixed 
by a guild. Nobody ever chang- 
ed anything. They never chang- 
ed the shape of a wheel. Then 
all of a sudden men became free, 
and they said, “We will think it 
out.” I want to show how recent 
this thing is. It ought to im- 
press you. After all, it was 1800 
or 1810 when James Watt 
thought of applying the steam 
out of a tea kettle to making 
cloth—only 138 years ago. Pick 
up your almanac and look 
through a list of inventions and 
see how many of them came after 
1850 and how few for 5000 years 
before 1850. What did it was 


that man became free of gov- 
ernment. Government wants 
stability; the individual man 
wants progress. Government 
finds it convenient in all ages 
and all countries and among all 
peoples to find a routine, to de- 
vise a series of regulations, to 
fit things into categories, and to 
say, “This is the way it is.” 
Man breaks that. He wants to 
go off on his own. He never had 
a chance to do it until the 19th 
Century. He was able to do it 
during the 19th Century be- 
cause the American Revolution 
and the French Revolution broke 
the strength and the power of 
government. Medievalism dis- 
appeared and man went off on 
his own. 

The first thing that every 
group of men who fought for hu- 
man liberty did was to restrict 
the power of the government to 
tax the people, because those who 
were close to tyranny knew that 
the power to tax is not only the 
power to destroy, but it is the 
power to regulate; it is the power 
to dominate; it is the power to 
stabilize. In this country we 
put the power to tax in the hands 
of the lowest organ of the Fed- 
eral Government, the House of 
Representatives. It wasn’t an 
accident that those who wrote the 
Constitution did not give the 
President the power to originate 
taxes, did not give this power to 
the Senate, but gave it to the 
House of Representatives. They 
gave it to those who were close 
to themselves. 


Stabilization 


We are coming to the place 
where the Government guar- 
antees security, where the Gov- 
ernment stabilizes production. 
Our tendency is in a direction of 
stabilized agriculture. “This 
much you shall grow; this much 
you shall fallow. This type you 
shall grow. This is what you 
shall sell for and no more.” 
Agriculture then becomes the 
slave of the state. The Wages 
and Hours Bill and the Walsh- 
Healy Bill will do the same thing 
to industry if they succeed. They 
will determine wages and, there- 
fore, prices because the biggest 
factor in the price is the wage. 
They will determine the hours of 
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8” FLOOR SANDER 


Model | hp. motor specially built for 
estate maintenance—painter, carpenter 
and store rental purpose, fool proof— 
all standard parts, same size as profes- | E> 

P FADER 


a sional machines for half the price. 


400 sold this year in New England to Hardware Stores 
for Rental purpose. If you are the keyman in your 
city knowing machinery—you will want to be a jobber 
on our very attractive plan. We have openings in all 
principal cities. Fill in coupon below and get free 
details. It will be a real money making propo- 
sition for you. 


SSS SSB SSBB SSSSSSSS SBT Beene ee eee ew; 


RUGAARD MANUFACTURING CO. 
703 Bay State Bldg,, Lawrence, Mass. 


TELL US MORE ABOUT THE LEADER 
NAME 
FIRM , 
PPD. voc ceecksatsindeocenecas eT CT eT TT Cee Te 


































Now that the Concentinn i is sQor— 
LET’S GET TOGETHER ON THIS JOB, 


—and, Mr. Dealer, it IS partly your job. Your part (if you like profitable 
sales) is helping your trade, with prominent display of Paine Products, to the 
easy, efficient way to do hundreds of anchoring and hanging jobs in home, 
factory, office ... . throughout Industry. 


PAINE LEAD ANCHORS 


Ideal for anchoring any- 
thing in concrete, stone, 
brick, marble, slate and 
all similar solid ma- 
terials. They're made 
of the new mix of 
Paine Lead Alloy (pat- 
ent applied for) 





THIS 1S OUR JOB 


. continuing to back you up with 
the yery best in the field, from stand- 
points of quality, efficiency, service 
and price, 








- maintaining our program of con- 
stant sales support, telling users about 
the thousands of uses for Paine An- 

















a.’ ® 
E: peice pests io choring and Hanger Specialties and 
doubly pull proof an their outstanding advantages. 
with holding strength that’s amazingly superior. Wer : 
: e’re doing our part. How about you, 
’ : = f i 
} They’re easiest to use, and safest—in both fragile Mr. Dealer? 


m materials and tough stuff. 


conor char THE PAINE COMPANY _——\’ 


Main tactory and office: Dept. 48A—2947 Carroll Ave., CHICAGO 













CANS BOLTS Eastern office: 48 Warren Street, NEW YORK 
Also offices in many large cities fo000000000000000 
PERFORATED 


ROMEX STRAP 
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STEEL EXPANSION 
SHELL 
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12 SALES 
To A Carton 





OF =" 

ACME Tack-Point 
CORRUGATED 
FASTENERS 





You can afford to put the compact Acme 
display carton “out in front” on your 
counter. The steady demand and fast 
turnover of Acme Corrugated fasteners 
make it profitable for you to show your 
customers that you sell them. Homeown- 
ers, Carpenters, Cabinet Makers, in fact 
nearly everyone who works with wood can 
use these improved fasteners. 
Acme Tack-Point Corrugated Fasteners 
make strong joints for many kinds of 
wood products: 
SCREENS, FURNITURE, SIGNS, 
FRAMES, BARREL HEADS, etc. 
Mail the coupon to Acme Steel Company 
for a free sample box. There is no obli- 
gation. 

PACKED IN 3 POPULAR SIZES 
¥ex4 — Yox5 — %x5. Fifty fasteners of a 
size to a box — 12 boxes to a display car- 
ton. Acme Corrugated Fasteners are a 
available in: standard cartons of 250, 500 
and 1000 pieces; boxes of 100 pieces, 10 
boxes to a carton; and in 100-lb. kegs. 
If your jobber can’t supply you, write us 
direct. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches & Sales Offices in Principal Cities 


WRITE FOR 4 qi 
FREE SAMPLE BOX \= TERS 
\ 








Acme Steel Company 
2838 Archer Ave., 
Chicago, Iil. 
Gentlemen: 


Send me, without charge, a sample 
box of Acme Tack-Point Corru- 
gated Fasteners. 


Name 
Address 
City . State 

















work and, therefore, likely the 
quota of production. Industry 
becomes stabilized. The statis- 
tician can sit at his desk and say, 
“This year we shall have some 
nuts.” “Next year we shall need 
so many, and we will produce so 
many.” Along comes somebody 
and says, “I have a new process 
that will do this thing in a new 
way and save labor and save 
cost.” 

Do you remember at the be- 
ginning of the depression some 
of these wise men said, “Let 
there be a moratorium on inven- 
tions.” Do you remember how 
that idea immediately appealed 
to the type of bureaucratic and 
professorial mind that governs 
this world today? That idea will 
dominate if we have stability of 
production. Why invent? Why 
change? Why make anything 
new? Why raise the standard of 
living? The attack that is being 
made on advertising, the attacks 
that are being made on the radio, 
the attacks that are being made 
on the press are all part of this 
conception. 

Stop thinking as Republicans, 
Democrats, Communists and So- 
cialists. Think of this problem 
as a struggle between two funda- 
mental human doctrines. One is 
the doctine of stability; the 
other, the doctrine of progress. 
One is the doctrine of govern- 
ment control of human life and 
human activity; the other is the 
doctrine of the greatest amount 
of human freedom that is pos- 
sible without anarchy. One is 
the doctrine that each man shall 
have the right to conceive of the 
world as he sees it and to make 
for the benefit of man as he finds 
he can make. The other is the 
doctrine that government and 
government alone shall control 
the destiny of man, his needs, 
his wants, his desires, his pur- 
poses, his motives, his objec- 
tives. We are living through a 
struggle between these two fun- 
damental conceptions. Men are 
only pawns in that struggle. 
They don’t matter. If every man 
who rules the state today were 
to die, that struggle will still go 
on. If every man who is ap- 
plauded and cheered by a multi- 
tude because he promises se- 
curity and guarantees against 
hunger were to die, there would 
be another man who would make 
the same promise and get the 
same applause. That would be 
true in every country. 


Our problem is to ignore men 
altogether, to think in terms of 
this great struggle—the strug- 
gle that affects us and that will 
affect our children. Are we to 
be free men or are we to be 
slaves of government? Are we 
to tax ourselves out of existence 
in order to make it possible for 
government to give people se- 
curity on a lowering, constantly 
lowering, standard of living? 
Are we to destroy free initiative 
of any kind in order that there 
might be a greater centralization 
of power in government? 

Those are the problems we 
have to face, and we have to face 
them honestly, not from the 
standpoint of the whole human 
race, but from the standpoint of 
each individual. I have labored 
and created. Am I not entitled 
to some of the vintage? Or am 
I laboring and creating so that 
a ruling class might be built 
over me, which will take all of 
the vintage and drive me back 
into serfdom, into the slavery of 
the Middle Ages? 

There is not a nation on earth 
today that doesn’t face that 
problem. 


Rule of Three 


NE-THIRD of all the people. 

rich or poor, want the best 
and will pay for it all the time. 
One-third want the best some of the 
time, and the other one-third want 
the cheapest all of the time. 

All over the earth, in every clime 
for every race, the rule of three holds 
good. It is the eternal triangle that 
unless thoroughly understood, may 
wreck many a dealer’s financial 
home. The sooner you discover it, 
make it work for you instead of 
against you, the sooner you will 
make money. The trouble is that 
the last one-third are always squawk- 
ing and making the retailer feel that 
everybody wants cheap merchandise. 
Such a person makes up in noise 
what he lacks in a willingness to pay 
fair prices for good merchandise. If 
you let that interloper break up your 
happy relations with the other two 
members of your trade family, you 
are heading for trouble. Start keep- 
ing happy the recognized two-thirds 
of your trade that mean a sound. 
profitable business for you. Stock 
quality, display quality, talk quality. 
Try angling the triangle to work for 
you, not against you.—Modern Gro- 


cers Merchandiser. 
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*Hollymade Products” 
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WILSHIRE 








Modern Streamlined Plastic Ehsseves 
Pulls and Knobs Created by Foremost 
Hollywood Designers 


Distinctively fashioned of colorful TENITE and Gleaming 
Chromium, the “HOLLYMADE PULLS” are styled to add 
new life... new sparkle to any home 


“HOLLYMADE PULLS” are made in 3 and 4 inch lengths 
in a wide variety of colors, are priced to sell at 10c and 
15¢ complete. ‘HOLLYMADE KNOBS” sell at 2 for 15c 


Order from your jobber, if he hasn't as yet stocked 
“HOLLYMADE PULLS and KNOBS” you may order from WILSHIRE 
us giving the name of your jobber. . . Prices and samples 

furnished upon request 


PADRE 











[Territories available to manufacturers agents] Many Exclusive Designs Available 


PACIFIC PLASTIC AND VEG. COL, TNS ae 














for QUICKER SALES and GREATER SATISFACTION ... 


Superior quality construction features make these DEMPSTER less power to operate. Pressure tank or over- 












Systems easier to sell .. . and their depen- head tank can be used. Electric motor or 
dable operating efficiency means customer gasoline for power. 
satisfaction that leads to future sales. SHALLOW WELL PUMPS—Wonderfully efficient 


DEEP WELL PUMPS—The most simple, effi- and economically operated for wells and cis- 
cient and economical power head built— terns up to 25 feet deep ... 250 or 350 gallons 
splash lubricated—all parts automatically per hour with 20 gallon galvanized horizontal 
oiled, no oil pumps required—for running tanks (as shown at left) or with 42-, or 120- 
water systems where galvanized vertical tanks. Semi-automatic 
source of water supply Gasoline Engine-driven Water Systems with 
exceeds 25 feet. Requires 42-, 120-, or 315-gallon galvanized tanks. 


DEMPSTER 
PUMPS 


Leaders for 





















GET THE FACTS 


Write now for 
complete infor- 
mation about 
these popular 
Dempster prod- 


ucts. 


force pump 
for wells of 
any depth 
< & i 
nished in 


justable 
stroke. 


DEMPSTER MILL MFG. CO., BEATRICE, NEBR. 


: Omaha, Nebr.; Kansas City, Mo.; Sioux Falls, S. D.; Denver, Colo.; Oklahoma City, 
BRANCHES Okla.: ya § Texas; San Antonio, Texas - 
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IN YOUR 
COMMUNITY 


Yes ANnrTt 


SUPER-OIL 
PORTABLE HEATERS 


Almost every home has its “Arctic 
Circles” — attics, basements, bath- 
rooms, sewing rooms that are chilly 
and uncomfortable. These rooms 
give you an opportunity to make 
extra dollars by selling Ypsilanti 
Super-Oil Portable Heaters. 


These heaters have been sold for thirty 
years. The new models are smart and mod- 
ern in appearance. They give quick, clean, 
healthful heat. There are two sizes — three 
finishes. We back you with “Arctic Circle’ 


advertising helps—free. Write for details. 


UNITED STOVE CO. 





YPSILANTI, MICH. 


Send details about Ypsilanti Super-Oil 


Portable Heaters and your free “Arc- 
tic Circle’ Selling Helps. 

NAME 

ADDRESS 
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A. J. Becker 


(Continued from page 80) 


just what is going on. In order 
that the sales manager may be 
able to check the work of the 
salesman, he must spend a con- 
siderable part of his time travel- 
ing, sometimes with the sales- 
man, sometimes without him. In 
this way he can best determine 
accounts missed that should be 
sold, customers whose purchases 
should be increased, and sore 
spots that should be healed. He 
will have a clearer knowledge of 
the salesman’s habits, his ability, 
how he handles his customers 
and works with them. He will 
see how the salesman shows sam- 
ples, talks up new lines, or 
smooths out difficulties. He can 
correct faults of the salesman, 
help him overcome his weak- 
nesses and, in the case of an im- 
portant specialty, show him the 
proper way to present the item 
to the trade. All these things 
are supplementary to the work 
of the general sales meetings. 
There are also ingenious sales- 
men from whom the sales man- 
ager may learn things that will 
be very helpful to others. 

Potential sales in a territory 
depend largely on the ability of 
the customer to pay for his 
goods. Close cooperation be- 
tween the sales and credit de- 
partments is very helpful to both. 
Many a customer has a fine look- 
ing front but a poor backing and 
there is no profit to the house in 
a lost account, or even in a slow 
one. 

If sales managers of compet- 
ing houses knew each other well 
and were honest and sincere with 
each other they’ would feel free 
to call on one another for just 
such information. It would be 
much easier as a result of these 
consultations to hold cut prices 
in check. 

Briefly then, a sales manager 
can obtain a knowledge of the 
possibilities of his territory by 
studying general business bulle- 
tins, through personal contact 
with the people in his territory 
and by instructing his salesmen 
to be worthy representatives of 
the house, to observe keenly and 
report pertinent facts promptly. 
Also the sales manager should 
spend a considerable part of his 
time traveling, with the result 
that he is in a better position 
to decide the many problems that 


confront him. He will be broad 
ened, will have friends on the 
territory who can help him, and 
by improving the weak spots 
make the territory produce the 
maximum of orders. He will 
have the satisfaction of a job 
well done and the cooperation 
and appreciation of the men 
under him—men whom he has 
trained and directed and who are 
happy and enthusiastic in the 
progress and success of their 
work. 


Trade Marks 


(Continued from page 170) 


able with or without the good 
will of the business. That would 
mean that trade marks may be 
treated as independent pieces of 
property; that they are to be 
uprooted bodily from the pro- 
prietary good will which, as we 
have seen, is the very soil from 
which the trade mark takes such 
vitality as it has. 

We cannot be sure how the bill 
in its present form would work 
out. It would completely upset 
the law and practice which have 
evolved over many decades. Per- 
haps I am over-sensitive because 
my spirit has been bruised, in 
recent years, by the impact of so 
many experimental projects in 
law and economics. Perhaps | 
am too smugly satisfied by my 
own observation, in 30-odd years 
of experience, that legitimate 
trade mark rights, properly 
founded and equitably admin- 
istered, are already securely in- 
contestable in practical fact. 

In any event, I do not hesitate 
to recommend, as earnestly as I 
can, that trade mark proprietors 
keep careful watch upon the Lan- 
ham Bill and all similar bills. 
They should be studied with ex- 
treme care, in the light of all 
arguments pro and con. No one 
wishes to halt any advance to- 
ward better trade mark protec- 
tion. But everyone may wisely 
inquire what proposals assure 
meritorious progress, and what 
proposals threaten danger or 
retrogression. We _ should find 
and applaud the good things in 
proposed new legislation. But 
we should be perpetually on 
guard against unnecessary and 
dubious experimentation. 
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HEADS or TAILS 
CORBIN SCREWS 


WIN! 


(wom Wood Screws are perfect screws 
from head to point — uniformly sharp 
hreaded, clean pointed and correctly headed. 
Whatever the need, there is a CORBIN 
SCREW for the job— Machine Screws and 
Nuts, Cap and Set Screws, Stove Bolts, Semi- 
finished Nuts, Chain and Escutcheon Pins. 


A Corbin Screw 
Drives Straight and True! 
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THE AMERICAN HARDWARE CORP., SUCCESSOR 


NEW BRITAIN, CONNECTICUT 
WESTERN FACTORY. DAYTON, OHIO 








incorrect addresses and duplications. 


ADDRESSIN 





Win holiday trade with 
colorful Carlton displays. 
Carlton Cake Savers are 
different . . . finished in 
bright attractive colors 
with genuine hand 
painted decorations. 
Other superior features 
are patented air- and 
dust-tight edge seal 
which keeps foods clean 
and moist — and one- 
piece locking handle for 
convenient carrying. Big 
sales are ahead. 


Order of your jobber. 


THE 
CARROLLTON METAL 
PRODUCTS COMPANY 

Carrollton, Ohio 
































*WE YOU SELL BY 


We address and mail- your sales promotion material to Hardware Jobbers and Hardware Retailers, 

whose names and addresses are right up to the minute in correctness. 
Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 
Also we save you considerable sums for postage and promotion material by eliminating dead names, 


Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 


* CATALOGS - BROADSIDES - CIRCULARS - LETTERS 












Sentinel Radio Corporation 


OCTOBER 20, 1938 


A COMPLETE LINE-SENSIBLY PRICED! 


~Nentinele, 


QUALITY RADIO SINCE 
- Dept. HW - 








1920 


2222 Diversey Pkwy., Chicago 





185 





















































% This handy punch 
and chisel set makes 
friends quickly, and 
keeps them perma- 
nently. 











It consists of two sizes 
of chisels, two sizes of 
solid punches, and cen- 
\\ ter punch—metal band 
container. 


It's an all purpose set, 
made of fine, special 
analysis tool steel, 
forged and tempered. 
Sells readily and 
serves so well it brings 
your customers back 
a‘buying. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, Ohio 
. 
QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHER 
TOOLS 
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Paul Mulliken 


(Continued from page 76-P) 


here she can shop. She demands 
clean, attractive and _ inviting 
modern merchandise service sta- 
tions, and will go where she can 
find them 

Wholesalers should make avail- 
able to their customers whatever 
forms of merchandising and ad- 
vertising assistance may be re- 
quired to place the dealers on the 
proper competitive basis. In our 
own company, we have found it 
necessary to design and produce 
a line of modern store equipment 
which is offered to the trade on a 
service basis. We have equipped 
ourselves to perform all the 
necessary services from the plan- 
ning of the store through the 
supplying and installation of 
equipment to the effective mer- 
chandising of the stock. Our en- 
gineers are qualified to super- 
vise the remodeling of the old 
equipment, where this may be 
the more practical plan. 

Merely offering the right kind 
of merchandise at the right price 
is not sufficient, for the public 
must be told of the values that 
may be found in the stores. It is 
not possible, economically, for an 
individual retailer to design, de- 
velop and produce effective ad- 
vertising media and, unless as- 
sistance is to be had from his 
supplier, the majority of dealers 
will either do no promotional 
work at all or limit this activity 
to the promotion of franchise 
items on which they do receive 
help from the manufacturer. 

We have found it most helpful 
in assisting the retailer to sell, 
through making available six 
major merchandising events 
throughout the year. Our service 
includes the supplying of con- 
sumer circulars, or broadsides, 
together with necessary materials 
to build attractive window dis- 
plays and store interiors. The 
materials supplied are compara- 
ble to those used by competing 
retail agencies. 

The third form of competition 
referred to is the cost of doing 
business. During the past cen- 
tury, many needless costs have 
undoubtedly crept into our sys- 
terhs which mass operators have 
found it possible to eliminate. 
These may be partially due to 
the demands of the retailers but 
also partially due to the desires 
of one to outdo the other fellow. 


If we admit that the consumer 
is the boss of all business and 
that we are obligated to him to 
perform the functions of distri- 
bution in the most economical 
manner, then we will consider it 
a duty to continuously study our 
own operations so that we may 
reduce our costs and thus lower 
the cost of distribution through 
our own channels. 

In rendering these newer 
forms of service to the trade, we 
must continuously maintain an 
attitude of helpfulness. Through 
observation and study, we should 
try to find out what the more 
successful operators are doing 
and then adopt those methods 
which seem practical, making 
such application as may be neces- 
sary to produce the desired re- 
sults. Our efforts should be en- 
tirely in the direction of extend- 
ing a helping hand by giving him 
at extremely low cost what he 
needs to parallel the modern sell- 
ing methods of the chain and 
syndicate stores. 

Finally, to condense all that I 
may have said in answer to the 
programmed question, the whole- 
saler should make available to 
the retailer all of those services 
which economically and effec- 
tively assist the retailer in sell- 
ing a larger volume of merchan- 
dise to a greater number of 
people against today’s keen com- 
petition. 


Band Concerts 


Whenever a band concert is 
held in the home town served by 
an aggressive Kansas hardware 
dealer, you will find his delivery 
truck on the spot early and 
parked near the main entrance to 
the grounds. The advertising 
painted on the truck serves to 
remind the folks to patronize his 
store. He also passes out small 
cards listing one special he will 
offer at an attractive price on the 
following week. “Many farm 
folks also attend these band con- 
certs,” says the dealer, “and I try 
to make the specials of particular 
interest to them. There is no ob- 
jection from the management as 
long as I work outside the grounds 
and the idea has been a big factor 
in helping to increase my busi- 
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finest every way-HORTON 


HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 
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PROTECTION 1 clays 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of seiling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000.000 CONSUMER 


DEMAN 1) completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
.. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 





















ROGEarsS 
Gloucester, Mass. 






















BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 








World's Vaz 
te aughand 
Can Opener Sarety Rout 


DE LUXE 
Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use) 





You'll find quick profits in Vaughan’s Nationally Known 
Line of Can Openers. No. 330—a real, leader is the finest 
popular priced STATIONARY Can Opener known. Modern, 
streamline design. Built to last a lifetime. OPENS ANY 
SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 
OF PARTS. Quick action disc cutter. Simplest to oper- 
ate ... sells itself on display. 


Uaughany 
SAFETY ROLL Je. 

TRACE SK 
Check your stock on this great seller. 
Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


World's Largest Manufacturer of Can Openers 
3211-25 Carroll Ave. Chicago, Ill., U. S. A. 
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3 NEW PRODUCTS 


In keeping with our time-honored cus- 
tom of making NORCROSS the most 
complete, most salable line of Garden 
and Lawn Tools, we are pleased to pre- 
sent 3 new items for the 1939 season: 








A real contribution to home gardening . 

nothing else like it on the market. Simple, yet 
efficient . . never fails. Easy-penetrating one- 
piece thin blade, drop forged of high carbon 


steel. White ash handle, wax finished. Length 
45 in. Lots of “eye appeal”’. 
NORCROSS 


V-Point Weeder 


Superior to any on the market... 
better balanced . . . sharper cut- 
ting edge . . . penetrates more 
easily; polished !-piece high car- 
bon steel blade . . . long shank 


. « « reinforced back . . . better 

appearance. 

40N. Long Handle ‘‘Norcross"’ 
Quality (Left). 

25N. Short Handle ‘‘Norcross"’ 





Quality (Right) in attractive 
counter display carton. 





These 3 new items will be hot sellers next 
Spring. Write for circular and name of 
nearest wholesaler. 


Cc. 8S. NORCROSS & SONS 
| Bushnell, Ilinois, U.S.A. 


; Sold only through 
: INDEPENDENT Channels 












Quality Garden Tools 
Since 1891 


How's the Hardware Business ? 


(Continued from page 98) 


crease over the estimate made a 
month ago. The revised crop pros- 
pect further complicated a surplus 
cotton situation, which has depressed 
prices and caused growing dissatis- 
faction among cotton farmers, who 
are demanding higher government 
loans on their crop. The forecast 
indicated an all-time record supply 
of more than 25,000,000 bales of cot- 
ton this fall, including 13,000,000 
bales carryover from last year’s rec- 
ord crop. The increase during Sep- 
tember was due to generally favor- 
able picking conditions over the 
entire cotton belt, raising the esti- 
mated yield per acre to a near rec- 
ord of 221.1 pounds. The market 
this month has been less hard hit 
than expected. 


Grain Crops — Late weather 
has been very favorable to corn, with 
warm days and good drying condi 
tions, plus the fact that frosts held 
off. Government estimates of the 
1938 crop were raised October 1, in 
dicating a total yield of 2,459,000.- 
000 bushels, about 7 per cent under 
last year’s. The ten-year average, 
1927 to 1936, was 2,306,000,000. 
Stocks of corn on the farms Octo- 
ber 1 was estimated at 352,000,000 
bushels, or 15 per cent of the pre- 
vious year’s crop, much more than 
usual, but vigorous marketings since 
have reduced old stocks materially. 
The government loan rate to grow- 
ers will probably be 61 cents a 
bushel, the maximum permitted un- 
der the crop control law. 


STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIRCULATION, ETC 
REQUIRED BY THE ACTS OF CONGRESS OF AUGUST 24, 1912, 
AND MARCH 3, 1933 


Of HARDWARE AGE, published bi- 
weekly at Philadelphia, Pa., for 
October 1, 1938. 

State of New York, County of New 
York, ss. 


Before me, a Notary Public in and 
for the State and county aforesaid, 
personally appeared George H. Grif- 
fiths, who, having been duly sworn 
according to law, deposes and says 
that he is the Business Manager of the 
HARDWARE AGE and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true statement of the 
ownership, management (and if a daily 
paper, the circulation), etc., of the 
aforesaid publication for the date 
shown in the above caption, required 
by the Act of August 24, 1912, as 
amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws 
and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: Publisher, 
Chilton Company, Inc., 239 W. 39th 
Street, New York, N. Y.; Editor, Chas. 
J. Heale, 239 W. 39th Street, New 
York, N. Y.; Managing Editor, none; 
Business Manager, George H. Griffiths, 
239 W. 39th Street, New York, N. Y. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of 
stockholders owning or holding one per 
cent or more of total amount of stock. 
If not owned by a corporation, the 
names and addresses of the individual 
owners must be given. If owned by a 
firm, company, or other unincorporat- 
ed concern, its name and address, as 
well as those of each individual mem- 
ber, must be given.) 

Chilton Company, Inc.: C. A. Mus- 
selman, 260 Sycamore Ave., Merion 
Station, Pa.; F. J. Frank, Laontaka 
Way, Madison, N. J.; F. C. Stevens, 
325 West tnd | Av ve., New York, 
N. Y.; J. S. Hildreth, 429 Owen Road, 
Wynnewood, Pa.; G. H. Griffiths, 165 
Montclair Ave., Montclair, N. J.; E. B 
Terhune, 160 E. 48th St., New York, 
N. Y.; John Blair Moffett, 1608 Walnut 
Street, Philadelphia, Pa.; Wm. A. Bar- 
ber, 185 Summit Lane, Bala-Cynwyd, 
Pa.' C. S. Baur, 76-77 Austin Street, 
Forest Hills, N. Y.; J. H. Van Deven- 
ter, 12 Phillipse Place, Yonkers, N. Y.; 
P. M. Fahrendorf, 19 Tunstall Rd., 
Scarsdale, N. Y.; Dorothy S. Johnson, 
1327 N. Greenway Drive, Coral Gables, 
Fla.; Anne E, Tomlinson, c/o Bankers 
Trust Company, P. O. Box 492, Grand 
Central Annex, New York, N. Y.; 
Ethel G. Breen Trustee u/w of 


Charles W. Anderson, 51 East 42nd 
Street, New York, N. Y.—Benefi- 
ciaries: Robert C. Anderson, Percival 
E. Anderson, Charles W. ‘Anderson, 
Jr., Annie L. Clark; John Blair Mof- 
fett, 1608 Walnut Street, Philadelphia, 

Pa.—Agent for J. Howard Pew, J. N. 
Pew, Jr., Mabel P. Myrin, Mary Ethel 
Pew: Elizabeth J. Bailey and Ellwood 
B. Chapman, Trustees Estate of James 
Artman, Deceased, 930 Real Estate 
Trust Building, Philadelphia, Pa.— 
Beneficiaries: Franklin Artman, Vera 
Watters, Alvin C. Artman, Elizabeth 
J. Artman, Marion A. Pratt, George H. 
Pratt, by ‘assignment, Edwin Moll, by 
assignment; Bankers Trust Co. and 
Wilfred T. Pratt as Trustees u/w of 
Eugene Sly F.B.O. Beulah B. Sly, P. O. 
aa at City Hall Station, New York, 

3. “That the known bondholders, 
mortgagees, and other security hold- 
ers owning or holding 1 per cent or 
more of total amount of bonds, mort- 
gages, or other securities are: (If 
there are none, so state.) None. 

4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as they 
appear upon the books of the company 
but also, in cases where the stock- 
holder or security holder appears upon 
the books of the company as trustee 
or in any other fiduciary relation, the 
name of the person or corporation for 
whom such trustee is acting, is given; 
also that the said two paragraphs con- 
tain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which 
stockholders and security holders who 
do not appear upon the books of the 
company as trustees, hold stock and 
securities in a capacity other than that 
of a bona fide owner; and this affiant 
has no reason to believe that — other 
person, association, or corporation has 
any interest direct or indirect in the 
said stock, bonds, or other securities 
than as so stated by him. 

5. That the average number of 
copies of each issue of this publication 
sold or distributed, through the mails 
or otherwise, to paid subscribers dur- 
ing the twelve months preceding the 
date shown above is............. (This 
information is required from daily pub- 
lications only.) 

GEO. H. GRIFFITHS, 
Business Manager 


Sworn to and subscribed before me 
this 29th day of September, 1938. 


Wm. A. Maas. 
My commission expires March 30, 1940 
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NEW! 


RICH LADDER 


CATALOG 


Get your copy! Presents the 
complete line of RICH, profit 
making ladders and wooden- 
ware specialties including Step 
Ladders, Fruit Pickers’ Ladders, 
Platform Ladders, Sectional Lad- 
ders, Extension Ladders, Win- 
dow Cleaners’ Ladders, Paper 
Hangers'-Decorators’' Rodded 
Ladders, etc., Ironing Tables, 
Step Stools, Kiddie Gates, 
Clothes Props, etc. 


Prompt shipments. 
jobber or write. 


THE RICH LADDER 


and MFG. COMPANY 
1028 Depot St., Cincinnati, O. 


Ask your 





















= MORE DOLLAR PROFIT 
PER CUSTOMER 


WITH UNIVERSAL STEEL FIXTURES 








| UNIVERSAL ALL-STEEL FIXTURES are designed for one purpose 


only—to display hardware correctly, thereby helping the hardware mer- 
chant sell more. UNIVERSAL FIXTURES say to your customer 
“stop and look’. They are graceful and flexible, built to last. They 
are finished in baked enamel, in attractive colors and will stay bright 
and clean. 
® 

UNIVERSAL THREE DECK 
TABLES display the greatest 
amount of merchandise per 
square foot of floor space. 


UNIVERSAL WALL SEC- 
TIONS are made for clear vision, 
with no pilasters or dividers be- 
tween sections. Your customer 
has an unobstructed view of your 
entire side wall. 


* 
UNIVERSAL EQUIPMENT in- 
cludes everything for the com- 
plete outfittting of the retail 
rdware stere. 


e THIS MODERN UNIVERSAL STEEL EQUIPPED 
FREE CATALOG-FREE ADVICE STORE displays goods correctly 
one te te, ee A recent UNIVERSAL installation for 


seeeniion, “with eaiog “ts ~~ HILLSBORO HARDWARE CO. 

your floor plan, UNIVERSAL WILMINGTON, OHIO 

will make free store lay-out plan 

and return to you with cost esti- 

mate. UNIVERSAL sells every- Write for catalog or information 
UNIVERSAL EQUIPMENT CO. 

Expert field men available to tn. 3500 ARTHINGTON ST. 

a § fixtures and place your CHICAGO, ILL. 





single piece of glass to an en- 


thing for your store from a 
tire store. Information and ad- 














Type 2001 
The “Triplex” 


CHICAGO 











Fifty Years of Progress 
~( CHICAGO) — 


SPRING HINGES 


Spring Hinges of Quality 


For more than fifty years 
the Chicago Spring Hinge 
Company has specialized in 
the manufacture of spring 
hinges and has endeavored 
to also give superior service 
to Hardware Dealers. 


During this more than 
half a century the spirit of 
progress has prevailed with- 
in our organization and we 
have developed many new 
types of spring hinges and 
improved others to meet 
modern requirements. 


We will welcome an opportunity to serve you. 


Chicago Spring Hinge Compans. 


NEW YORK 
U. S. A. 
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Thousands of Finest Restaurants Use It 


—makes the same delicious coffee 





Only CORY gives 
all these features. 
— Sold complete. No 
extras to buy. 

@ ‘‘Fast-Flo”’ Filter. 
@ 2-Heat Electric Units 


available in the home 


You'll find you can make coffee easier and 
quicker with the CORY. Just one thing to 
remember—use your favorite brand of coffee, 
but have it finely ground. The CORY ‘Fast- 


Flo” Filter limits contact of water and coffee (Hi-Low) 

to 3 minutes. The speed means more than min- @ Patented Funnel 

utes saved. You extract only the natural, mel- Holder. D 

low coffee flavor without bitterness caused e Zonet ecanter 

poms | = poe. No metal touches CORY- = 
, by CORNING. 

Complete catalog gladly mailed on sequest. e jo mag Platinum 


@ Bakelite Coffee Mea- 


sure, 
@ NO METAL touches 
the coffee. 


GLASS COFFEE BREWER CORP. 


325 North Wells Street Chicago, Illinois 
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Say These Words 


and Make a Sale: 


“It’s rustproof 
throughout” 


Selling a Lufkin product has 
always been easy—but sell- 
ing the new Lufkin Wizard 
Junior, All Stainless Tape- 
Rule is about the simplest 
thing you ever did. 


If a customer wants a tape- 
rule that won't rust or cor- 
rode, show him this new 
Lufkin and say “It's rust- 
proof throughout.” Both blade 
and case are made of gen- 
uine stainless steel. It's ideal 
for use in damp places, 
around salt water, and for 
general use anywhere. 


OF A/N 


SAGINAW, MICHIGAN New York Cit 


TAPES - RULES PRECISION TOOLS 
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The National Association 
of Credit Men 


(Continued from page 120) 


ness even of moderate size should 
have one of these booklets, and 
they should be handed not only to 
customers but to employees. If 
you know all about an institution, 
the more you will think about it 
and the more you think about it. 
the more you will be interested. 
Many a time in my journalistic 
career I have asked well-known 
concerns to tell me about their 
husiness, give me definite facts. 
with dates, etc., and I have found 
in some cases that even the owners 
and head men don’t know, and 
have no definite information. This 
is often true when facts are needed 
quickly for obituary notices. 

One of the most interesting pam- 
phlets supplied me by the Associa- 
tion is called “The Biggest Chapter 
in Business History,” and gives an 
outline of the accomplishments of 
the association from 1896 to 1936. 
I quote from this booklet as fol- 


lows: 


What It Does 


“The National Association of 
Credit Men, by reason of its struc- 
ture, local and national, has been en- 
abled to render conspicuous service 
to commerce and industry. No year 
since its founding has failed to pro- 
duce at least one big accomplishment 
that shines forth in the history of 
American business, serving toward 
increased business safety, increased 
profits and expanding the accumula- 
tion of wealth. 

Wuat Ir Is: The National Asso- 
ciation of Credit Men is the profes- 
sional and service organization of 
the commercial and financial credit 
interest of the United States. 

It is a non-profit, cooperative cor- 
poration founded in 1896, owned and 
controlled by its membership which 
is made up of producers, manufac- 
turers, wholesalers, financial institu- 
tions and other firms in the commer- 
cial field. It is managed by a trained 
personnel, nationally and locally. 

Membership is composed of ap- 
proximately 20,000 firms, locally 
organized into 120 affiliated units in 
the major distributing centers of the 
country. These local credit associa- 
tions are coordinated and correlated 
to make up the national system 
known as the National Association 
of Credit Men. 


How It Guarps THE NAtion’s 
PRoFITs: 

Association Activities:—Legisla- 
tion—The correction, modification 
or enactment of pertinent laws has 
been one of the continuing pur- 
poses of this Association. Its effec- 
tiveness is evident by its success in 
having been largely instrumental in 
the passage of uniform Bulk Sales 
laws in nearly all states; in having 
taken an active part in the passage 
of the Bankruptcy Act of 1898, and 
subsequent amendments; in actively 
participating in the passage of the 
Federal Reserve Act of 1913; and in 
securing adoption of the fictitious 
name laws. These are only a few 
examples of the Association’s ac- 
complishments in the legislative 
field. 

Education—One of the primary 
responsibilities of the Association 
has been to encourage training for 
credit management and to thereby 
instructively inform business on 
sound credit practices and princi- 
ples. To this end, the National Insti- 
tute of Credit, with an extensive 
curriculum, functions both by cor- 
respondence and through many local 
chapters. 

Credit Standards and Ethics— 
Since its inception, the Association 
has promoted and advanced high 
standards for commercial credit 
practice and continues to maintain 
and promote a definite platform of 
business ethics. 

Public Relations—The general 
credit education of the public has 
also been fostered by the Associa- 
tion. It contacts all daily newspapers 
with a circulation of 10,000 or over 
and supplies educational informa- 
tion on credit matters to ninety 
trade papers and business publica- 
tions. Annual “reader impression” 
is conservatively estimated at 1,500,- 
000,000. 

Publications—Credit and Finan- 
cial Management, the official publi- 
cation of the Association, has 
country-wide circulation, acts as a 
clearing house for successful credit 
methods, and includes pertinent 
articles on credit and financial mat- 
ters, business reports and analyses. 


Another pamphlet is called 
“Guarding the Nation’s Profits.” 
Here is an extract from it: 


This Credit Age—America’s bus- 
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Each of these 7225 dots 
represents 4211 homes 3 


reached by a 


Gottschalk 
Sa Advertising... 


a 30,721,000 audience 





Many hardware deal- 
ers are finding it highly 
profitable to carry in 
stock the heavier grades 


ON'S 


of Superior hexagonal 
netting — Fox Pen Net- 








pur- 
ffec- Gottschalk’s Metal Sponges are consistently ohetined in 
. the leading national women’s magazines . . . Ladies’ Home . 
beg Journal ... Woman's Home Companion . .. Good Housekeeping ting. It costs no more 
1 in . American Weekly ... Household Magazine ...and True f " h hi h i 
ales Story . . . with a total circulation of 18,981,000 .. . more or Wrig t ign qua ity. 
ving than 75% of the country’s total number of homes. 
a In addition, leading radio stations from coast to coast All wire made from 
ge 
d broadcast the merits of Gottschalk’s Metal Sponge to a ; 
or potential audience of 11,740,000. A vast majority of your copper bearing steel 
vely customers are in one or both of these groups. f 
the _ : 
y™ You Profit Most When You Carry the no tence steel more 
an Complete Gottschalk Line lasting. 
ew 
ac- The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
tive hard scouring, Kitchen Jewel with the 


handy knob, and Hand-L-Mop with the 


= | “Gottschaiks GF WRIGHT wreca 
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on METAL SPONGE 4 
ici- IWORCESTER=#: MASS. 
. METAL SPONGE SALES CORP. 
sti ~ Philadelphia, Pa. . 
ive reer = Ts on 
Or- oa Snap ey Giga is 
cal | Better . » » Note these 
| s s 
i | Retail Prices... 
; | 
ion Disc Sander, 8!/2” $5.00 
igh Drill Press, 15” high 
dit Jig ‘Saw, 10” ——- 
se | Bei’ Sander a” 
of | GUMS ceccccess 
Lathe, 8” Swing, 30” be- 
| tween centers... 9.50 
| Band Saw, 10”... .18.00 
ral Bench Saw, 6” blade 
<i Bench Saw, 8” blade 
2a- § = é< =F eee 2) ee eee eel ll ON ltt ee ee eee eeee 
Ts Prices west of 
er | Rockies slightly 
e | . ae “i higher. 
| Arcade Craft Toois give 
- the home craftsman 
ty greater values than was 
| ever thought possible. 
‘a- | Designed and engineered 
” right. Quality built for 
n long service and accurate workmanship. Priced 
2. to demand attention. Write now for FREE 
' CATALOG illustrating this complete, quick-sell- 
ing line of Bench Tools, Model Makers and Ac- 
. cessories. Order from your jobber. 
lie ARCADE MFG. CO. 
- 1201 Shawnee St., Freeport, Ill. 
2p Our extensive line of ready to nail Horse, Mule, 
a rao th and Bronco shoes is growing in popularity. They 
. ; fit the average horse without alteration—per- 
it Bee feetly balanced and shaped. No turning heels or 
ie welding caiks. Nail holes are clean, correctly 
nt * tapered, ard spaced. Tough, strong, long wearing. 
t ey — Write for information. — 
s. 
d 
| 
: | HARDWARE & TOOLS 
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Only SG 
WIREGRIp 


BELT HOOKS 


have the blue aligning cards that 
prevent hook waste—less from 
handling, loss of shert card ends 


Those Who Sell Belt Hooks appre 
clate the new WIREGRIP method of card 
ing, for it not only protects fingers from 
the sharp points, but also prevents hooke 
from coming off cards, prevents them from 
flattening down even when roughly haudied 
Every card remains saleable. 

Those Who Use Belt Hooks prefer 
WIREGRIP HOOKS because they are 
safely handled, and because the blue card 
holds hooks, even the shortest ends, in 
perfect alignment. Every hook is used—ano 
card en! waste. Lacers are more easily 
loaded as hooks are certain to be accu 





rately positioned to fit the lacer. 
ARMSTRONG-BRAY offers the only com 
plete line with both types of belt lacing— | 
WIREGRIP Belt Hooks and STEELGRIV 
Flexible Belt Lacing (that goes ou with » | 
hammer): also Lacers, both 
vise and bench types, and 
couplings and fasteners for 
round belting. 

Write tor catalog stevts 


ARMSTRONG - BRAY 
& CO 


“The Belt Lacing 
People” 









304 Loomis Ave., 
CHICAGO, U.S.A. 








OUR POLICY 
ALL THE TIME 


is to manufacture and sell 


THE HIGHEST QUALITY 


PAINTS 
VARNISHES 
ENAMELS 


at the lowest possible prices 


Write now for new price list and 
further information. 


THE PASSONNO-HUTCHEON CO. 
Cleveland, Ohio Boston, Mass. 
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iness is transacted on credit. For 
each monetary dollar, fully ten 
credit dollars are exchanged. It is 
essential that the credit dollar be 
safe and sound. 

Credit molds _ receivables. For 
forty years the National Association 
of Credit Men has assumed the 
guardianship of our commercial re- 
ceivables, and, thereby, the protec- 
tion of profits. It is the second 
largest business organization in the 
United States. Its membership num- 
bers 20,000 wholesalers. manufac- 
turers, and bankers. 

Since credit will always be the 
dynamo that supplies the current to 
business, the Association in _ its 
forty-first year is redoubling its ef- 
forts in supervising the development 
of that dynamo to meet the needs 
of business expansion today—and 
tomorrow. 


A page from “Credit and Finan- 
cial Management” for July, 1937. 
gives an article called “A Round- 
Table on Fraud Prevention” from 
which I give you the followine 
facts: 


Question: What have been the 
net results of the activities of the 
Fraud Prevention Department since 
its inception on June 1, 1925? 

Answer: It has accounted for 1608 
convictions of violators of the var 
ious Federal and State laws cover- 
ing commercial fraud. It has been 
instrumental in recoveries for estates 
in an amount estimated at $2,000.- 
000. 

Question: What are the fields of 
business in which the greatest ac- 
tivity of commercial cheats appears? 

Answer: The _ individual with 
criminal intent does not select any 
particular line of business in which 
to carry out his schemes, but un- 
questionably he does give consider- 
able consideration With respect to 
the type of merchandise in which 
there is an existing market. The 
records of the Fraud Prevention De- 
partment over a period of years 
show that more cases were handled 
covering the textile industry than in 
any other single line. General mer- 
chandise rackets follow very closely 
and, in turn, food products, shoes 
and furniture are well up in the 
running. 

Here are the names of the other 
interesting pamphlets I read. in 
which you may be interested: 


“Legislative Handbook Of The 
National Association Of Credit 
Men.” 

“Forging Forward By Training 
In Credit,” a pamphlet on the train- 











A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
lt gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 


One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
tn slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
tence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
hands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 


















FOR EVERY 
PURPOSE 










For112 
years this 
oe Page has 
een the guide to 

the best in axes. —— 

Collins Axes have what 
it takes to make satisfied 
customers and profitable 


sales for you. Ranking 





first, with Balance—Tem- 
MICHIGAN 
SINGLE BIT 


per—Steel—Straight Eye, 
Collins Axes “cut longer 
between sharpenings.” 

In addition to an axe 


for every purpose, the 





Collins line is complete 
with mattocks, hatchets, 
bush hooks, hoes. 

If your jobber can’t 
supply you, write us. 


The Collins Company, DAYTON 


SINGLE 
BIT, BEVELED 





Collinsville, Conn. 
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Real Quality Miniature Tools 
Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
crackel steel body, handles 4” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. A double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog. sheets, 
mailing and counter circulars and dis- 


DRILL AND 
Mes GRINDER SET 


Every SpeedWay Grime: 
sold builds repeating 
accessories business 


SPEEDWAY MF6. CO. 
1836 8. 52nd Ave., 
Cicero, IMinols. 








SHERMAN 
WROUGHT BRASS 
HOSE CLAMPS 


i 
Clamp Hose to Stay Clamped 


World’s standard for over 40 years. 
Made of heavy wrought brass—per- 
manently rustproof clear through. 
Quickly applied — grip securely — 
hold everlastingly. Can be used re- 
peatedly—many times. Always prof- 
itable sellers. 


Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 
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ing of credit men. Very interesting 
and important. 

“Try And Get Me,” the story of 
heading off credit rackets. The main 
object is prevention. 

“Two Years And Six Months,” by 
E. B. Moran, Manager Central Divi- 
sion National Association of Credit 
Men, a news story presented as a 
possible answer to the question 
“Why prosecute business crooks?” 

“A Quarter Billion Dollar Racket” 
by J. F. O’Keefe, secretary of the 
Chicago Association of Credit Men, 
giving outlines of racketeering sys- 
tems, what to look out for, etc. 

“N.A.C.M. Cannons,” 16 canons 


of business ethics. Suggestions for ; 


the rules to be followed by intelli- 
gent, honest, business men, 

“The Business G-Man Gets His 
Man!” by Edwin Laird Cady, a re- 
print of an article which appeared 
in Forbes Magazine for December 1, 
1937, about how the business racket- 
eers are systematically followed up 
and finally brought to justice. 

“What Happens Behind The 
Scenes,” the story of a number of 
credit investigations, with a thorough 
analysis of credit and collection 
troubles, with case histories and 
charts. 

“Credit Interchange Service,” put 
out by the National Association of 
Credit Men, a service for subscribers 
to the Association. Everything out- 
lined, nothing left to guesswork. 

If you are interested in reading 
any of the above pamphlets, if you 
will write the National Association 
of Credit Men at 1 Park Ave., New 
York City, I believe they will be 


| glad to send you what you want 


without charge. 

Next article Mr. Scully’s story 
of Fraud Prevention and Punish- 
ment—(Nov. 3, 1938). 


Cement Floor Patch 


“Florsmooth” is used for patching 
concrete and cement floors. It is in 
powder form. When water is added it 
makes a stiff mixture which is troweled 
on. In several hours it dries a cement 
color. The Montgomery Products Co., 
Dayton, Ohio. 


Mop Circular 
J. A. Meinhardt & Co., 3559 S. Mor- 


| gan St., Chicago, Ill., has prepared..am 


attractive eight-page circular onathe dif- 
ferent mops it manufactures. Attached 


| to the circular are strands of the dif- 


ferent types of mops the company 
makes and below each strand is a com- 
plete description. 
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GLASS CUTTER 


EEEEERERR ORE 


Ay the Exnarts 


It pays to push Red 
Devil Glass Cutters 
They rate high as 
sellers in all seasons 


—at good profit 


The sure 


precision made 


cutting 


alioy steel wheel 
{ ape ri 

ed users and 
amoteurs alike 
It ALL in the 


The unique Easel 
Counter Display 


attract attention— 


and buyers 


IRVINGTON, N. J. 


HIE 
o/ 
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BAS IDJE FE 


TOOL OF 100! USES 











‘ ? ry 
For small stock in- Grinds 
vestment and quick Drilis 

. Polishes 
turnover, nothing com- Engraves 

P a] » Sharpens 
pares with the neg 
Hundee and its Cleans 
200 profitable — 
accessories, » Saws 
Menthly adver- * 


tising in more 
than 50 maga- 
zines sends 
buyers to you 
for demonstration. 


FREE Demonstrator Outfit 


Kequires only 2 sq. ft. of counter space Any pros- 
pect who tries the Handee on metals, alloys, resius, 
wood, ete., wants one. 
Standard Model 
Nationally advertised at $10.75 with 3 accessories 
De Luxe Model 


Nationally advertised at $18.50 with 6 accessories 


New—Router and Shaper 
Converts a De Luxe Handee into an easy-to-handle 
Router and Shaper to inlay, rout, carve, make mold 
ing cuts to 100th of an inch accuracy Nationally 
advertised at $12.50 


Accessory Display Case 


Year - around profit maket 
Glass top case contains 80 
of livest varieties of sales 
tested acceasories.3 of, euch 
item ¢ 





Send for data on Sp *- 
cial Deal including 
Accessory Case and 
Free Demonstrator 
Set. 


CHICAGO WHEEL & MFG. CO. 
4101 W. Morroe St., Dept. EE, Chicago, It. 














FOOL 
PROOF! 


The PATENT 
CUTTER 


can't slip 






on this 


WRIGHT 
EXPANSIVE BIT 


This famous, fast-selling bit has a cross feed 
interlocking screw which prevents the cutter from 
slipping or creeping and makes possible ex- 
tremely accurate adjustments. Cutter has uni- 
form edge its entire length—insures clean, easy 
and accurate boring. Small size bores from %” 
te 1%”; large size from %” to 3”. Made in 
both hand and machine patterns. You will find 
Wright Expansive Bits a profitable line to handle! 


it hie fo 
M/E coNVALCO. Commend 


Connecticut Valley Wi, Co 





1874 
BRE’ (RERER 


CEVTERBROOA 
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HARDWARE TRADE 


ontests OF INTEREST TO THE 


GENERAL ELECTRIC CO., 
Bridgeport, Conn.—$400 in prizes 
for the best window displays of 
G. E. Home Laundry Equipment. 
Contest started Sept. 15 and runs 
through Nov. 26. Windows must use 
G.E. “Sell-Shock” displays. Awards, 
first, $100; second, $75; third, $50; 
fourth to eighth, inclusive, $25 each 
and ninth to thirteenth, $10 each. If 
displays are used during National 
Washer and Ironer Week, Oct. 23-29, 
and are judged among the winners, 
the amounts of awards will be 
doubled by the sponsors. Address 
General Electric Co., Appliance and 
Merchandise Department, 1285 Bos- 
ton Ave., Bridgeport, Conn. 


LOVELL MFG. CO., Erie, Pa., 
$309:in prizes for the best window 
displays of all “Lovell’-equipped 
washers during National Washer and 
lroner Week, Oct. 23-29. First prize, 
$100: second prize, $50; third prize, 
$35; three fourth prizes of $25 each 
and five fifth prizes of $10 each. All 
washers used in display must be 
equipped with Lovell wringers. 
Other home laundry items may be 
shown. Part of display material 
available to dealer from company 
must be used. Other display ma- 
terial may be included. Entries sub- 
mitted by glossy photographs, 8 by 
10 in. preferably, and plainly iden- 
tified. No photos returned. They 
become company property. Contest 
closes midnight, Nov. 10, 1938. Ad- 
dress Contest Dept., care of com- 
pany. 


THE SILEX C@.. Hartford, 
Conn.— $5,040 distributed for best 
window displays of Silex glass 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15. and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest begins Oct. 15 and 
closes Dec. 1, 1938. Entries must 
be mailed not later than Dec. 10. 





WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J. With- 
in each of the six Westinghouse 
Lamp districts a total of 100 teams 
of jobber salesmen. captained by 
Westinghouse salesmen will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber, 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
est individual score. Contest starts 
Oct. 1. 


Crazy, Too 

Isn’t it funny? 

That so many 

Business men 

Will get up in the morning. 

Refresh themselves with a dose of 
advertised fruit salt, 

Clean their teeth with an advertised 
brush and advertised toothpaste, 

Shave with an advertised razor, 

Wash and shave with advertised 
soaps, 

Put on advertised underwear, 

Advertised hose, garters, shirt. col- 
lar, and shoes, 

Seat themselves at the table 

And eat advertised breakfast food 
and bread, 

Drink advertised tea, coffee, or 
cocoa, 

Put on an advertised hat and gloves, 

Light an advertised cigarette, 

With an advertised match, 

Go to the station in an advertised 
motor car, 

Give letters to a typist 

Who types on an advertised machine, 

Use advertised carbons, 

Sign their letters with an advertised 
pen 

Containing advertised ink, 

And 

Turn down a proposal to advertise 
on the ground 

That 

Advertising doesn’t pay! 

Printer’s Ink. 
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venient, compact sets of 9, 11 or 17 bits. 


a circular rim instead of a center or level 


less of knots 
or grain direc- 
tion. 
















Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 
ing. 












CRANES 


PROGRESSIVE MFG CO 


TURRIN G TOS Com ete Ftc eS 





\ our 25c-50c-75c 
PADLOCKS 


—inside and out— 


feature Chicago Locka! 











All Chicago 
Padlocks Lock 
Cut Zi : BOTH SIDES 
Open . of Shackle 
“Twice the 
Dealers Security 


Report Big Half the Cost” 


Sales with 


NEW 25c SELLER 


Sella on sight! 
Handsome, rust- 
proof, white met- 
al case. No rivy- 
ets. Self locking. i 
Locks BOTH jf ) on 

sides of shackle. Z| 

Investigate the i HICAGO 
better built, fast : LOCK CO. 
selling Chicago CHICACOILL 
Line. Ask your MADE IN U.S.A 
jobber or write ae “ 

us. 


CHICAGO LOCK CO. 
2024 N. Racine Ave., Chicago, Ill. 
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SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 
the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 


Forstner Bits, unlike others, are guided by 


The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 







jCHICAGO PADLOCKS give you | 
selling advantages that clinch | 
valea! ALL Chicago Padlocks lock 
BOTH sides of shackle. Chicago 
Padlocks are better built—better 
looking— inside and out! A Qual 
ity Line, priced to SELL—-with a 
‘ good profit allowed for you. Deal- 
ers everywhere find — it pays to 
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A perfect set-up for 
PROFITABLE SALES! 









“<tr 


2% CERESAN 


for cotton and peas 





New Improved 


CERESAN 


for wheat, oats, barley Display these three highly-recom- 


mended, fast-selling Du Bay Seed 
Disinfectants on your counters. 
Put them in your’ windows. 
Farmers know about them — 
want them — need the crop pro- 
tection they provide against seed 
rotting, seedling blight and certain 
other profit-stealing seed-borne 
diseases. Experiment Station tests 
have proved the value of Du Bay 
seed treatments! Order now from 
your jobber. For free displays and 
customer crop pamphlets, write 





SEMESAN 
for flowers and vegetables direct to — 


BAYER-SEMESAN COMPANY, INC. 


DU PONT BLDG., WILMINGTON, DEL. 


z our STORE 
- hot Season With 


© Hipdern EQUIPMENT: 





seks Us “4 ) ee ‘ = 


HELLER'S ATTRACTIVE FIXTURES 
WILL INCREASE HOLIDAY BUYING! 


Stimulate greater sales for your big 1938 holiday season—present your 
merchandise in the ATTRACTIVE HELLER MANNER! 


HELLER OFFERS FREE STORE PLANNING SERVICE! 


Just send size of your store together with any changes you might be 
planning and our Service Department will outline suggestions and 
prepare elevation sketches showing how the fixtures will look eapecially 
for your store! Take advantage of this FREE OFFER without cost 


or obligation ! 
WRITE FOR FREE LITERATURE! 
W. C. HELLER & CO. 


1038 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 
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éz SIGNAL BELL REPLACEMENTS 


Are you overlooking the avail- 
able business on door bell 
and buzzer replacemerts? 
Signal is one of the best 
known lines that are consid- 
ered standard by dealers and 
contractors. Signal quality 
has stood the test of time. 
The present price schedule 
makes it a profitable line to 





handle. 
Write for catalog and prices. 
SIGNAL ELECTRIC 
Mode! SB 
— MFG. CO. 


Menominee, Michigan 
Offices in all principal 
ties 





Model SC Combina- 


Model S Bell tion Bell and Buzzer 








When you sell Simplex size-marked pump 
leathers you profit in many ways. Simplex 
cost no more than other good packings 
and the size-marked feature eliminates 
waste time due to mistakes and customer 
complaints 

When you sell a Simplex pump leather you 
know it will stay sold and, furthermore, you 
know that your customer is satisfied with his 
purchase because it fits the first time. 


Ask your jobber or write us for price list 





er: PADFIT foe yore 














Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Arkansas Retail Hardware & Im.- 
plement Assn., Feb. 14-15, 1939, at 
Marion Hotel, Little Rock, Ark. G. L. 
Turner, 320-322 E. Markham St., Little 
Rock, is secretary. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 


general manager. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters, 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 


St., San Francisco, is manager-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Agsociation 
of Credit Men, Grand Rapids, Mich., 
June 12-15, 1939. Henry H. Heimann, 
One Park Ave., New York City, is exec- 
utive manager. 


Illinois Retail Hardware Assn., Jan 
31, Feb. 1-2, 1939, at State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secre- 
tary. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indian- 
apolis, is managing director. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 


secretary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olds 


Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at Auditorium, St. Paul, Minn. C. J. 





Christopher, Nicollet at 24th, Minn 
apolis, Minn., is manager-treasurer. 


Montana Implement & Hardware 
Assn., Oct. 24-26, 1938, at Lewistown, 
Mont. R. M. O’Hearn, Townsend, 


Mont., is secretary. 


“Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is secretary. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg.. 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St., 
Boston, is secretary. 


New York State Retail Hardware 
Assn., annual convention and trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary John B. 
Foley, 508 Hills Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., in February, 1939, 
in Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9, 
1939, in Mont, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 
Hall. Louise J. Thompson, Grand Forks, 
N. D., is secretary. 


Ohio Hardware Assn., Feb. 14-17, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 
Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson, 
411 Key Bldg., Oklahoma City, is sec 
retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong 523 
Realty Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
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4 100% Jobber to Dealer BOMMER 





\ An exclusive number for 
A\ |S eeere SPRING BUTT HINGES 
rT | ae geese pe DOUBLE ACTION 
» sell the No. 26 Combina- 


tion to other than exclu- 
sive hardware jobbers for 
— resale to independent dealers. 
















Are the most use- 





: ful and satisfactory 
e. The No. 26 Combination—retails 


for only 50c. A TROJAN Frame with spring hinges for gen- 
























































se TROJAN Blades Nos. 3, 5, 6, 22, and i 
: 420P—cut anything. A total 72c. value for eral use. The location 
—" only 50c. to the customer. YOUR PROFIT— 
50%! of the two springs of 
& Im _ TROJAN j 
1939, each hinge on oppo- 
Colo. 3 Leck Loop End Sew Blade for wood. st" wide, 18 medi- > \ 
a - wood he Ah tangtn ow" wee GROSS oa. Feature TROJAN ez- site sides of the door 
ft pee ong oye d | - 
ine made by the 
Ho. § tiene San Cte Se nad. Se world’s largest manu- reduces oscillation 
Assn., width. Cuts metal ¥" to 4". Length 6%". Per GROSS 98.00 facturer of scroll saw h | : 
“1939, aeiin. when closing. 
icipal ‘ag 5 . Double Action ° 
Hotel Mo. 6 Liens Seay eesie’ fe aNEGE And anleslteratane on Standard Type No. 20 They permit the door 
Bld am your request. 
" ce aeeeeeinanened to be opened all the way back to the wall if 
an 2 a ao Gow Gunde. Tempered tach cheel, teeth tind, Write for betas 
°. set, and oi! . Saws metals and other hard substances showing co ‘ete line es 
ealer- aanasrsneist ——s rener! suitably hung. 
~ . eo Also supplied with Button Tips when specified 
1 St., 4509 W. Palmer St. 
; CHICAGO, U. 8. A. Bommer Spring Hinge Co. — Brooklyn, N.Y. 
dware — ~ 
trade 
* * 
n B. 
N. Y. 
mple- 
1939, 
ympic 
y. 
iware 
». 7-9, 
t Ar- 
aq Sensational Variety and 
be Hit in the Department 
° a th latent Store fas been 
History of the ici. waiting for this 
+S Wick Business pencil to mark 
pium- 
Hall. Cellophane packages 
» St., >) 
(Reg. U. 8. Pat. Off.) C t 7h 
en ASBESTOS WICK usTtomers 77022 


. Se. 
= ae ee this CELLOPHANE’ 
love, wiiekce of satite “ost wall? matheth Kenge you toc 
a 
Check 
geo Pencil 


} sec clean. Enables you to meet every requirement for oil stoves and 
0 BLACK be RED () BLUE rt @arnen 
HIT iw 









ranges. Saves work, worry and time. Eliminates mistakes 
and waste AND SELLS MORE WICK! 

All-metal construction; attractively lithographed in 3 colors. 
Stove Guide on front of Dispenser gives correct wick lengths 


























¢ Im w C) Yeu 
hibit, SPECIAL DEAL q 
lotel Four 100-ft. rolls of Flamemaster Universal Stand- Name ee 

et, ard Wick in widths of 1%"'-I!4"'-1"'-%"'. Total, 

523 400 ft. You get the MERCHANDISER (original Address 

SUL Wa ae LetaaM OE 
DEALER'S NET ONLY $9.25 City State 

ment if your jobber can't supply you send us his name and address. “ PENCIL 
fotel, TRIPLEWEAR, PATERSON, N. J. 2ts0e// COMPANY, puitaperenia 
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BTN elss 


are In 
demand 





Completely hid - 
den from view 
door is 



























Exclusive 
3 when 
closed. 
° 
No protrud- 
ing hinge pins to 
be damaged, 
cause injury or in- 
vite tampering. 
an d bd 
Enables a 
desire, eomaem fit. 


Features are 


the a a-biels 


they stimulate 


interest 
closer 


© 
Greater portion of 
door weight re- 
moved from 
screws. 

. 
Beautifies door 
and widens oppor- 
tunity for creative 
design. 


SOSS MANUFACTURING CO., 
648 E. First Ave., Roselle, N. J. 


NEV 


up turnover, 
and increase 


profits. 


WRITE F 












NEVER SEEN - 








The Original 
= “HORSESHOE MAGNET” 
= HAMMERS 
Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 


satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
1S Hathaway Street, Boston, Mass. 


GUNSHINE 


Proc 
Rrer 


cHAM 


MADE IN U.S.A. 


ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL 






















MASS. 





Tools that Serve — 
Cutlery that Cuts 


We protect you through Jobbers 


DAMASCUS STEEL PRODUCTS CORP. 
Rockford IMinois 


CUTLERY 
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Amarillo, Tex. C. L. Thompson, Can- 


yon, Tex., is secretary. 

Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 


phia, is managing director. 


Southern California Retail Hard- 
ware Association, semi-annual Hardware 
Conference, Oct. 27, 1938, at the Hotel 
Huntington, Pasadena, Calif. 1939 con- 
vention and exposition at the Hollywood 
Roosevelt Hotel, Hollywood, Calif., 
March 1-3, 1939. J. V. Guilfoyle, 1026 
Rivers-Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 
N. Sixth St., Richmond Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in January, 1939. 


Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal 
Auditorium, Kansas City, Mo. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 
secretary. 


Sports Equipment Catalog 


Draper-Maynard Co., 400 York St., 
Cincinnati, Ohio, has issued its first 
complete illustrated Fall and Winter 
sports catalog. ‘This line is being dis- 
tributed through the exclusive whole- 
saler. 








New Daisy Waterers 


for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALF WEANERS 
} 33 ys ee 0) se A ee @ 98S 
Write for FREE Circular Mfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, USA 














ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
°| anteed quality. Real 
profit in handling 
them. 
Write for prices. 





Rechester Sash Balance Ce., Ine. 
Bechester. N. Y. 









EVERY GAS STOVE NEEDS THE 


Patented 
HYDRO-FLUE HUMIDIFIER 
New Model with DUPLEX 


FORCED DRAFT now avail- 
able. 


Modernizes the kitchen—ban- 
ishes old-fashioned stovepipe, 
vaporizes fumes, traps grease 
and dirt. Salesmen—good ter- 
ritory open. 


107-09 E. Milwaukee 
Detroit 


DENISTON 


‘“‘Lead Seal’? NAILS 








Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. 
Seal’’—the lead under the head 
shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


Note the famous ‘‘Lead 
and down the 


The DENISTON Company 


4840 S. Western Ave. __ CHICAGO, ILL. 





BURDEN 


Horse & Mule 
Shoes 


Hand puddied 
bar iron and ; 
iron rivets ‘ if 


THE BURDEN IRON COMPANY 


Established 1809 
TROY, N. Y. 




















STEEL BRICK HODS 


Have been used 
for years 
because of 

their strength 
and lightness. 
All steel 


Prices Will Interest 


The Cleveland Wire Spring Co. 
E. 88th St. and Hamilton Ave. 


@ @ CLEVELAND, OHIO © @®@ 


wu 


Ne. 162 
Brick x7” deep 
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FORGED TOOLS 


| SINCE 1854 





| CONSTRUCTION AGRICULTURAL 


| MINING TRACK 


=e Ca 


| 
| 
| THERE IS NO SUBSTITUTE FOR 


EXPERIENCE 


























lling = 
: Bring Repeat Business | 
8. 
om Uniform quality Triplex Stove Bolts build steady custom- THE WARWOOD LINE TODAY REFLECTS 
Si tee ee oe ee eee | AOC RRLAe See Soe 
—— = or oven head, all sizes—:- ie of high quality wire. 84 YEARS' CONTINUOUS OPERATION 
- oroughly cleaned—ready to use. Don’t lose business 
THE when customers insist on Triplex. Write today for samples 
and prices. 
DIFIER THE TRIPLEX SCREW CO.§ 
—— 5317 GRANT AVENUE, CLEVELAND, OHIO | N y 
“4 IPLEX| 
vepipe, 
od ter- COMPLETE LINE OF CAPVAND SET SCREWS, BOLTS AND NUTS | WARWOOD TOOL COMPANY 
oy Millions Sold — Used in Every Industry | WHEELING, WEST VIRGINIA 
FREE 
RCULAR 








in —— STEAM UPS 
- Follow the LEADER | = your {ALUMINUM SALES! 
= In “Want Ad” Advertising— | 






“S <WITH 


vy ars 

on the In every trade there is always a leader. In | | 

dain the Hardware Trade it is Hardware Age. , BUCKEYE 
: 1. Classified as well as National advertisers , 

a have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 


as display advertising. Its classified col- | This beautifully designed, modernly styled 
umns bring together buyer and seller, em- | Tea Kettle typifies the complete Buckeye 

Line. For moderate price, for modern 
style, for easy sale with good profits— 


Those who contact the hardware trade | | 
| SELL BUCKEYE 
onto Gots engine Chm DI BE ann nc sans ricer innonepnesnstiecon nse nin nnns~oecenes 
AGE is the logical medium to use to secure | The Buckeye  grerni = i mig 
ae RESULTS from their classified advertising. RN eae Oy en ET hE eh 


of 
ith EE. cid ascewsk dtdbede ced apaeeO eres adebeniedesnvonsesanaoneees 


‘s HARDWARE AGE 











ployer and employee. 





Classified Opportunities Dept. MADE AND GUARANTEED BY 


A EE Se Ne TL POE THE BUCKEYE ALUMINUM CO. « WOOSTER O. 


erest 
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Help Wanted. A ts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... 08 
AW capitals, maximum, 50 words.... $4.00 
Each additiona) word. . 06 
Positions Wanted 
(Special Rate) set solid. maximum. 
iss Be cre date. « vin's 0 Rehiad 50 
Each additional word .............. 01 


Allow Seven Words for Keyed Address or Your Address 
BOXED DISPLAY CaS 


One in 





Use this section to reach Hardware Manufacturers. Manufacturers 
Agents. Jobbers. Jobbers’ Salesmen, Retailers and Retoil Salesmen 





INSERTIONS 

4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments 


OISCOUNTS FOR CONSECUTIVE 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 
—_—~e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 
15 days previous to date of publication. 











NOTE 


Samples of Literature, Mer- 
chandise, Catalogs. etc., will 
not be forwarded. 

— eo 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 

















HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street. New York City. Wis. 
7-1802, 1803. 








Young Aggressive Credit Man 


can be of real service to up-to-date hard- 
ware manufacturer, jobber or re- 
tailer. Eight years’ experience in responsible 
position with large New York Bank and at 
present with well-known electric refrigeration 
Sau. Married; age 28. References ex- 

nged. 

Address Bex D-72, care of HARDWARE AGE 

239 W. 38th St, N. Y. City 














SALESMAN WOULD LIKE TO MAKE con- 
nection with manufacturer representative for New 
York and New Jersey. Can make financial invest- 
ment if desired. Address Box D-212, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, 15 YEARS’ EXPERIENCE 
SUCCESSFULLY SELLING hardware and paint 


dealers in_.New York and New Jersey. Now em- 
ployed. Would like to make a change. Address 
Box D-210, care of Harpware Ace, 239 W. 39th 
we eS. Ce 








SALESMAN, COVERING METROPOLITAN 
NEW YORK AND New Jersey calling on hard- 
ware paint and variety stores, desires to make a 
change. Can handle any good line for this trade. 
Previous experience in own retail store. Address 
Box D-211, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 


ENERGETIC AND AMBITIOUS YOUNG 
MAN, 22 years old, single, with: driver's license, 
desires position. Has had eight years’ experience 
in the hardware, paint, plumbing and electrical 
supplies and also housefurnishing lines. Address 
Box D-201, care of Harpware Acr, 239 W. 39th 
St.. N. Y. City. 


EXPERIENCED RETAIL AND WHOLE- 
SALE HARDWARE salesman with 20 years’ ex- 
perience desires position with reliable firm. Have 
A-1 knowledge of most lines pertaining to hardware, 
especially tools. Best of references as to ability, 
honesty and experience. Address Box D-208, care 











of Harpware Ace, 239 W. 39th St., N. Y. City. 

EXPERT ACCOUNTANT, BOOKKEEPER, 
OFFICE AND Credit Manager, with eleven 
vears’ thorough experience. Assume complete 
charge of books, credits and entire office. Hich- 
est references available. Address Box D-202, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





SALESMAN, NOW WITH JOBBFR, SEEKS 
connection with manufacturer. Age 38, married. 
Twelve vears with leading jobbers and three 
vears with nationally known manufacturer. Ex- 
perience covers all lines of hardware. Now located 
in New York State hut no objection to other 
locations. Salary and expense or salary and 
honus arrangement. Address Box D-181, care of 
Harpware Acre, 239 W. 39th St.. N. Y. City. 
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A CAPABLE ,YOUNG MARRIED MAN of 
26 with 8 years’ experience in every phase of 
the hardware business wants to get an executive 
position with some reliable hardware concern. 
Address Box D-187, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





CATALOG COMPILER—ABLE TO TAKE 
entire charge of compiling jobber’s catalog. Will 
travel anywhere. Thoroughly experienced—having 
worked on many large size jobbers’ catalogs. 
Address Box D-189, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





AM INTERESTED IN CONNECTING WITH 
manufacturers desiring alert hardware specialties 
salesman to cover California. Will live on terri- 
tory. Experience ten years on road, thirteen years 
in retail hardware. Ambitious, thorough, honest 
and capable. Excellent references. Available Janu- 
ary first. Address Box D-204, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





YOUNG MAN, 26 YEARS OLD, five years 
with leading wholesale hardware distributor cov- 
ering Middle Atlantic States, seeks responsible 
position with manufacturer. Ability to operate 
books, handle credit and collections, buy and sell 
or perform any function requiring initiative. 
Pace graduate, single, neat, pleasing personality 
and free to travel anywhere. Excellent references. 
Address Box D-203, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 





HARD WORKER WANTS 

Has five years’ experience as 
buyer and manager. Thoroughly experienced in 
Builders’ Hardware, Housewares, Electrical Goods, 
Paints and Wallpaper, Sporting Goods and all ap- 
pliances. Can furnish exctllent references. Age 
24, married and free to move anywhere. Address 
Box D-193, care of Harpware Ace, 239 W. 39th 
St.. N, Y. City. 


AMBITIOUS, 
STEADY position. 





CREDIT EXECUTIVE—ACCOUNTANT, 33 
YEARS, desires to forge ahead with responsible 
organization. Fourteen years with prominent 
Eastern hardware and paint concerns. Capable 
business adviser—-familiar with financial and 
profit ratios and operating budgets perpetuating 
any organization, merchandising controls, cost and 
selling records. Thoroughly experienced with con- 
tractual ard industrial credits. Assume _ full 
credit responsibilities. Location no factor. Ad- 
dress Box D-195. care of Harpware Acr, 239 W. 
39th St.. N. Y. City. 














Nationally known Builders’ and Cabinet 
Hardware Manufacturer desires Salesman 
or Distributor 
now regularly calling on retail Hardware and Lum- 
ber Dealers in Chicago District to take on line on 
commission basis. Prefer Representative who can 
carry consigned stock. Give all details, experience, 

lines carried, references. 
Address Box D-206, care of HARDWARE AGE 
239 W. 39th St., N. Y. City 














Agent Wanted to Sell 
PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 
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SALESMEN WANTED FOR THE BURNS 
line of orange and grapefruit peelers and grape- 
fruit corers. Also serrated edged cutlery. Ad- 
dress: The Burns Mfg. Co., Syracuse, N. Y. 








MANUFACTURERS’ REPRESENTATIVES 
TO SELL LINE of builders’ hardware, door locks, 
etc. State of Florida and New York State. Kindly 
give nature of lines handled and full details of 
method of operation, trade called on, etc. Address 
Box D-205, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 





SALESMEN, CALLING ON HARDWARE 
DEALERS and jobbers, wanted to handle the Van 
Self-Cleaning Safety Rakes as a side line. This 
is a fast selling item. Salesmen will be protected 
on repeat orders. Address: Staff Manufacturing 
Company, 3026 E. Cheltenham Place, Chicago, II! 
South Shore 8569. 


ELECTRICAL JOBBER — WELL RATED 
AND established, desires salesman with following 
in Western Pennsylvania, West Virginia, Maryland 
(exclusive of Baltimore area), and Delaware. 
Straight commission. Reply in full detail, giving 
full references. Address Box D-197. care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 











SALESMEN: TO SELL CATTLE SPRAY on 
market 30 years, also house spray, plant spray, rat 
killer, ant killer, crow repellent and a full insecti- 
cide and disinfectant line. Selling to hardware 
trade in Ohio, Pennsylvania, New England, New 





Jersey. Address Box D-196, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 
SOMETHING NEW! GENUINE LITHO. 


GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 
mission, steady repeats. Samples on request. Ad 
dress — Ralco Decaleo, HA-—1305, Washington 
Street, Boston, Mass. 





SALESMEN TO SELL COMPLETE SHELF 
goods line of popular-priced paints. Commission 
basis. Protected territories. Spring datings given 
Established line. Salesmen calling upon hardware, 
paint, department, auto accessory stores will find 
this a good side line. Give experience and terri- 
tory covered. Address Box D-208, care of Harp 
warF Acar, 239 W. 39th St., N. Y. City. 


ATIONALLY KNOWN MANUFAC. 
TURER. ESTABLISHED IN_ 1865, desires- 
salesmen, now calling on retail hardware trade. 
to take on additional line on commission basis. 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 
applied for regularly. Address Box D-101, care 
of Harpwarr Ace. 239 W. 39th St., N. Y. City 
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DIRECT 
FACTORY REPRESENTATIVES 


Kansas, Missouri, lowa, Nebraska, 
Arkansas, and Okiahoma 


CUSACK & HARMAN 


518 Reliance Building 
Kansas City, Missouri 

















ESTABLISHED FACTORY REPRESENTA- 
TIVE FAVORABLY ACQUAINTED in metal 
industry and mill supplies in greater Chicago, 
Northern Illinois, Southern Wisconsin, desires ad- 
ditional soundly engineered lines of metal special- 
ties, tools, equipment used or consumed by indus- 
trials, larger machine shops and adapted to hard- 
ware trade. Commission basis. Adress Box D-198, 
= of Harpware Ace, 239 W. 39th St., N. Y 

ity. 





EXPERIENCED SALESMAN WITH FINE 
RECORD seeks connection with producer of a 
line or specialty that can be sold to hardware, elec- 
trical or automotive jobbers. He has splendid con- 
nections among those classes of trade in Minnesota, 
Wisconsin, Iowa and the Dakotas. Address Box 
D-199, care of Harpware Ace, 239 W. 39th St., 
Ww. Y. Clty. 





WANTED, ON STRAIGHT COMMISSION, 
a complete line pocket cutlery, scissors, and shears, 
by an agent quite a while in the South Eastern 
Territory. Address Box D-207, care of HARDWARE 
AGe, 239 W. 39th St., N. Y. City. 














HARDWARE FOR SALE. COMPLETE 


HARDWARE stock—2 stores—some household ap- 


pliances if desited. Well located and good oppor- 


tunity. Address—Bruce W. Neilson, Drawer K, 


Lima. Ohio. 





WE ARE BUYING CONTINUOUSLY ON 
a cash basis hardware, housefurnishings and simi- 
lar lines for export. We are only interested in 
large quantities of seconds, close-outs and job-lots. 
Submit samples with lowest prices to Acme Mer- 
chandise Co., 127 West 24th St., N. Y. City. 





FOR SALE: HARDWARE, PLUMBING AND 
Tinning Business located in Industrial City of 
40,000 population. Large neighborhood trade in 
better residential district. It is priced right and 
worthy of your consideration. For further particu- 
lars address Box D-200, care of Harpware AGe, 
239 W. 39th St.. N. Y. City. 


FOR SALE—AN OLD ESTABLISHED hard- 
ware business in same location for 72 years, in 
Wilmington, Ohio, County seat of Clinton County, 
in one of Ohio’s best agricultural sections. Recent 
death of owner reason for selling. Good up-to-date 
stock. Address J. E. Orebaugh, 119% N. South 
St.. Wilmington, Ohio. 
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Which Classification 
Are You Interested In? 


Whether you want to buy or sell a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable accounts — or secure a good 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 


uct — use the Classified Opportunities Section of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 


the confidence and following of the hardware trade. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 


239 West 39th Street, 


A.B.C.—Charter Member—A.B.P. Inc. 


BUSINESS FOR’ SALE 
MUST liquidate on account of ill health. Com 
plete hardware business, central location, prosper 
ous town-—17,000 population—in Pennsylvania 
Property also for sale or rent. Address Box D-194, 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. 


HARDWARE 


ACCOUNTANT & AUDITOR, S)IECIALIZ 
{ING IN ACCOUNTING and tax service, for 
hardware, plumbing, electrical, heating, tinsmith 
and roofing lines. Books opened, balanced, sys- 
tems installed, taxes, financial and rating 
statements, and bookkeeping service. Sahuaete 
rates. Address Irving I. Munz, 1166 Gerard 
Ave., New York City. Tel. Jerome 6-2454. 





FOR SALE. GOING BUSINESS IN Michi 
gan. All staple stock, new merchandise, consist 
ing of beautiful line of lighting fixtures, wiring 
supplies, linoleums, full line of paints, wall paper. 
window shades. All merchandise bought on a dis 
tributors basis. Very good buying connections 
Inventory approximately $8,000. Can reduce stock 
somewhat to suit your needs. This must be a cash 
proposition. Very good wholesale business in the 
electrical line. You are in a position to meet or 
undersell any competition. Business good for $30, 
000 annually. Room for addition of fast-selling 
hardware items. Store in town of 18,000 popula 
tion. Downtown location. Reason for selling, ill 
health. Address Box D-192, care of Harpwarr 
Acer, 239 W. 39th St., N. Y. City. 


New York, N. Y. 
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a Two Profitable Sellers FAGLE “= 
No. 62 is one of the strongest Screw . 
ae Wrenches ever produced. Bar is forged We. 30 
from special open hearth steel. Slide is - | 
—— extra tough semi-steel—will withstand ; | 
ee Be. great strain. Operating Screw is one ~ 
Up- se tag een of mae grade “yy The Han- | STRIKE-PLATE 
oe > dle, Frame and Bolster are all in one piece 
a 2 securely braced. In the No. 70 Steel FOLDING 
: z= Handle Monkey Wrench the Head, Bar | RULES 
i 189 and Shank are made into a one-piece steel | 
-: 198 forging. Handle is securely riveted and | Also manufacturers of 2-ft. and 3-ft. Fourfold Rules, 
187 the flat shank cannot work loose. B. & C. a aie P 
a quality sells wrenches. All standard sizes. |] and self-winding flexible Steel Tapes. 
+. 131 No. 62 Ask your Jobber | 
193 ‘ 
| EAGLE RULE MF 
BEMIS & CALL CO. | - Hunts Point Ave Sone. 
SPRINGFIELD, MASS. | cies ication 
aa 
t 208 —- 
+1 120 OK) Rc tAR. Re 
* 208 wae *: 
oe ae 8 : AMI e 
-- 165 
= 4 
ve 185 OK) 
it "SWING-OVER" HARDWARE | | @ STAR 
* at, 
.. 156 
: 193 A first class type of over- Ox) 
.- 196 head door hardware in the © When you see that name on Heel Plates 
on 205 lowest price field. Send for Q STAR quality is in them, You’re sure of 
-» 198 literat Q quick sales and steady profits. STAR 
+ 108 iverature. Q leadership has been maintained for 30 
* 156 : years. 9 sizes for all sizes of shoes. 4 
11, 12 Dep endable Products Since 1&&8 ¥) gross pairs in box. Sold by leading job- 
* ene bers. S f les Prices. 
+ S88 COBURN TROLLEY TRACK CO. 4 ae ar Tega eee eee 
i 50 Canal Street, Holyote, Mow. | | & | STAR HEEL PLATE CO. 
Newark N. J. 
i AND’S LEVELS "Plumbers, Electricians. 
192 Plumbers, Electricians 
197 
and Painters 






‘itt —TELL THE TRUTH— 


WORLD'S STANDARD FOR 43 YEARS 


“Factory Built-In Accuracy” 


’ 1 

» 308 MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 

TILE SETTERS’ WOOD AND ALUMINUM 























“Ty SAND'S-STEVENS SURFACE AND LINE | 
, — Write for Catalog 
SAND’S LEVEL & TOOL COMPANY « ° 
8631 Gratiot Ave. DETROIT, MICH. ® 
174 eeceoe 
187 - 
186 


“J Nia EXTRA PROFITS ON 
vaa NOM 


159 } mulUitn 
34:00), 74d Bede 






4 Easily installed without 
204 removing sash or doors! 
23 Now you can make quick, new profits by selling genuine Dennis 
a Double Cushion Spring Bronze Weather Strips for modernizing 
— jobs and new homes. The easiest to install—comes attached to 
aa new parting stop. Patented ‘‘S’’ fold gives double spring action. Prevents 
oy cold air leaks. Makes snug weather-proof seal conforming to all warping, 
191 shrinkage and expansion of sash and doors. Endorsed by architects and 

builders for saving fuel. Ask your jobber or write for illustrated Weather | 

Strip Catalog. 
W. J. DENNIS & CO. 

3 | 
2110-20 WEST LAKE ST.<«« CHICAGO 
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Bernz Torches are universal favorites, and 

since 1876 they have been known under the 

trade name of ‘‘Always Reliable’. Whether 

for soldering, thawing, pre-heating, burn- 

ing off paint or for electrical work, experi - 

enced mechanics know Bernz is ‘‘Best’’. 
Here are five reasons Five they prefer the 

famous Bernz No. 87 Model: 

- Solid all cartridge brass extra heavy con- 
struction. 

. Long, full size special composition heavy 
burner. 

- Genuine Bakelite ‘‘Keep Cool’’ valve 


> 6 KN 


wheel. 
. Patented powerful ‘‘Never Leak’’ pump 
with screw down safety feature. 
. Lowest in price and fuel consumption; 
‘ highest in quality and heat produced. 
ORDER NOW and be prepared for current 
torch season. 


a 





og 87, 1 qt. Bot. filler 
ae oe oe foe ee OTTO BERNZ CO., INC. 
for gasoline. ROCHESTER, N. Y. 











WHAT YOUR COLLEAGUES SAY 
ABOUT GARDEX TOOLS 


"We are well pleased with the GARDEX line. The more specialized 
design and usefulness of these tools interest customers. They are 
impressed with the quality of the article. You have been very 
generous with your sales helps which are laid out in a way to 
interest users, and give out worth while information. They have 
been well received by the general public."’ This 
is one of many letters from dealers who greatly 
increased their profits by going GARDEX. 
The new GARDEX PULL-HOE WEEDER pic- 
tured here, and other GARDEX tools eliminate 
stooping, chopping and bending. They make 
friends for your store by making work easier. 
Double your garden tool business. Handle 
~—a tools. Write for free catalog today. 
ox le 


GARDEX, INC., MICHIGAN CITY, INDIANA 

















Lead the Field 
with WESTFIELDS in 1938 


; > This seal on the front 
/ S . mudguard is a sign of 
sure profits for you on 
the complete West- 
field line.—And you'll 
need Columbias as 
well for those who 
7. want America’s most 
famous bicycle. 
— “STANDARD OF THE WORLD rit WOR Te WESTPULD ware. CO. 
eo \\ || 4 WESTFIELD, MASS. 

























PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT SUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


AT LAI NTI ‘AVE: BOSTON MASS 





FUEL SAVING and BETTER HEAT 


WiLL Gell twese srusHes 


Furnace and Boiler cleaning is an important factor in 
every o* a lant. the new Schaefer RUST- 
PROOF FLUE AND FURNACE BRUSHES offer 
YEARS a efficient service at a price only slightly 
higher than the cheap profitless brushes you have 
been selling. Fast-cleaning wire bristles are made 
of a Silvery Brite special alloy steel, thoroughly 
RUSTPROOF, not merely treated with a rust- 
proofing solution. Here’s Quality that will 
sell—at a margin of profit worthwhile to you. 
@ Let us tell you of the gm Merchan- 
on Plan behind Schaefer Rustproof Flue 
and Furnace Brushes. 


SCHAEFER BRUSH MFG. CO. 
117 West Walker St. 
Milwaukee, Wis. 


SCHRE 1 PER BRUSHES 
Pith SCHAEFER-ITS SAFER 









































y BRUSH-NU COMPANY , 


' BALTIMORE MARYLAND | 








Genuine DOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40 SET -10c SET-10c SET SAVE FURNITURE 


ey FLOORS-CREATE QUIET 
| » Name Domes of Silence 


Sean | of Silence 
Rubber Cushion Glides 


i Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE. Inc., 35 Pearl St. N.Y. C. 


| 
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KNOWN 
EVERYWHERE 


Ne. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, 1 Handle 
Lock Down Pump, Polished Brass Finish 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield 


CLAYTON & LAMBERT Mrc. Co. 


DETROIT, MICHIGAN 
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_ Ontroducing Complete New Lines 
: PUTTY KNIVES & WALL SCRAPERS 


ALSO PAPER HANGERS’ AND PAINTERS’ TOOLS 


NEW 
PI 
LINE * 
1%"-4” 
STIFF 
FLEXIBLE 


“NOTE: (Top Row) P1 New “De Luxe” Line 
has Mirror Finished Blades. On this line 
Wall Scrapers also made with Super Flexi- 
ble Blades in addition to stiff and flexible. 
RED DEVIL PAINTER KITS 


Gift Sellers For All Seasons 
STOCK FOR CHRISTMAS SALES 


LANDON P. SMITH, INC. 
Irvington, N. J., U.S. A. 


COMPLETE CATALOG NO. 16 COVERING 
THESE NEW LINES IS JUST OUT! SEND FOR IT! 


Use Coupon y 


LANDON P. SMITH, INC., Irvington, N. J. 
Send me your New Catalog No. 16 illustrat- 
ing the New and Complete Lines of Red 
Devil Putty Knives and Wall Scrapers, also 
Paper Hangers’ and Painters’ Tools. 


FIRM 
ADDRESS 
Send Attention Of ~ 











THE 


Lively consumer interest has already built up tres 
dous profit possibilities for jobbers and dealers fea ur 
ing this exclusive advance in lawn mower design. th 
Clemson's aggressive merchandising campaign rea dy 
to back you up, these sensational features can ca y 
you to new highs in mower profits next Spring... Easiest running. Most accurate 
cutting ... Simplest adjustment—no tools... Fewest parts and lightest weight f 
any mower giving full 17. cut... Smart finish—full chrome plate and yellow ba 
enamel...No oiling, no greasing, no grinding... Written guarantee of full satisfactie 
Made by Clemson Bros., Inc., Middletown, New York, eaemrctaci. of f 
famous Star metal cutting hack saw blades since 1879. 


. 
P 


Still:far in advance of the field are the famous Star 
Tungsten and Star ‘‘Moly’’ hack saw blades, packed in 
modern metal boxes. These handy boxes keep Star 
blades in perfect condition on dealer shelves—form an 
attractive display —and find a hundred uses long after 
the blades are sold. With Star hack saw blades, you 
have a product where you give customers the blades 
they want in the way they want them— satisfaction to 
them, profits to you. 


. STRE BACK « 


CLEMSON BROS., Inc. 


EN AULOY.. BLADES... 


“eTAR TUNGSTE”.. 


eR <_ U —. 











